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CONTROL OF ADVERTISING ON INTERSTATE 
HIGHWAYS 


MONDAY, MARCH 18, 1957 


Unirep States Senate, 
CoMMITTEE ON Pusiic Works, 
SuBcOMMITTEE ON Pustic Roaps, 
Washington, D. C. 

The subcommittee met, at 10:08 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore, presiding. 

Present: Senators Gore (chairman of the subcommittee), Neuber- 
ger, Kerr, Case, Kuchel, Cotton, and Revercomb. 

Also present : Senator Martin. 

Senator Gore. The committee will come to order. 

We have before us for consideration today S. 963, a bill to provide 
for the control of certain advertising on federally owned or controlled 
lands adjacent to the National System of Interstate and Defense 
Highways. 

S. 963 follows :) 
[S. 963, 85th Cong., 1st sess.] 
A BILL To provide for the control of certain advertising on federally owned or controlled 


lands adjacent to the National System of Interstate and Defense Highways, and to 
encourage such control on other lands adjacent to such National System 


Be it enacted by the Senate and House of Representatives of the United States 
of America in Congress assembled, That, inorder to promote a national policy for 
the protection of scenic beauty and safety of travel on the National System of 
Interstate and Defense Highways, the Secretary of Commerce is directed to pre- 
pare, publish, and disseminate a set of recommended standards for implementa- 
tion of such a policy through the control of signs in areas within five hundred 
feet of the rights-of-way comprising this system, as provided in this Act with 
respect to federally owned or controlled lands and by action of the States with 
respect to nonfederally owned or controlled lands. The national policy standards 
so recommended shall limit signs in such areas to— 

(1) signs necessary for highway directional information and official 
notices ; 

(2) signs indicating the availability for sale or lease of property on which 
they are located ; and 

(3) signs located in commercial areas adjacent to and accessible from such 
highways and advertising a business conducted on premises in the com- 
mercial areas. 

Sec. 2. For the purposes of this Act the term “sign” shall mean a billboard, a 
sign, or any other similar public advertising. 

Sec. 3. With respect to federally owned or controlled lands, the Secretary of 
Commerce shall carry out this national policy by regulations applying his recom- 
mended standards, promulgated after consultation with the heads of the Federal 
departments and agencies having jurisdiction over lands affected thereby. 

Sec. 4. To promote this national policy by action of the States with respect to 
lands not federally owned or controlled, the right to control signs in areas within 
five hundred feet of the rights-of-way of the National System of Interstate and 
Defense Highways, in accordance with the standards prepared under the first 


1 





2 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


section of this Act, shall, under the Federal-Aid Highway of 1956, be considered 
an interest in land which may be acquired for right-of-way or other purposes in 
connection with a project for the construction, reconstruction, or improvement of 
any section of the National System of Interstate and Defense Highways. 


Senator Gorr. The committee is pleased and honored to have the 
privilege and pleasure of hearing the distinguished Secretary of Com- 
merce, whom I am pleased to call my personal friend, Secretary Weeks. 

You may proceed, Secretary Weeks. 


STATEMENT OF HON. SINCLAIR WEEKS, SECRETARY OF COM- 
MERCE; ACCOMPANIED BY HON. BERTRAM D. TALLAMY, FED- 
ERAL HIGHWAY ADMINISTRATOR; AND FREDERICK C. NASH, 
GENERAL COUNSEL, DEPARTMENT OF COMMERCE 


Secretary Werks. Thank you, Mr. Chairman. 

Gentlemen of the committee, I am very happy to be here. Some 
2 months ago I appeared before this committee. During the course 
of my comments I said that we were looking into this mattter of adver- 
tising in connection with the highway program, and that we would 
be back with some suggestions. I am sorry we have not gotten back 
before, but it is a complicated subject. 

This morning we proposed legislation which I believe has been sent 
to the President of the Senate and the Speaker of the House, and of 
which I have copies. 

Mr. Chairman, I have a statement, a short statement, which I should 
like to file for the record, and then I would like to just make a few 
points in connection with this general subject. 

Senator Gore. Without objection the statement will be printed in 
the record, and you may proceed ad lib. 

(The prepared statement of Secretary Weeks follows :) 


I appreciate this opportunity to appear before your subcommittee to discuss 
the recommendations of the Department with respect to legislation relating to 
outdoor advertising adjacent to the National System of Interstate and Defense 
Highways. 

I pointed out in my testimony before your subcommittee on January 7, 1957, 
that there was widsspread feeling throughout the country that advertising ad- 
jacent to the Interstate System should be restricted in order to preserve the 
beauty and pleasing character of the natural landscape and in the interest of 
highway safety. I stated that it appeared that additional legislation would be 
required if this was to be accomplished, and that the Department of Commerce 
had the matter under study. 

We have concluded that advertising along the Interstate System should be 
controlled if the objective of the Federal Government to provide a system making 
for safe and relaxed driving and pleasing appearance is to be realized. We have 
also concluded that Federal legislation is required if such control is to be effec- 
tive. We have today submitted legislation to the Congress which is designed 
to encourage the control of advertising along the Interstate System. We are con- 
vinced that the uncontrolled location, erection, or maintenance of advertising 
signs, displays, and devices adjacent to the Interstate System will decrease the 
System’s safety, efficiency, and enjoyment to its users. 

Highway engineers have realized for years that the rapid, efficient, pleasant, 
and safe movement of motor vehicles depends upon what happens in the road- 
side areas, as well as on the highway. Uncontrolled signs, therefore, not only 
may distract the attention of the motorists, but also offend esthetically by 
destroying the natural beauty of the landscape. With much of the Interstate 
System running through unspoiled and uncrowded areas which are not presently 
zoned, the system could become a magnet for a multitude of signs, displays, and 
devices unless some form of control is exercised for preservation of its natural 
beauty and the safety of its users. 
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The States, of course, do exercise some control at the present time over the 
location, erection, or maintenance of signs adjacent to highways. However, 
the State ccntrol is so varied in scope and effectiveness that it is apparent that 
Federal leadership is necessary if adequate control of advertising along the 
Interstate System is to be achieved. 

The Federal Government does not have authority to control advertising along 
the system. The General Counsel of the Department ruled in an opinion dated 
February 19, 1957, copies of which were provided to the members of your 
committee, that Federal funds may not participate in the cost of acquiring 
advertising rights except in certain limited instances, under section 11 of the 
Federal Highway Act of 1940, where the acquisition of such rights alone would 
be sufficient for preservation of the natural beauty. The General Counsel also 
ruled in the opinion that the Federal-aid highway laws do not authorize the 
Secretary of Commerce to acquire advertising easements with Federal-aid high- 
way funds. 

Despite this lack of authority, there is widespread feeling throughout the 
country that the Federal Government has an obligation to take action assuring 
the control of advertising adjacent to the Interstate System. This is based 
largely on the fact that highway-user taxes, collected by the Federal Govern- 
oe will provide 90 cents out of every dollar spent on construction of the 

ystem. 

We also think that the character and nature of the Interstate System imposes 
such an obligation of the Federal Government. The Interstate System is the 
backbone of the Nation’s highway systems. It connects, as directly as prac- 
ticable, the principal metropolitan areas, cities and industrial centers, serves the 
national defense, and connects with routes of continental importance in Canada 
and Mexico. It will link together 90 percent of the cities having populations of 
50,000 or more, aS well as many smaller cities and towns. It will serve well over 
half of the rural population of the United States. It belongs to all of the people 
of this country. As such, the System should be protected against factors which 
decrease its safety, efficiency, and enjoyment to users. 

However, it is recognized that this obligation of the Federal Government 
must be discharged in a manner consistent with the historic rights of the States. 
The draft legislation which we have submitted would discharge the obligation 
of the Federal Government by establishment of a national policy that recognizes 
the interests of the States. This legislation would require application of the 
national policy to federally owned or controlled lands along the Interstate System 
and would provide an incentive for action by the States with respect to other 
lands. 

The draft legislation would declare it to be the national policy and in the 
public interest to preserve scenic beauty adjacent to the Interstate System, 
safeguard public travel, promote interstate commerce, and protect the public 
investment in the Interstate System. The policy calls for the control of ad- 
vertising that can be seen from the Interstate System within 750 feet of the 
nearest edge of the paved surface, The policy would permit signs of an official 
nature, signs advertising the sale or lease of property upon which they are 
located, and signs advertising activities being conducted upon the property on 
which they are located. State and local zoning laws would be recognized by 
permitting advertising in areas actually zoned industrial or commercial. The 
policy would prohibit all other signs within the controlled area. 

The Congress has already recognized that the movement of motor vehicles 
rapidly, efficiently, pleasantly, and safely on the Interstat, System depends not 
only upon what happens on the highway but also in the roadside areas, by re- 
quiring that the right-of-way of the system be adequate to permit construction 
of projects up to the geometric and construction standards; that access points 
not be added without the prior approval of the Secretary of Commerce; and that 
service stations or other commercial establishments serving motorists be kept 
off the right-of-way. Establishment of a national policy with respect to the 
control of advertising adjacent to the Interstate System would only be a further 
recognition by the Congress of this fact. 

The national policy would be applied to public lands or reservations of the 
United States by authorizing the Secretary of Commerce to make the necessary 
arrangements for the control of advertising with the agency having jurisdiction 
over such lands. This is the procedure now employed with respect to obtaining 
rights-of-way and control of access over public lands which are required for 
the construction of projects on the Interstate System. We believe this to be 
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preferable to vesting authority in the Secretary of Commerce to disseminate 
standards for the control of advertising on federally controlled lands. 

The States would be encouraged to apply the national policy to lands under 
their control by amendment of the provision in the Federal-Aid Highway Act 
of 1956 relating to the Federal share payable on any project on the Interstate 
System, so as to provide that there shall be withheld from such share a sum 
equal to 5 percent of the total cost of such project until the State agrees to control 
advertising in a manner adequate to carry out the national policy. 

As I have said, a number of States do not now have adequate laws to enable 
them to carry out the national policy. It is accordingly recognized that these 
States must have enough time in which to change their laws without losing the 
5 percent. The draft legislation would accomplish this by giving these States 
until July 1, 1960, to make the necessary changes. If they do so and execute 
the advertising control agreements by this date, they would receive the 5 percent 
on all projects approved prior to this date even if they were completed and all 
vouchers paid. As to all other projects, further time is given by providing that 
the 5 percent would be paid if the State agrees to control advertising within 2 
years after the execution of the project agreement for actual building of the 
highway. 

The States will have an opportunity under this provision to accept or reject 
application of the national policy to lands under their control and, if accepted, 
to determine the method by which it will be accomplished. We think that they 
should have this opportunity because the initiative for construction of the Inter- 
state System, as in the case of other Federal-aid highway programs, is vested 
in the States rather than in the Federal Government. At the same time, an 
incentive for action by the States is provided. We are convinced that an in- 
centive of this nature is required in view of the present inadequate authority 
of some States to control advertising adjacent to the Interstate System. 

We do not believe that the precentage withheld should be so large as to delay 
or interfere with completion of the Interstate System in States unwilling or 
unable to control advertising in accordance with the national policy. We do 
believe that requiring the States to agree to control advertising in accordance 
with the national policy as a condition to the granting of all Federal aid for the 
Interstate System, as has been proposed in a bill not before this committee, 
would seriously delay, or perhaps prevent, completion of the Interstate System 
in many States. Although the control of advertising adjacent to the Interstate 
System is extremely important, the means used to accomplish it should not hinder 
the overall objective to complete the System within the period specified in the 
act. On the other hand, it is important that the percentage be large enough 
to furnish a substantial incentive to the States to comply with the national policy. 
We believe that the 5 percent meets both of these requirements. 

The draft legislation does not provide for Federal participation in the cost of 
easements or other interests in land acquired by the States in order to carry 
out the national policy. In fact, in order to make certain that Interstate System 
funds will not be used for the control of advertising, the legislation amends 
section 11 of the Federal Highway Act of 1940 so as to prohibit the use of such 
funds for the purchase of adjacent strips of land for the preservation of natural 
beauty. 

The reasons for prohibiting Federal participation in such costs are clear. 
Foremost is the fact that no consideration was given to such costs in arriving 
at the $25 billion estimated to be the Federal share of completing the System. 
Participation by the Federal Government in such costs would require the author- 
ization of additional funds, or a reduction in the number of miles to be completed. 

It is no doubt apparent from what I said that although we are in accord with 
the objective of S. 963, which was introduced by Senator Neuberger, to protect 
the Interstate System from being defaced by advertising, we do not believe that 
the bill will accomplish its objective. 

S. 963 would direct the Secretary of Commerce to establish national policy 
standards for the control of outdoor advertising, to be applied to federally 
owned or controlled lands. The States would be encouraged to apply the national 
policy to lands under their control by a provision authorizing Federal participa- 
tion in costs incurred in acquiring advertising rights necessary to carry out such 
policy. 

Aside from the fact that we are opposed to Federal-aid funds being used for 
reimbursing the States for costs incurred in acquiring easements or other interests 
in land for the control of advertising, we do not believe that such use of the 
funds would constitute a sufficient incentive for the States to take the action 
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required to carry out a policy relating to the control of advertising, which would, 
in a number of Sates, include the enactment of legislation. 

As I stated at the beginning of my testimony, we are convinced that advertising 
along the Interstate System must be controlled if the system is to be one that 
makes for safe and relaxed driving and pleasing appearance. We believe that 
the draft legislation which we have submitted, and which is in accord with the 
program of the President, fulfills a definite need for action by the Federal Gov- 
ernment in the interest of the public, but with full recognition of the rights of 
the individual States. We urge its enactment by the Congress. 


PROPOSED BILL 


A BILL To amend the Federal-Aid Road Act aporere? July 11, 1916, as amended and 
supplemented, for the purpose of promoting the control of advertising along the Na- 
tional System of Interstate and Defense Highways 


Be it enacted by the Senate and House of Representatives of the United States 
of America, in Congress assembled, That subsection (e) of section 108 of the 
Federal-Aid Highway Act of 1956 is amended by adding at the end thereof the 
following new paragraph: 

“Notwithstanding the foregoing provisions of this subsection and the pro- 
visions of section 2 of the Federal-Aid Highway Act of 1944 (58 Stat. 838), there 
shall be withheld from the Federal share payable on account of any Interstate 
System project hereafter approved by the Secretary of Commerce and financed 
from funds made available under the provisions of this section a sum equal to 
5 per centum of the total cost of such project, until an agreement is entered 
into between the Secretary of Commerce and the State Highway Department 
wherein the State agrees to control advertising on all lands adjacent to the 
portion of the Interstate System included in the project in a manner that is 
adequate to carry out the national policy set forth in subsection (e) of section 
116 hereof. The sums so withheld from the Federal share payable shall remain 
in the unobligated balance of funds available for expenditure. An amount equal 
to the Federal share withheld from payment on account of any such project on 
the Interstate System, whether or not payment of the final voucher has been 
made, shall be paid from funds apportioned to the State under the provisions 
of this section that are available for expenditure if such agreement to control 
advertising is entered into prior to July 1, 1960, or prior to the end of a two-year 
period following the execution of the project agreement between the Secretary 
of Commerce and the State Highway Department for such project, whichever 
is later: Provided, That, with respect to the Federal share payable on account 
of any project for preliminary engineering or acquisition or clearing of rights- 
of-way, the agreement for control of advertising may be entered into prior to 
the end of a two-year period following the execution of the first project agreement 
for actual building of such portion of the Interstate System.” 

Src. 2. Subsection (d) of section 109 of the Federal-Aid Highway Act of 1956 
is amended to read as follows: 

“(d) RigHts-oF-WAY AND CONTROL OF ADVERTISING OVER PUBLIC LANDS.—When- 
ever rights-of-way, including control of access, on the Interstate System and con- 
trol of advertising on such rights-of-way and on land adjacent thereto are re- 
quired over public lands or reservations of the United States, the Secretary of 
Commerce may make such arrangements with the agency having jurisdiction 
over such lands as may be necessary to give the State or other person construct- 
ing the projects on such lands adequate rights-of-way and control of access 
thereto from adjoining lands and control of advertising in accordance with the 
national policy set forth in subsection (e) of section 116 hereof, and any such 
agency is hereby directed to cooperate with the Secretary of Commerce in. this 
connection.” 

Sec. 3. Section 116 of the Federal-Aid Highway Act of 1956 is amended by 
adding at the end thereof the following new subsection : 

“(e) CoNTROL OF ADVERTISING.—It is hereby declared to be the national policy 
and in the public interest to preserve scenic beauty adjacent to the Interstate 
System, safeguard public travel, promote interstate commerce, and protect the 
public investment in the Interstate System by preventing the erection or mainte- 
nance of advertising signs, displays, and devices that can be seen from the Inter- 
state System within seven hundred and fifty feet of the nearest edge of the paved 
surface of the main traveled way of the Interstate System, except : 


“(1) Directional or other official signs or notices that are required or 
authorized by law. 
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(2) Signs advertising the sale or lease of property upon which they are 
located. 

“(3) Signs advertising activities being conducted upon the property on 
which such signs are located. 

“(4) Signs upon land that is actually zoned industrial or commercial 
by zoning authority having jurisdiction thereof.” 

Sec. 4. Subsection (c) of section 1 of the Federal-Aid Highway Act of 1938 
(52 Stat. 633), as amended by section 11 of the Federal Highway Act of 1940 
(54 Stat. 867), is hereby amended to read as follows: 

“Hereafter the construction of highways by the States with the aid of Fed- 
eral funds may include such roadside and landscape development, including 
such sanitary and other facilities as may be deemed reasonably necessary to 
provide for the suitable accommodation of the public, all within the highway 
right-of-way and adjacent publicly owned or controlled recreational areas of 
limited size and with provision for convenient and safe access thereto by pedes- 
trian and vehicular traffic, as may be approved by the Secretary of Commerce. 
Such construction likewise may include the purchase of such adjacent strips of 
land of limited width and primary importance for the preservation of the natural 
beauty through which highways are constructed, as may be approved by the 
Secretary of Commerce: Provided, That Federal-aid funds now or hereafter 
apportioned for expenditure on the Interstate System, including extensions 
thereof through urban areas, shall not be used for the purchase of such adjacent 
strips of land: And provided further, That not to exceed 3 per centum of the 
¥ederal-aid funds now or hereafter apportioned to and matched by any State 
for expenditure on the Federal-aid primary and Federal-aid secondary systems, 
including extensions thereof within urban areas, may be used for the purchase 
of such adjacent strips of land without being matched by the States.” 





SEcTION-BY-SECTION ANALYSIS 


A BILL TO AMEND THE FEDERAL-AID ROAD ACT APPROVED JULY 11, 1916, AS AMENDED 
AND SUPPLEMENTED, FOR THE PURPOSE OF PROMOTING THE CONTROL OF ADVERTIS- 
ING ALONG THE NATIONAL SYSTEM OF INTERSTATE AND DEFENSE HIGHWAYS 


Section 1 


This section is intended to promote control of advertising by the States in line 
with the national policy set forth in section 3 of the draft bill. 

To accomplish this, section 1 would amend section 108 (e) of the Federal-Aid 
Highway Act of 1956 by providing for withholding of 5 percent of the Federal 
share payable on account of any Interstate System project until the State agrees 
to control advertising on all lands adjacent to such project pursuant to the 
national policy. Any sums so withheld would remain in the unobligated balance 
of funds and would be available for expenditure by the State in the same manner 
as other unobligated funds. The State would receive payment of the amounts 
so withheld if an agreement to control advertising is entered into prior to July 
1, 1960, or within 2 years following the execution of the project agreement, 
whichever is later. In those cases where 5 percent is withheld on account of 
projects for preliminary engineering or acquisition or clearing of rights-of-way, 
the State would have the opportunity of receiving the amount withheld by 
entering into an agreement for control of advertising at any time within 2 years 
following the execution of the first project agreement for actual building of 
such portion of the Interstate System. Any payment of sums withheld would 
be made from funds currently available for expenditure without regard to the 
fiscal year for which authorized. 

Under this provision, the States should have ample opportunity to take such 
action as may be necessary to control advertising and thereby obtain the full 
amount of the Federal share payable. 


Section 2 


This section is intended to provide for effective control of advertising on Fed- 
eral public lands where rights-of-way over such lands are required for Interstate 
System projects. _ 

To accomplish this, this section would amend section 109 (d) of the 1956 act 
to authorize the Secretary of Commerce to make necessary arrangements with 
the “Dy agency having jurisdiction in line with the policy declaration of 
section 3. 
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Section 3 


This section would amend section 116 of the 1956 act by declaring it to be 
the national policy and in the public interest to preserve scenic beauty adjacent 
to the Interstate System, safeguard public travel, promote interstate commerce 
and protect the public investment in the Interstate System by preventing ad- 
vertising, that can be seen from the system within 750 feet from the nearest 
edge of the paved surface of the main traveled way of the system. Certain types 
of signs would be excepted. These are (1) direction or other official signs, (2) 
signs advertising the sale or lease of property on which they are located, (3) 
signs advertising activities conducted on the property, and (4) signs on land 
actually zoned industrial or commercial. 


Section 4 

Section 11 of the Federal Highway Act of 1940 now permits the participa- 
tion of any Federal-aid funds, including interstate funds, in the costs of strips 
of land acquired by the States for the preservation of natural beauty, which are 
adjacent to projects financed with such funds. The estimates of costs to com- 
plete the Interstate System as required by the 1956 act do not take into account 
the use of Interstate System funds for such purposes. It is necessary, there- 
fore, to insure that interstate funds will not be used for participation in the cost 
of such adjacent strips of land as may possibly be acquired by some States. To 
obtain this assurance, section 4 of the bill would amend section 11 of the 1940 
act by precluding the use of interstate funds for participation in the purchase 
of such adjacent strips of land for scenic purposes. 

The proposed amendment would in no way alter existing authority under 
section 11 of the 1940 act concerning the use of other Federal-aid funds; namely, 
primary, secondary, and urban funds, for such adjacent strips of land for scenic 
purposes. Since the Interstate System is a part of the Federal-aid primary sys- 
tem, Federal-aid primary and urban funds would continue to be eligible to par- 
ticipate in the cost of such strips of land adjacent to the Interstate System 
should a State desire to use primary or urban funds for projects on the Inter- 
state System. 

Secretary Weeks. I first would like to emphasize the point that our 
proposals cover only the Interstate Highway System. They have no 
reference to the ABC system, primary, secondary, or urban roads. 

I ask first the question, why are they interested in this thing at all. 
I think the Federal Government is interested because this new inter- 
state highway program is going to provide this country with a net- 
work of limited access highways which is going to be something very 
special, something that this country has never seen, and I think it is 
going to be a great asset from every possible standpoint. 

Additionally, this is the first time in which the Federal Govern- 
ment has departed from the 50-50 matching basis. Here we have a 
90-percent interest in this particular Interstate Highway System, 
which is new. 

The Federal Government, I think, has a right to be interested in 
this Interstate Highway System, how it is constructed and so on, in- 
cluding an interest in outdoor advertising. ‘ 

The administration bill proposes that we set up certain standards, 
and the standards are very simple. There shall be no advertising with- 
in 750 feet of either border of the highway, and then there are excep- 
tions made. f 

Senator Gorr. What do you mean by border of the highway? Do 
you mean the pavement or the right of way proper ? 

Secretary Weeks. The edge of the pavement. 

Senator Gore. On either side? 

Secretary Weeks. On either side. i 

Then we say in effect there shall be no outdoor advertising signs 
except in the following categories: Official signs of one sort or another ; 
signs that advertise the property for sale or for lease ; advertising signs 
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that advertise the business that is being conducted on the premises— 
roadside stands, eating stands, or what not can put up signs that will 
advertise their own business. And finally, signs that are established in 
areas that are zoned for business, industry, or for commercial pur- 
poses generally. 

So that is what we do in this proposal. How do we enforce it?) We 
say to the States that there shall be a 5-percent penalty, so to speak, 
if they do not conform to the standards that the statute will spell out 
if itis adopted. In other words, if a State elects not to conform at all, 
not to pay any attention to it and go their own way, they get 85 percent 
instead of 90 if they do sign an agreement. And the agreement would 
be in effect like the agreement they sign respecting access roads. 

Now, how do the States conform, if they elect to take the full 90 
percent? They conform in anyway they see fit. That is their prob- 
lem—how they do it. They may have to amend the constitution, as 
we did in Massachusetts, and as, I think, has been done in Florida, 
in order to authorize zoning for esthetic purposes. How they do it 
is their own business. We don’t say to them that they have to do it, 
and we don’t say to them how they have to do it. We don’t say that 
they have to zone here for commercial purposes, or there for commer- 
cial purposes. 

The manner in which they do this thing is their own business. 

So I come to these three points, which I think should be borne in 
mind. First, there is no cost to the Federal Government in the manner 
of doing this, as we propose it. 

We don’t suggest that this is going to cost the program, construc- 
tion program, anything, because there is no element of cost in our pro- 

osal. 
: We think we do not infringe in any way on State’s rights. We say, 
“Yes, if you don’t conform, you don’t get quite as much money as you 
would if you did conform.” But we don’t say that you must conform ; 
and if you do conform, I repeat, how you do it is your own business. 

A State under such conditions might even zone practically all of the 
length of a given highway for commercial purposes, and this legisla- 
tion proposed would not infringe on their ability to do that. 

Finally, I say there is no coverage as far as the primary, secondary, 
and urban roads are concerned. 

Since this matter first was talked of several months ago there has 
been a good deal of editorial comment in the press and soon. So far as 
I have been able to see, there is almost a 100 percent support for doing 
something to make this general problem better. 

I read a piece in the Sunday Star yesterday against any control, by 
my good friend the former distinguished Senator from Illinois, Scott 
Lucas. He said there: 

The long range effects of the legislation would cause the closing of many 
motels, roadside restaurants, and service stations, providing facilities along 
America’s highways. The proposed law would deny these businessmen the right 
to earn a living and force them to fold up, because advertising which reaches 
and attracts their customers is the lifeblood of the business. 

I think we do not do that because, as I have suggested, we allow 
signs on the premises advertising the business. 

T also have a letter here which came to me several days ago, from a 
Mr. L. W. Trester, who is vice president of General Outdoor Adver- 
tising Co. I would like to say that we have seen, in the process of our 
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investigation, a number of representatives of the outdoor advertising 
profession. We think we are not very far apart, and I think this letter, 
which I would like to read for the record, substantially affirms that 
statement. 

Mr. Trester said: 


Our creed may be stated thus: 

(A) We do and will affirmatively support local zoning ordinances for the areas 
adjacent to the new proposed Federal highway system, 

(B) We believe that appropriate land use, as determined by the local gov- 
ernments, should be the test of such control. 

First he says: 


We support local zoning ordinances for the areas adjacent to the new proposed 
Federal highway system. 

That is what I think we are proposing. 

Then he said: 

We believe appropriate land use, as determined by local governments, should 
be the test of such control. 

And that is what I think we say in this suggested legislation. 

Then he says: 

(C) Outdoor advertising should not be constructed except in areas used for 
other industries and business or which are zoned as industrial, commercial, and 
manufacturing areas. 

I think we agree on that statement. 

If they are zoned for industrial, commercial, or manufacturing 
areas, we say that is all right. 


Finally, he says: 

(D) Such a policy would permit the prohibition of outdoor advertising in all 
areas except those appropriate for business, commercial, industrial, and manu- 
facturing. 


So, I think that it is quite within the realm of possibility to bring 
forth some legislation here that will control outdoor advertising on 
this great Interstate Highway System. I hope it may be done. 

Senator Gore. Thank you, Mr. Secretary. 

This is entirely a nonpartisan subject. On behalf of the committee 
I wish to thank you for your recommendation. As you are aware, 
this committee undertook, 2 years ago, to try to bring about some legis- 
lation, some pattern by which the States would be encouraged to pro- 
tect the beauty of the landscape and safeguard traffic on this System 
of Interstate Highways. 

So I wish to thank you for your recommendation. 

There are three questions that trouble me about your recommenda- 
tions, and I wish to state them to you and give you an opportunity to 
reply, and then I will call upon members of the committee to interro- 
gate you as they choose. 

First, as I see it, you propose that the States use the police power, 
rather than the power of eminent domain. I wonder if that raises con- 
stitutional questions. I wonder what would be the objection to the use 
of the power of eminent domain, and a Federal sharing in the cost of 
acquiring the advertising easements. Under the bill which you recom- 
mend, would it be possible for States to acquire advertising easements 
in accordance with these standards, by purchase, or must they use 
the police power for zoning and prohibition ¢ 
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My second question is this. Is your bill sufficient to preserve the 
beauty of the landscape and provide for traffic safety if, as you have 
said, a State can merely zone the entire stretch of highway and thus 
completely meet the standards which you recommend ? 

And third, I have some question about the feasibility of attaching 
additional requirements to the funds, and withholding 5 percent un- 
less those requirements are met. In view of the fact that the Con- 

has already enacted the highway bill, we thereby assumed, and 
rought into being, at least a moral committment to the States on this 
system according to the previous standards. 

Maybe you have a satisfactory answer to all three of those questions. 

Secretary Werks. On the first question of whether they should use 
the police power or the power of eminent domain, we had two thoughts 
in mind on that score. First, we believe there has been some valid 
thought on infringement of States rights in this matter. If a State 
wants to do so and so, they should be permitted to. That is one of the 
arguments raised against doing anything. We say we should do some- 
thing on this Interstate Highway System, but not on the other roads. 
So in that connection, as I pointed out, we don’t try to tell the States 
how they should do this. They can do it in any way they see fit. 

Senator Kerr. In the event they desire to acquire the easement for 
themselves as a part of the right-of-way, would your proposal au- 
thorize the payment by the Federal Government of 90 percent of the 
cost of it ? 

Secretary Werks. No; it would not. 

= Kerr. Then they can’t do it any way they want to, can 
they ! 

ecretary Weeks. I meant they can do it any way they want to 
from the standpoint of zoning or police power. 

Senator Kerr. What you are saying is that they can do it any way 
they want to, as long as it is by the exercise of the policy power. 

Seiteaey Weexs. If they pay for it. There is a provision in the 
present Highway Act which I would like to refer to Mr. Tallamy. 

Mr. Tatitamy. Mr. Chairman, gentlemen, there is a provision in the 
existing Federal-aid highway legislation for the primary, secondary, 
and urban programs, which makes it possible for Federal aid to be used 
for the purchase of land adjacent to all roads on the Federal-aid high- 
way systems, for the preservation of scenic values adjacent to them. 
In this suggested legislation relating to advertising control on the 
Interstate System a further suggestion has been made that this provi- 
sion be amended so that it specifically states Interstate System money 
shall not be used for that purpose. If that should pass, then it would 
mean that the State could acquire the land adjacent to the Interstate 
System roads, or easements, to control the developments adjacent to the 
road which in turn might obstruct the scenic values adjacent to the 
road, and the Federal Government participate in 50 percent of the 
cost. It was thought that in view of the indeterminate cost involved, 
if easement should be obtained along the entire Interstate System, 
that Interstate System money should not be used for that purpose be- 
cause we would never know what the cost of the Interstate System 
itself might be. 

Senator Case. Mr. Chairman. 

Mr. Tatxtamy. This way no additional cost is placed on the Federal 
Government, yet we can participate. 
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Secretary Weeks. I hadn’t finished answering your question. Do 
you want me to? 

Senator Gorr. Senator Case has a question. 

Senator Case. While you were doing that I was reading the Secre- 
tary’s statement. It seems to me there is a little confusion between the 
Secretary’s statement and the bill that you proposed, as I read it. 

Section 11 of the Federal Highway Act at the present time permits 
certain funds to be used for purchase of lands for scenic purposes. As 
I understand it, you are proposing some amendments to that, one pro- 
viso of which says that the Interstate System money may not be used 


for purchasing these adjacent strips of land, and then you have this 
additional proviso: 


And provided further, That not to exceed 83 percent of the Federal-aid funds now 
or hereafter apportioned to and matched by any State for expenditure— 

not on the Interstate but on the Federal-aid primary and Federal-aid 
secondary systems— 

including extensions thereof within urban areas, may be used for the purchase 
of such adjacent strips of land without being matched by the States. 

I may be in error, but in skimming over this, what you are saying is 
that you may not use Interstate money for buying these adjacent strips, 
but the State, if it wants to, can do it for its primary and secondary sys- 
tems up to the extent of 3 percent for those adjacent strips. Is that 
correct or not? 

Secretary Werks. Primary, secondary, and urban systems. 

Mr. Tallamy ? 

Senator Case. Couldn’t a State, under that, if it wanted to, use some 
of its regular Federal-aid apportionment for primary, secondary sys- 
tems, and apply that to purchasing the advertising rights on these 
strips adjacent to the Interstate System ? 

r. Tattamy. Mr. Chairman, the Secretary was right in his state- 

ment, peaey secondary, and urban. The Interstate System is a 

art of those systems. So you may use it adjacent to the Interstate 
System, just as you say. 

Senator Casr. So that the State isn’t told that you have to do it 
by exercising police powers. You may do it by buying these advertis- 
ing rights, provided you take the money not out of your interstate 
allotment, but out of your Federal-aid primary and Federal-aid sec- 
ondary allotments? 

Secretary Weeks. Mr. Nash, General Counsel of the Commerce De- 
partment, will answer that. 

Mr. Nasu. That is subject to the one limitation that this section pro- 
vides, that these funds can be used for the acquisition of strips for 
the preservation of natural beauty. If the acquisition of advertising 
easements alone would be sufficient to preserve the natural beauty, 
then your statement would be correct. But as to those situations 
where the acquisition of advertising easements alone would not be 
sufficient, then I doubt that the primary-aid funds could be used for 
that purpose. 

Senator Case. If you feel that the proviso is so limited to the 
landscape development, it might be that there should be some addi- 
tional language for clarifying that. 
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But it seems to me if we are going to leave the State an option as 
to how they control it, that it should be permissible for them to use 
some funds for purchasing that easement or the advertising rights, 
and if they took it out of their primary or secondary money, it would 
not add to the Federal Government costs because that allotment is 
made to the State in any event. 

Mr. Nasu. I think that is correct, Senator. 

Senator Gore. I believe I will just turn to the various members of 
the committee, Mr. Secretary, because if you finish discussing these 
three points that I raised, your comments will be quite extensive. 

Senator Kerr? 

Senator Kerr. As I understand it, either you or Mr. Tallamy indi- 
cated that one reason that you did not suggest using interstate money 
to acquire these easements was that it aia require an undetermin- 
able amount of money to do it? 

Secretary Weexs. That is correct. Also, we feel that in so many 
cases it is completely possible, assuming a State wants to go along, 
for them to do it by several other methods than by purchasing—— 

Senator Kerr. I understand. As I understood it awhile ago, one 
of the reasons if not the principal reason that was mentioned was that 
it would cost the Federal Government an indeterminate amount of 
money. 

Secretary Werks. That is correct. 

Senator Kmrr. Regardless of what it was, the State would have to 
pay 10 percent of it if it bought it under the allocation of the Inter- 
state System under the present basis of operation, wouldn’t it? 

Secretary Werks. I would say so. 

Senator Kerr. Under your proposal, as I understood it, if they 
used it out of their ABC funds, the Federal Government would pay 
100 percent of it; wouldn’t it ? 

Mr. Tatuamy. May I answer that? 

Senator Kerr. Yes. 

Mr. Tatiamy. The present legislation provides that—— 

Senator Kerr. Do you mean the present law ? 

Mr. Tattamy. The primary, secondary, and urban legislation 

Senator Kerr. You mean “law” ? 

Mr. Tattamy. Law—permits the Federal Government to partici- 
pate up to 3 percent of thet Federal funds apportioned to the State 
for the purchase of such easements or land. 

Senator Casr. Without being matched by the States? 

Mr. Tattamy. Without being matched by State money. But if it 
exceeds 3 percent of the State apportionment, then it must be matched 
50 percent State and 50 percent Federal Government. 

enator Kerr. But the language in this proposal is that— 
* * * the Federal-aid primary and Federal-aid secondary systems, including ex- 
tensions thereof within urban areas, may be used for the purchase of such ad- 
jacent strips of land without being matched by the States. 

Mr. Nasu. Tothe extent of 3 percent. 

Senator Kerr. Whatever extent it is. 

Mr. Nasu. That is exactly as it is in the law now. 

Senator Kerr. I understand. If they use that money to do this with, 
on the Federal Government would pay 100 percent of it; wouldn’t 
1t¢ 
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Secretary Werks. I don’t follow that arithmetic. 

Senator Casg. Yes; but it would not add to the cost of the Federal 
Government because it would come out of the apportionment under 
the Federal-aid primary and secondary. 

Senator Kerr. The same is true of the other suggestion, Senator. 
If the State used a part of their allocation for the Interstate System 
with which to buy these easements, they wouldn’t thereby increase the 
allocation to the State of interstate money, would they ? 

g Senator Case. But it might increase the total cost of the Interstate 
system. 

Senator Kerr. The other might increase the total cost of the pri- 
mary and urban system. You don’t increase the amount of allocation 
to the State in either event, do you ? 

Mr. Tatiamy. No. 

Senator Kerr. So you can’t have this cake and eat it, too. The sug- 
gestion made by the Secretary is that the States do it by the exercise of 
police power, or, as has been suggested here, they have an “out” to do 
it with primary, secondary, and urban money. 

Senator Case. Would the Senator yield ? 

Senator Kerr. Yes. 

Senator Case. The reason why I respectfully differ with the Sen- 
ator from Oklahoma as to the cost to the Federal Government is this: 
Under the formula for determining the apportionments to the States 
for the last 10 years of the 13-year Interstate System, the apportion- 
ments are to be based upon the estimated costs of completing that sys- 
tem. If you introduce as a factor of that cost the acquisition of these 
adjacent strips of land, you have increased the cost for completing the 
Interstate System. 

The apportionment to the States for primary and secondary systems 
on the other hand are not based upon the determination of a cost for 
completing of a system. Those apportionments to the States are con- 
trolled entirely by the amount of money that is allocated to the States 
out of every 2-year authorization. 

Senator Kerr. At that point, Senator, the amount of money allo- 
cated to the States under the Interstate System is determined by the 
allocations every 2 years ? 

Senator Case. Yes, except that the apportionments are to be keyed, 
under the formula adopted, to the cost of completing the Interstate 
System. 

“Senator Kerr. And that principle is in the law, and as an auxiliary 
to it is a provision that we have an estimate of what it is going to cost. 
And we will use that estimate as the basis of allocation. But who 
can tell whether at the end of the time provided in the statute, and the 
use of the money thus made available, the system will be finished ? 
We can no more determine that, than we can that the primary systems 
are going to be finished in any determinate period of time, and I 
don’t think there is any difference in the mind of the Congress as to 
their attitude to bring about the completion not only of the Interstate 
System but of the ABC system, the only difference being that in the 
law with reference to the Interstate System we have fixed a proposed 
time in which we think it can be completed. 

Our assistance on the other is just as definite and certain and con- 
tinuing and will be here. It is an open-end commitment. 
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Senator Casz. What do you mean by “the other’? 

Senator Kerr. The ABC system. 

Senator Casr. It is continuing, but to the extent that you would 
use some of your Federal-aid primary or Federal-aid secondary appor- 
tionments for the acquisition of these adjacent strips of land you 
would defer application of some of your ABC money to these other 
systems. 

Senator Kerr. You would defer but you would not thereby forfeit 
the right of the State to receive the ABC funds at a future year to 
do that part of the ABC systems which would have been done in the 
meantime had they not used this 3 percent for the acquisition of this 
right-of-way. 

Senator Casr. A parallel for the use of this money without match- 
ing is the way in which ABC money now apportioned to a State may 
be used within the boundaries of a national park without requiring 
matching by States. 

In section 11 there is this clause: 

Including such sanitary and other facilities as may be deemed reasonably neces- 
sary to provide for the suitable accommodation of the public. 
That was a clause I think we wrote into the highway legislation in 
1954, which created a specific thing for which funds might be expended 
within this 3 percent limitation as a part of the right-of-way 
acquisition. 

imilarly, it seems to me if the Congress wanted to it could provide 
that the construction costs me include the acquisition of advertising 
easements in the same way that the Department of Defense acquires 
avigation easements for controlling the structures to be built at the 
ends of runways used by aircraft. 

We are constantly purchasing avigation easements for the Air Force 
or for the Navy to prevent structures or towers or buildings or even 
housing being constructed close to the runways, so as to protect the 
approach to the runways. 

nator Kerr. What part of that 3 percent now being within the 
discretion of the State to use for the stated purposes is being used 
for those purposes ? 

Secretary Weeks. None. 

Do you want to enlarge on that? 

Mr. Tatiamy. It doesn’t require much enlargement. Actually, the 
States haven’t taken advantage of it to my knowledge, and I did in- 
quire about it. 

Senator Kerr. So that if your recommended bill is passed, the Secre- 
tary’s primary statement that the State will do it anyway if it wanted 
to as long as it did it by the use of its police powers, is amended only, 
if at all, by this 3-percent provision in the proviso on page 4 of the 
proposed legislation ? 

Secretary Weeks. That is correct. But additionally I think the 3 
percent provision would have to be interpreted because it specifically 
says “the use for such adjacent strips of land for scenic purposes.” 

Senator Kerr. Mr. Secretary, either that is available for use by 
the State to acquire these easements, or else you or your staff should 
not have suggested it as a means available to them whereby to comply 
with this law. 

Mr. Nasu. We have only sugested it, Senator, in a limited case 
where that alone is sufficient to preserve the natural beauty. 
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Senator Kerr. Actually, it is something with form but no substance, 
because on the basis that you as the Chief Counsel now present it, if 
the State used it for the acquisition of easements they would be using 
it for a purpose not contemplated by the spirit of the law as you have 
now stated it, wouldn’t they ? 

Mr. Nasu. Except in certain limited situations. 

Senator Kerr. Describe them. 

Mr. Nasu. I would say that in a situation where there was no danger 
of the construction of buildings and where there weren’t any other 
scenic values like forest lands or anything of that sort, that perhaps 
all you would have to do in a situation like that is control the ad- 
vertising, and then perhaps an easement would be enough. 

Senator Kerr. If this 3 percent is to be used only in the acquisition 
of areas because of their scenic beauty—is that about it ? 

Secretary Werks. It says it can be used for scenic purposes. 

Mr. Nasu. For purposes of preserving natural beauty. 

Senator Kerr. Would that be available to a State to acquire ad- 
vertising easements along thousands of miles of this Interstate System 
through the Midwest, where it is fairly level country—and of course 
beautiful country, but you know, no mountains, no waterfalls, just 
the ordinary terrain of that area, with which I am sure you are 
familiar? 

Mr. Nasu. I don’t believe it would be adequate for the entire system. 

Senator Kerr. Then the suggestion of that being a means for the 
State other than the use of its police power was rather an empty 
suggestion, wasn’t it ? 

Mr. Nasu. I wouldn’t go so far as to say it was empty. 

Senator Kerr. You wouldn’t say it was very full? 

Mr. Nasu. It has its limitations, Senator. 

Secretary Weeks. We thought it appropriate to call the attention 
of the committee to the fact that it is there. 

Senator Kerr. As diversion, Mr. Secretary, or as a thing of sub- 
stance ? 

Secretary Werks. I will rely on the General Counsel’s word on that. 
He thinks it does not have much substance. 

Senator Kerr. I think he stated it correctly. I think we not only 
rely on it, I think we are bound by it. 

Mr. Nasu. However, Senator, I would like to make this statement: 
The statement of the Secretary that the States are limited to this in 
any manner that they see fit would also include the right of the States 
to buy advertising easements, but without Federal participation ex- 
cept under this limited provision. 

Senator Kerr. And you say that it is so limited that you wouldn’t 
think it would be very effective? 

Mr. Nasu. I would prefer to let the language stand on its own rather 
than to try to interpret it in such a broad way, Senator. 

Senator Kerr. That is fine in the posture of recommending legisla- 
tion, but it happens that these of us who have responsibility for pass- 
ing it sometimes have an appropriate curiosity as to what it might 
mean. 

Mr. Nasn. That is right. I think it has a limited application. 

Senator Kerr. And to the extent that it does apply, it would re- 
sult in the Federal Government paying 100 percent of the cost, 
wouldn’t it? 
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Mr. Nasu. Within this 3-percent limitation. One hundred percent 
of the cost up to the 3-percent limitation. That is correct. 

Senator Kerr. And if they spent the entire 3 percent for that pur- 
pose, then the Federal Government would be paying 100 percent for 
it, wouldn’t they ? t 

Mr. Nasu. That is correct. 

Secretary Weexs. A hundred percent of the cost of acquiring ease- 
ments, you mean ? 

Senator Kerr. A hundred percent of whatever they spend under 
this 3-percent provision which has been referred to here as an alterna- 
tive to the use of police power. 

Mr. Nasu. That is right. 

Senator Kerr. Mr. Secretary, just tell us to what extent would you 
recommend that the law, if amended, should provide that the Federal 
Government would participate out of the interstate funds in the ac- 
quisition either of easements or of whatever right would be used or 
taken advantage of by the State to prevent the outdoor advertising 
along the Interstate System. 

Secretary Werks. It has been our purpose to try to see to it that this 
be done, if at all, in a manner that would not cost the Federal Govern- 
ment any money, such as by the police power. 

Senator Kerr. You recommend that it be done but on the basis 
that the Federal Government has no part in paying the cost of acquir- 
ing the objective ? 

Secretary Werks. That is my purpose. And I hope that it can be 
done. And I think—— 

Senator Kerr. I am not finding fault with you, Mr. Secretary. I 
am trying to get into the record waeat our position is. 

Secretary Weeks. That is right. I don’t want to see the Federal 
Government get into the cost of buying easements all over the coun- 
try. I think that it can be done otherwise. 

Senator Kerr. Otherwise it is the use of the States’ police powers? 

Secretary Werks. Yes, sir. 

Senator Gore. Do you have any other suggestions as to how it might 
be done, other than those two? 

Secretary Weeks. I don’t think so. 

Senator Gore. Senator Cotton ? 

Senator Corron. Before you leave that I have a question on that 
one point. 

Your statement that this is a very limited opportunity on this 3 per- 
cent is based on the fact that it only applies in those instances where 
the erection of signs will in itself preserve the actual beauty; is that 
right? Now, on the Interstate System with limited-access highways, 
is that so greatly limited ? 

My point is, I can understand that in your ABC system, any farmer 
may decide to sell a plot of land adjacent to the highway for someone 
to build a cannery on, or some industrial plant or something else that 
would affect the scenic beauty. But on the Interstate System where if 
he erected some kind of building or plant they would have no access 
to the highway, they would have no motive to erect it. 

As regards the Interstate System only, isn’t that 3-percent provision 
a little more real than in the case of the ABC system ? 

Mr. Nasu. I would think it is less limited on the Interstate System 
than it is on the ABC system. However, there are other things be- 
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sides the erection of buildings. I am thinking of the cutting down of 
forest lands and things of that sort. I would imagine that might 
happen on the Interstate System as well as on the ABC system. 

Senator Corron. But in these vast expanses that the able Senator 
from Oklahoma mentioned, out where there is flat terrain, you don’t 
have that element there, of the forest. 

Mr. Nasu. That is correct, and I think it might well be along that 
type of land that the acquisition of easements would alone be sufficient. 

enator Corron. One other question. What else do you visualize, on 
an Interstate System—not the other system—besides the possible 
erection of buildings or the cutting down of trees, as being practices 
that would mar the natural beauty, Sishiies signs ? 

Mr. Nasu. I haven’t tried to conceive of all the things that might 
ee but those were the principal things that I had in mind. 

enator Corron. Thank you. 

Senator Kerr. Pardon me just one minute. I thought that the law 
you referred to gave the State the right to use this money to preserve 
the natural beauty. 

Mr. Nasu. It says: 
for the purchase of adjacent strips of land of limited width and primary im- 
portance for the preservation of the natural beauty. 

Senator Corron. It doesn’t say “easement.” 

Senator Kerr. If you are preserving the natural beauty, did you 
just now tell the committee that you thought that that would enable the 
State to spend that money to buy an easement or build a building or a 
sign todo that with?) What contribution would the expenditure of the 
money make to the preservation of the natural beauty ¢ 

Mr. Nasu. I was talking about the purchase of an easement, not to 
build a sign, but to prevent the building of signs. 

Senator Kerr. If you purchased the land to preserve the natural 
beauty, doesn’t that of itself prevent the building of anything on it? 

Mr. Nasu. If you purchase the entire fee. 

Senator Kerr. That is the only thing that the law gives you the 
right to do, isn’t it? 

Mr. Nasu. No, I think that can be construed 

Senator Kerr. Read it. 

Mr. Nasu. It says: 





may include the purchase of such adjacent strips of land of limited width and 
primary importance for the preservation of the natural beauty. 

I would view that as being a comprehensive term, “purchase of land,” 
which might include the purchase of lesser interests where those inter- 
ests themselves were sufficient to accomplish the objective. 

Senator Kerr. Would you provide the committee with some decision 
of a court of record, such as the Supreme Court of the State or of the 
United States, in which they hold that an authority to purchase land 
or strips of land to preserve natural beauty would authorize the ex- 
penditure of that money for the purchase of an easement on the land 
to prevent the erection of structures? 

Mr. Nasu. I doubt very much if you would ever find a case like 
that except under this statute. I doubt if there would ever be any 
other language which would give rise to the need for such an interpre- 


tation except this language, and I don’t believe there are any cases 
interpreting this. 
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Senator Kerr. It would be pretty hard to find such interpretation. 

Mr. Nasu. No, I don’t think so. 

a - aga Kerr. That might be a question on which lawyers would 
iffer. 

_ Nasu. I think it might be a question on which lawyers weald 
iffer. 

Senator Kerr. Even courts. 

Mr. Nasu. Possibly courts. 

Secretary Weeks. But as Mr. Nash suggests, there probably isn’t 
any other language like this anywhere. This language has never been 
tried out, because I think our records show that this permissive power 
has never been exercised by the States. 

Senator Gore. The Chair is trying to alternate to give everybody 
a chance, but as these points develop other Senators will have a ques- 
tion. Senator Martin has one now. 

Senator Martin. I wanted to clear up something before we went 
further. 

As I understand, Mr. Secretary, your plan in limiting advertising 
along the Interstate System is for two purposes: to preserve the scenic 
values, and also a matter of safety ? 

Secretary Werks. Yes, sir. 

Senator Martin. You mentioned a moment ago about the States 
zoning certain areas. Can they do that regardless of the limiting to 
85 instead of 90 percent the contribution by the Federal Government, 
where they zone areas in the vicinity of highly populated areas where 
there is industry and so on and so forth? 

Secretary Werks. If they zone and proceed in such a manner as to 
accomplish the results we suggest, then they get their 90 percent under 
our proposal. 

Senator Martin. You have given this quite a little study. I haven’t 
had the opportunity that you have had and I am very greatly in- 
terested in it because in my own State we have what we have con- 
sidered limited-access roads, and then cities. We are clear at the edge 
of a densely populated area, and then they build up along that. Can 
the State say, “That is a zone where we can have billboard advertising” 
and still get the 90 percent of the contribution ? 

Secretary Werks. Yes, sir. According to the proposal, the State, 
if it zones a piece of property adjacent to the Interstate Highway in 
its State for any one of these three purposes—industrial, commercial, 
or business—that is it. They conform and they get the money. They 
get the 90 percent. 

Senator Martin. In my own State we have the Pennsylvania Turn- 
pike where we have no billboard advertising, and haven’t had from 
the beginning, even in the vicinity of areas that have now built up 
close to that turnpike. For example, we have what is called the Park- 
way down through Pittsburgh, which I presume will be a part of the 
Interstate System, but the construction of billboards along that road 
might be very dangerous to the traveling public. 

Do you intend to leave that decision up to the States? 

Mr. Tattamy. If the State, through State zoning, or if the local 
communities, through their own zoning powers, have zoned those 
areas for commercial or industrial purposes, then under this proposal, 
outdoor advertising would be permitted. ; 

Senator Martin. Thank you. Thatclearsit up. 
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Senator Kerr. Now May I ask a question about the ones that you 
answered for Senator Martin, Mr. Secretary ? 

I believe zou told Senator Martin that the two purposes that you 
had in mind were to preserve natural beauty and to promote safety ? 

Secretary Weeks. Yes, sir. 

a Kerr. Would you detail how you could thereby promote 
safety ¢ 

Secretary Weeks. Well, if you view outdoor advertising signs along 
a high speed road, if they are, you might say, nested, they distract at- 
tention. One sign with not much wording on it doesn’t distract much 
attention of the driver. If you happen to have a nesting of signs that 
are interesting from one standpoint or another, with a substantial 
amount of verbiage on the sign, that fraction of a second that the 
driver’s eye looks at them is a safety factor. 

Senator Kerr. In other words, the safety factor is that you don’t 
want anything there to cause the motorist to get his eye off the road. 
You don’t want anything there to encourage the motorist to look at 
what is there instead of looking at the road. Is that what you said? 

Secretary Weeks. Personally, I don’t want the motorists’ attention 
distracted from operating the car—distracted unreasonably. 

Senator Kerr. You eid “a split second.” 

Secretary Weeks. Distracted to a point, but not unreasonably. — 

Senator Kerr. Your fear is that if you put these signs up there it 
would be something that would cause him to look at the sign instead 
of devote his attention to the road ? 

Secretary Weeks. I said everyhing is a question of degree, and—— 

Senator Kerr. To some degree. 

Secretary Werks. If you nest large signs together within a quarter 
of a mile, I think it is very distracting to the motorist. 

Senator Kerr. The distraction that the signs create is what you 
think impairs the safety factor ? 

Secretary Werks. The sign ? 

Senator Kerr. The distraction of the sign is what impairs the 
safety factor ? 

Secretary Werks. Yes, sir. 

Senator Kerr. And as I understand it, your provision would be 
that unless States specifically zoned it, there wouldn’t be any signs 
within 750 feet of the pavement, would there? 

Secretary Weeks. With these exceptions that we have noted here. 

Senator Kerr. That is the exception, isn’t it? What are those 
exceptions ? 

Secretary Werks. The first one is directional or other official signs; 
the second is signs advertising sale or lease of the property; the third 
is signs advertising the business conducted on the premises; and the 
fourth is signs located in areas zoned for commercial or industrial 


purposes. 

Senator Kerr. Beyond that you don’t want any signs there? 

Secretary Weeks. That is correct. 

Senator Kerr. Because you think it would distract the motorist? 

Secretary Weeks. Well, that is a part of it, yes. 

A substantial feature in my mind is that I don’t want to see indis- 
criminate billboard advertising along this Interstate Highway Sys- 
tem, which I think is going to be such a great thing for this country. 

Senator Kerr. You want to preserve the natural beauty ? 
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Secretary Weeks. I want to preserve-—— 

Senator Kerr. That was the other thing you said. 

Secretary Weeks. I wart to preserve the esthetic value. 

Senator You said you wanted to preserve the natural beauty. 
That is what you told Senator Martin. 

Secretary Werks. Yes, sir. 

Senator Kerr. So people can see it. 

Secretary WEEKs. vo sir. 

Senator Kerr. Would that not distract them ? 

Secretary Werks. I said, Senator, that everything in life is a ques- 
tion of degree, and I don’t think it would distract them enough to 
constitute a bad safety factor. 

Senator Kerr. You think that a magnificent mountain, with a snow- 
capped peak or a beautiful waterfall, they could drive by looking at 
that in perfect safety, but if there is a sign there that said “Keekel 
Gasoline” that that would be the thing that would ruin them? 

Senator Gorr. The Chair would like to give a possible explanation 
of the Secretary’s increased interest in the esthetic values. 

Senator Kerr. I want to compliment the Chair on his urge to go to 
the rescue of the Secretary, but I want to remind him that he is flanked 
on the right and left by the “brain trust” of his Department. 

Senator Gore. This explanation is not necessarily in defense. It 
may not be an explanation, but I do wish to cite it. It was a very 
pleasant incident. 

A very lovely and a very beautiful lady visited the chairman of this 
subcommittee in the interests of the preservation of the esthetic values 
of nature along this highway, this Interstate Highway System. I re- 
lated to her the interest of this subcommittee and the efforts of this 
subcommittee to bring about some legislation in this field, and sug- 
gested that she call upon Secretary Weeks. She smiled very sweetly 
and said, “I have already been talking to the Secretary.” 

Senator Kerr. I want to rise to the defense of the Secretary and say 
that if that was the situation I think it was very fine and evidenced 
his great and natural aptitude to handle his business in such a way as 
to cause everybody to be at ease with him. 

I would just like to remove any doubts that might possibly be cast 
by the story the chairman told as having had any result ote than 
coming to your defense, Mr. Secretary. 

Senator Gore. That is all that was intended. 

Secretary Werks. I would like to have the record show that the in- 
terview was without objection on my part. 

Senator Gore. Senator Case? 

Senator Case. Thank you, Mr. Chairman. 

Mr. Secretary, I would like to ask a question which you may want 
to refer to Mr. Tallamy. 

Why was 750 feet selected as the distance at which you wish signs 
to be kept away from the Interstate System ? 

Secretary Weeks. I just suggested to Mr. Tallamy, in connection 
with answering this question, that he might tell you a word about the 
New York Thruway, which he had such a substantial part in building. 

Senator Case. Mr. Secretary, I would be glad to get that. I don’t, 
however, want to have Mr. Tallamy’s ability to describe the New 
York Thruway so eloquently to interfere with a sort of a sequence here. 
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I would like to develop on the economics and the figures involved 
here. 

Why did you select 750 feet ? 

Mr. Tatiamy. I won’t go into the theory of our entire New York 
Thruway operation, but I would like to point out, because it bears on 
the point, in New York we did regulate outdoor advertising, and it 
was done through the police powers of the State. We described 500 
feet from the edge of the pavement, and I will say that it has worked 
quite successfully. But on the other hand, there have been a few 
signs which were constructed in areas where, in my opinion, they do 
obstruct the scenic values of the area adjacent to the Thruway, just 
beyond the 500-foot line. Those signs are very large, and very expen- 
sive. I believe that if we use 750 feet rather than 500 feet the eco- 
nomics involved in the cost of the construction of the still larger signs 
that would be necessary would make it uneconomical to build many 
of them adjacent to the Interstate System. Five hundred is effective, 
but I think 750 would be much more effective. 

Senator Case. I was wondering if there was something about the 
distance at which you could see or read a sign that would be attractive, 
if there were any tests or data on that? 

Mr. Tatiamy. No, Senator, that depends upon the size of the letters 
and the size of the sign, which boils down to economics of the cost of 
constructing a sign and the rentals obtained from it. 

Senator Case. My figuring here may not be correct. I have done 
some hasty calculating. But 1,500 feet—and I say 1,500 feet because 
that would be 750 feet on both sides of the highway—would come to 
about 90 acres a mile, wouldn’t it ? 

Mr. Tatuamy. Yes. 

Senator Case. 660 feet would be 80 acres to the mile, I believe. 

Mr. Tatiamy. Yes, I think that is about right. 

Senator Case. What do you estimate as the cost of that additional 
land, or the purchasing of advertising easements, would amount to 
on ke alate National Interstate System? How much would it cost 
a mile? 

Mr. Tatiamy. It is very difficult to say, but I would say that it would 
cost at least, on an average, for the whole 40,000 miles, $6,000 a mile. 
We have had some figures from the States on this subject, and they 
estimate that the cost might very well amount to $302 million, If I 
were to guess, I would say around $6,000 a mile, or $240 million, but it 
might go up to the States’ estimates of $302 million. 

Senator Case. Six thousand dollars a mile would mean $6,000 for 
80 or 90 acres, which seems to me to be a pretty high figure if all you 
are buying is advertising easements. 

Mr. Tatitamy. Of course, the Interstate System will carry such great 
volumes of traffic that the value of outdoor advertising adjacent to 
the Interstate System will be far greater than the normal mileage on 
the primary system. And the States have estimated some $300 mil- 
lion on their own. 

Senator Case. At $6,000 for 80 acres 





Secretary Werks. I just figured, Senator, that comes to about 190 
acres a mile. That is quick figuring. A 750-foot strip on each side 
of the road. 

Senator Casr. The boys say 180 acres, I took it from one side of 
the road. There would be a further complication even at that, because 
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T heard Mr. Tallamy describe the ideal as places where you would 
have a split running of the Interstate System. In fact, there you 
would have four times the distance, rather than twice the distance. 

Mr. Tatiamy. Under the suggested legislation, the 750 feet would 
extend back from the outer edge on the two outside lanes of pavement 
of the main traveled way, and the distance in the median area, the 
area taken up by the pavement, and the shoulders on the inside would 
not be involved. 

Suppose we had a distance between the outer edges of pavement of 
500 feet from the outer edge to outer edge. The total distance involved 
then in the protection of advertising would be 2,000 feet. But the 
easement would only have to be secured for the 1,500 feet regardless of 
the width of the median. 

Senator Casr. But if you had, in the illustration you used, a hill 
strip, or something like that, which separated the two ribbons of 
pavement, you would also have to protect that against advertising. 

Mr. Tatxiamy. If we did not own it, that would be true. There 
probably would be very few cases where we wouldn’t be able to control 
the median property, because it would be completely isolated and we 
would have to pay for it anyway. 

Senator Casr. What do you estimate as the cost per mile of the 
Interstate System, according to estimates ? 

Mr. Tattamy. According to estimates, it is around $700,000 a mile, 
average. 

Senator Casr. And the 5 percent withholding would amount to 
$35,000 ? 

Mr. Tattamy. Yes. 

Senator Case. Presumably, if the States adopted the purchase 
method and the $6,000 figure is accurate, they could spend the $6,000 
and get back $29,000? 

Mr. Tatiamy. That is correct. 

Senator Gore. Or prevent $35,000 from being withheld. 

Senator Case. It would save them the forfeiture of the $29,000 if 
they went ahead with the $6,000 a mile, which they probably would do. 

I wonder, Mr. Secretary, if you have approached this problem in 
your thinking from another point of view, and that would be to accept 
the cost of controlling the areas that you want to control as a part 
of the project cost and requiring that the planning on the project 
submitted to the Bureau for the approval of the project include the 
description of the portions of the project where advertising would be 
permitted, and the portions where it would not. : BP tc 

Actually, as I gather from the conversations and in skimming 
through your statement, there would be portions where you would 
permit advertising. There you wouldn’t have to buy it, and where 
you would permit it in some instances would be the most expensive 
part of the mileage if you sought to buy the easement. ' 

Secretary Werks. We have tried to stay away from telling the 
States that they have to do this. We have tried to recognize States 
rights in the matter. We have simply provided this 5 percent penalty 
if they don’t adhere to the standards. 

Senator Case. That sort of bypasses the point that I am trying to 
get at here. If you would say that for the Interstate System a stand- 
ard of the Interstate System is the avoidance of billboard advertising 
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except in specified areas, just the same as you state the alinement, or 
the grade, or the width of the paving, or the number of lanes, is a part 
of the project, you could similarly prescribe the requirements for the 
areas in which advertising would or would not be permitted and have 
that a part of the project. I don’t believe in the final analysis that it 
would cost as much as you think it might. 

Secretary Weeks. In all the discussions we have had, the cost of 
acquiring easements, whether the Federal Government acquired them 
or participated in their cost, was so indeterminate that it was a sub- 
stantial factor in our calculations. 

We have no pride of opinion about the method. We think that this 
recognizes States rights. It lets them do it if they want to at the cost 
of this 5 percent forfeiture. They can do anything they want to do. 

One of the great arguments advanced to us against this was why 
should the Federal Government step in and try to tell the States where 
to put billboards. 

enator Case. I recognize that and I remember when the bill was 
on the floor, when the original] bill was on the floor of the Senate, that 
we had a clause in there on control of advertising and it was removed 
at the suggestion of the Senators who felt that at least in that form it 
would impinge on States rights. 

But it seems to me that the States having the burden of making the 
proposal in the first instance for a project, and describing its features, 
might be asked to propose as a part of the details of a given project 
the advertising easements, the areas in which advertising might be 
permitted, and the areas in which it would be proposed that they be 
completely controlled by the purchase of additional right-of-way. 
‘That could be submitted and no States rights are particularly violated 
there. You might use your 5 percent withholding as a means of 
penalty in case they didn’t. But even if the cost were assumed as part 
of the project, it might be the simplest way to handle it. 

Senator Gore. The Federal Government is putting up 90 percent of 
the cost of this road, and if acquiring easements is the method chosen, 
and if the cost is relatively insignificant, it seems to me, because of the 
fact the Federal Government is putting up 90 cents of every dollar that 
the States ought to take care of the easements. If the cost of acquiring 


‘easements is much higher than we think it might be, then maybe the 


States ought to use the police power, the zoning method, to accom- 
plish the net result. 


Senator Case. If $6,000 is an accurate figure, and it is going to cost 
them $35,000 in penalty, undoubtedly they will pay the $6,000 to 


‘acquire the other. 


nator Kucuet. I don’t understand that. $6,000 and what? 
Senator Case. If $6,000 is the cost of acquiring your additional 
rights per mile, your advertising easements per mile, personally I 
think that $6,000 is far more than it would cost in the rural sections of 
the country. I don’t know about the urban areas. 

Mr. Chairman, I don’t want to take any more time, but I would like 
to ask that the Bureau of Public Roads give a little study to that and 
come up with estimates of the actual cost of acquiring the easements 
for such portions of the 40,000 miles as it is estimated costs would be 
incurred, and that they do that not merely on a 750-foot basis, but that 
‘they do it on a 660-foot basis. 
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Senator Gore. You have that oe, do you, Mr. Tallamy? 

Mr. Tatiamy. Yes,sir. We will be very glad to do it. 

Senator Gore. Senator Neuberger ? 

Senator Nevsercer. Thank you, Mr. Chairman. 

I would like to ask a few questions, but first I would like to have the 
record show that they are voiced against the background of two facts 
which I think are incontrovertible. 

The first fact is that when S.-1048 originally came to the Senate 
floor there was included in that bill, largely through your efforts and 
mine, Mr. Chairman, a provision to provide some control of signboards 
along the Interstate System. The administration did not do one 
single thing to aid in the retention in the bill of that clause which was 
in the original S.-1048. 

Secondly, there appeared in the press yesterday statements herald- 
ing this bill as a very strong measure for the control of signboards 
along the Interstate Sy stem. Iam extremely disappointed to find that 
this bill does not match its press agentry. 

I would like to ask a number of questions against the background 
of those facts. 

First, Mr. Secretary, in the exceptions that are provided for in this 
bill, one of the exceptions, No. 4—and it was alluded to by the dis- 
tinguished Senator from Pennsylvania—is this: 

* * * signs upon land that is actually zoned industrial or commercial by zoning 
authority having jurisdiction thereof. 

This is my question: What is there to prevent a State like New 
Jersey or Massachusetts, or some similar Eastern State, from zoning 
the whole area along the Interstate Highway System and still getting 
their 90-percent funds under your bill? 

Secretary Weeks. Nothing. 

Senator Nevupercer. In thnk words, then the bill actually has an 
exemption so big that there is no control of signboards at all in it if a 
State wants to zone the whole Interstate Phony, There is just 
nothing. They still get the 90 percent, and yet they can have bill- 
boards along it like pickets on a fence. Isn’t that correct? Oram I 
wrong in my assumption ? 

Secretary Weeks. You are literally correct. 

Senator Neusercer. The second question, Mr. Secretary, is this: 
At page 7 of your testimony you mentioned : 

We are opposed to Federal-aid funds being used for reimbursing the States 
for costs incurred in this control— 

Et cetera. 

What, Mr. Secretary, from the viewpoint of the individual States, 
is the difference between that which is contained in my bill, and the 
5-percent-differential penalty which you propose? In other words, 
this is what I am trying to get at: Your proposal is substantially a 
budget-cutting Nreceat rather than a billboard-control proposal. 
What you venti do is penalize the States by withholding 5 percent, 
and force the States themselves to buy billboard easements if it is done, 
whereas under my bill the Federal Government would offer the incen- 
tive of acquiring these easements. Is that not correct? Or am I 
mistaken ? 

Secretary Werks. We think that we have come up with a greater 
incentive than your bill proposes, Senator. 
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Senator Neusercer. You have provided a penalty, but what you 
are doing in this proposal of yours, however, you are forcing the 
States to bear the cost of acquiring the digtiboard: easements. Is that 
not correct ? 

Secretary Weexs. That is correct; yes. That is what we seek to 
do, if they choose to do it that way. 

Senator Nevsercer. In other words, your proposal is a budget-cut- 
ting proposal rather than a signboard-control proposal. 

retary Werks. I don’t see it that way, Senate. I see that our 

roposal sets certain standards that are right standards if they con- 

orm tothem. If they don’t conform to them, then they are penalized 
the 5 percent. 

Senator Neupercer. You mentioned standards. At the very start 
of your oral testimony, I think you said “We don’t say how it shall be 
done.” In other words, you don’t set standards. Actually, under your 
proposal couldn’t there be different standards in nearly every State? 

Secretary Weeks. No. Thestandardsare uniform. But how they 
are applied—there are four exceptions on these signs. The only pos- 
sible point of variance between the States is in the fourth exception, 
where they zone for business, or similar purposes. 

Senator Neusercer. And of course we have said that it would be 
possible for a State to zone the whole highway. 

Again, you say your proposal is a defense of States rights, but you 
withhold from the State 5 percent as a penalty. You do not give the 
States any financial assistance in the acquisition of advertising ease- 
ments. Isthat not correct ? 

Secretary Werks. That is correct. As I attempted to point out, if 
the cost is inconsequential, relatively, we think the State ought to take 
care of it, because we are putting up 90 percent of the bill right to start 
with. If it is very substantial, presumably they would do it by the 
police-power method, if they wanted to exercise control. 

Senator Neusercer. Don’t you think if our purpose is to control 
signboards—and I think you and I are agreed on that, at least I hope 
so—if that is our purpose, don’t you think the incentive of having the 
Federal Government acquire these easements is a more effective 
method, with actually less of a punitive impact on States rights, than 
to impose this 5-percent withholding penalty of Federal funds? I am 
willing to grant yours might have a more favorable impact on the 
Federal budget, but would it have such a good effect in getting rid of 
signboards ? 

Secretary Weeks. We thought so or we wouldn’t have suggested it 
that way. That is all Ican say. I think there is more of a push to do 
this thing by our method of the 5-percent penalty. 

Senator Neusercer. It just doesn’t seem so to me, particularly when 
there is such a big exemption. The thing that worries me, as you 
= admitted a few moments ago—and I will not take much time 

cause we have gone so long here—you yourself admitted a few mo- 
ments ago that it would be possible for certain States to zone their 
whole system on the Interstate Highway 

Senator Kerr. Any State. 

Senator Neupercer. Yes, and still get the 90-percent funds. I don’t 
see how that adds up to signboard control. 

Secretary Weeks. We have thought that one of the great objec- 
tions—I think you spoke of a similar provision having been dropped 
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out last year—was a statement made on the floor, I believe, by Senator 
George—— 

Senator Kerr. That is correct. 

Secretary Weeks (continuing). That if this provision went through 
the way it was we wouldn’t have a bill. We felt very strongly that we 
ought to have a bill and it was therefore dropped out at that point. 

he argument has been made to me time and again around the 
country that the State lets the contract, builds the road, maintains it 
after it is built, and so on, and we should not go around the country 
telling them how they should zone or apply the police power. We 
have not attempted to do that. Whether we have succeeded or not, is 
for you members of the committee to determine. We have attempted 
to avoid telling the State how to do it. 

Senator Nevsercer. In other words, you think a penalty is less of 
an impact on States rights than an incentive? 

Secretary Weeks. I don’t think the penalty affects States rights. 
We tell them here are the standards, conform to the standards and 
you ert the money. If you don’t conform, you don’t get quite as 
much. 

Senator Nevupercer. You think it would be more of an impact on 
States rights to say if you do this, and control advertising, we will 
bear up to 90 sence of the cost of acquiring easements? You think 
that is more of an impact on States rights than a penalty of a 5-percent 
withdrawal and denial of funds? 

Secretary Weeks. I don’t like to go into a State and say “You must 
zone this piece of land for business and you must zone that for resi- 
dences.” [ think they ought to decide that. That is my own view. 

Senator Neusercer. I know others have questions, Mr. Chairman, 
and our time is limited. 

Senator Gore. Senator Kuchel ? 

Senator Kucuen. Page 2 of your section-by-section analysis, Mr. 
Secretary, I would like to talk to your attorneys about that. 

In the second paragraph it is stated: 

Section 11 of the Federal Highway Act of 1940 now permits the participation 
of any Federal-aid funds, including interstate funds, in the costs of strips of land 
acquired by the States for the preservation of natural beauty, which are ad- 
jacent to projects financed with such funds. 

Regardless of what the intent of Congress might finally be and inter- 
preted to be by the courts, do I understand that the Department has 
interpreted that part of the present law to include the right of a State 
to purchase an easement for advertising purposes if that purchase is 
for the preservation of natural beauty ¢ 

Mr. Nasu. If it alone would suffice for the preservation of natural 
beauty. 

Samiter Kucnet. Who makes that decision ? 

Mr. Nasu. I don’t think that anybody has made a decision, Senator. 
That is my opinion as to what the act means. _ 

Senator Kucuet. Let’s say the State of California—— __ 

Mr. Nasu. Are you referring to who would make the decision, as 
to whether or not, that would be the Secretary of Commerce? I mis- 
understood your question. 

Senator Kucuet. In other words, the question of whether or not 
those moneys today can be used for the purchase of easements in the 
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interest of preserving the natural beauty, must be passed upon in the 
last analysis by the Scratery of Commerce ? 

Mr. Nasu. That is true. 

Senator Kucuen. Have any rules or regulations been set up in the 
Department relative to the use of those funds for that purpose ? 

Mr. Nasu. No, sir; they have not. 

Secretary Weeks. Funds have never been used for that purpose. 

Senator Kucue.. I understand. But my question is, Why? Why 
haven’t they? And if the intention of Congress, as you interpret it, 
would be to permit those funds, whether they come from the inter- 
state allocations or from ABC allocations, to be utilized for something 
less than the purchase of a fee, then it seems to me the Department, if 
this law is to continue as it is now, if it is the intention of the Depart- 
ment to continue that interpretation of the statute, that the Depart- 
ment might well provide the rules and regulations by which a State 
might use those moneys for such purchase. 

ecretary WEEKS. i think the answer is—and I will get Mr. Tallamy 
to confirm it—the States want the money for construction, and have 
never sought to use a portion of the funds for this purpose. So we 
have never had a request. Obviously, if we did have one, we would 
have to sit down and set up the rules. These conceivably might have 
to be determined by the courts sometime. 

Do you want to comment on that ? 

Mr. Tatitamy. I would add that up until now we haven’t had the 
problem anywhere near as acutely, because we haven’t had the Inter- 
state System advance at such a rapid scale. The ABC roads are the 
ones to which this provision has primarily referred for all of the years 
it has been a law. And the Bureau has not been requested by any 
of the States to use it, and presumably because they want to use the 
money for actual construction of the ABC roads. 

However, I do believe that if this proposed legislation should be 
enacted, that the States that do not desire to use their police power in 
controlling advertising will actually request, us to use this law. 

Senator Kucuet. When you say, “this law”—— 

Mr. Tattamy. The one that is on the books, which permits acqui- 
sition of land for the preservation of beauty adjacent to all of the 
systems, 

Senator Kucuer. One hundred percent to the extent of 3 percent? 

Mr. Tatitamy. One hundred percent to the extent of 3 percent. I 
do believe that the States will request the use of this existing law right 
now to a great extent if they do not desire to control outdoor adver- 
tising by the police powers. 

Senator Kucuet. Do you mean in the absence of the enactment of 
the bill which you recommend here today ? 

Mr. Tattamy. Yes. I think that a good many will, and that a great 
many won’t. 

Senator Kerr. None have? 

Mr. Tatiamy. None have to date. But it is quite likely they will, 
because of the recognition which is being given to the problem of 
control of advertising. 

Senator Gorr. Would you yield for a brief question ? 

Senator Kucuen. Yes. 
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Senator Gore. Do you not think, Mr. Tallamy, that some action by 
the Federal Government is necessary to bring it about, and that such 
uniformity is desirable ? 

Mr. Tattamy. I certainly do. I think that we need to have Federal 
action on this subject, and the sooner the better, because a great 
many States will not revert to this provision. And, furthermore, as the 
counsel has indicated, there may be a substantial number of cases 
where the existing law could not apply. But I personally think that 
it will apply to a great many more cases than the inference that was 
developed here today in regard to it. 

I know from personal experience that outdoor advertising can affect 
the whole area of scenic value. You can have a series of outdoor ad- 
vertising signs very close together, even one very large one, which af- 
fects the whole panorama adjacent to the highway. Not just one area 
a hundred feet long, if that is the area of the sign, but as one travels 
down the road it affects the whole panorama. 

I do believe that outdoor advertising adjacent to the Interstate 
System will definitely have a very important effect upon the scenic 
value. It will reduce it to a great extent, in my opinion. And I do 
believe this provision can be used to a great extent. 

Senator Kucuer. You recommend in the proposed legislation that 
interstate funds not be available to States to purchase right-of-way 
easements. That is correct, is it not? 

Mr. Tatiamy. That is correct. 

Senator Kucner. But you would thereafter, if this bill were 
adopted, nevertheless find available to States a portion of the ABC 
moneys to purchase easements for advertising purposes along the 
Interstate System. 

Mr. Tatitamy. That is correct. 

Senator Kucuet. What is the logic of that? 

Mr. Tatitamy. The Interstate System funds to be made available to 
the various States will be based upon the cost of constructing the 
Interstate System, so that if we add to the cost of constructing the In- 
erstate System the cost of acquiring these easements or fee title, then 
we increase the cost of the Interstate System by that amount. 

Senator Kucnen. May I interrupt you there? 

Mr. Tatiamy. Yes, sir. 

Senator Kucner. Under the present law that is, however, a statutory 
element in considering the cost of the Interstate System, is it not ? 

Mr. Tatiamy. Yes, sir. 

Senator Kerr. No. 

Senator Kucner. No question about that. 

Senator Kerr. Under easements? 

Senator Kucnen. Yes. 

Mr. Tatuamy. If the States desire to go under the existing law relat- 
ing to the use of Federal-aid funds for the control of advertising ad- 
jacent to the Interstate System, I would say that in that event it would 
be possible for them to do so to a considerable extent, but they haven’t 
done so yet. 

Senator Kucuet. In other words, a department today interprets the 
present law to permit States to utilize interstate highway allocations 
for the purchasing of easements for advertising? 

Mr. Nasu. In certain limited situations. 
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Senator Kucuet. In the only situation in which the law recognizes. 

Secretary Werks. Not for advertising; for scenic purposes. 

Senator Neusercer. I am confused as to how they have answered 
your question. 

Senator Kucurr. Let me read what the Department said: 

Section 11 of the Federal Highway Act of 1940 now permits the participation of 
any Federal funds, including Interstate funds, in the cost of strips of land ac- 
quired by the States for the preservation of natural beauty which are adjacent to 
projects financed with such funds. 

And in interpreting that statute and that sentence the Department 
now says that that money, including Interstate money, can be utilized 
for purchasing easements, rather than fees. 

Senator Kerr. They haven’t said that. 

Senator Kucuen. What have you said / 

Senator Neunercer. I though they did. 

Mr. Nasu. They can be utilized for the purchase of easements where 
the acquisition of an easement alone is sufficient to accomplish the ob- 
jective of preserving the natural beauty. 

Senator Kucnert. And the Department has not given any study 
to what that language means with respect to a given instance of a State 
wanting to utilize Interstate moneys to buy such an easement? 

Mr. Nasu. There has been no experience in connection with this at 
all. And we have given no study to any particular situation. That 
is correct. 

Secretary Weeks. Suppose the Interstate Highway System is going 

through an area that is, we will say, zoned for residential purposes. 
This has to be thought out. But my offhand guess is that certainly you 
couldn't use the money to get an easement there, because it wouldn’t fit 
into the scenic beauty, or “whatever the provision says. 

Senator Kucue.. Preservation of natural beauty. 

Secretary Werks. It wouldn't fit mto that. It is a residential dis- 
trict. There is no scenic beauty or natural beauty. From the stand- 
point of the language of the statute, you wouldn’t add or subtract by 
interpreting it as avs ailable for advertising easements. 

Senator Kerr. Would the Senator y ‘ield @ 

Senator Kucne. Surely. 

Senator Kerr. I have here a copy of an office memorandum from = 
General Counsel, Mr. Nash, to the Secretary, dated February 19, 1957 
which has been furnished to this committee. Do you have that, Sena’ 
tor Kuchel ¢ 

Senator Kucnen. I do. 

Senator Kerr. On the first page of it we have, “Subject : Advertis- 
ing easements on property adjacent to Federal-aid highways,” and 
Just below that is a paragraph, and then two par agraphs, numbered 

1 and 2, and then do you see the following paragraph there ? 

Senator Kucnen. Right. 

Senator Kerr (reading) : 


It is my opinion— 


and this is General Counsel Nash talking to the Secretary— 


that the Federal-aid highway laws, 1, do not authorize the use of Federal-aid 
funds to reimburse the States for ail or any part of the cost of acquiring advertis- 
ing easements except in certain limited instances where acquisition of such 


; and, 2, 


easements alone may be entirely sufficient to preserve the natural beauty : 
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do not authorize the Secretary of Commerce to acquire advertising easements 
with Federal-aid highway funds. 

Senator Kucuxzt. I merely wanted to point out, with regard to the 
No. 1 answer, that the Department has interpreted the law to provide 
that in those cases where the Department would determine that the 
prime yeten of natural beauty would be obtained, a State can use 

terstate funds for the purposes of purchasing an easement. That 
is a correct statement, is it not, of your interpretation ? 

Mr. Nasu. Where that alone is sufficient. 

Senator Kucuer. Where that alone is sufficient / 

Mr. Nasu. Where that alone is sufficient to accomplish that purpose. 

Senator Kucnet. What would that mean, then in an area which we 
will stipulate is scenic, and the State did want to purchase an ease- 
ment to prevent advertising from taking place there / 

Mr. Nasu. That would not permit the use of Federal-aid funds to 
acquire the easement in that situation. 

enator Kucnet. Why ? 

Mr. Nasu. Because that alone would not be suflicient to preserve 
and protect the natural beauty. You would really have to acquire the 
fee in order to prevent the erection of structures or the cutting down 
of trees. 

Senator Kucuet. Is that so if you assume that under State law the 
easement available to the State would be sufficiently wide to include 
an agreement not to utilize the geographical area for construction of 
buildings or signs ? 

Mr. Nasu. I would answer that this way: That if the easement 
were broad enough to prevent the doing of all the things that miglit 
mar the natural beauty in that area, then I would think that the 
acquisition of the easement—— 

nator Kucue.. What I am thinking about is a fellow having a 
farm alongside a mountain and the State doesn’t want to take the 
property away from him. The State just wants to be sure he keeps 
on his farm, even though he doesn’t have a lot of signs there and 
doesn’t build a factory. If all those factors are present, it seems to 
me that, under the present law, consideration could be given to the 
legal right of the State to utilize interstate funds for purchasing such. 

Mr. Nasu. I think there are a number of situations where it might 
be used. 

Senator Kucuen. Actually, if your interpretation is that the pur- 
chase of a fee includes the purchase of something less than a fee, then 
an appropriate contract, running between the State and the land- 
owner, under certain circumstances, it seems to me, might square with 
your interpretation of the section. 

Mr. Nasu. I think that under certain circumstances it might be 
done. 

Senator Kucuen. If you take away in this legislation before you 
the right to use interstate funds, do all the restrictions that you have 
just outlined continue in your interpretation of the use by the State 
of other Federal-aid funds? 

Mr. Nasu. That is correct. 

Senator Kucuen. So that, actually, the intent of this legislation 
is to prod a State to utilize its police power to cope with the problem 
that you raise? 
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Mr. Nasn. That is the purpose. 

Senator Kucuen. Let’s talk about constitutionality for a minute. 
In your opinion, does the Congress of the United States have the 
right constitutionally to adopt legislation prohibiting certain uses 
of geographical areas lying adjacent to the Interstate Highway 
System ¢ 

Mr. Nasu. Do you mean as a matter of the exercise of its interstate- 
commerce power ? 

Senator Kucuex. Or any other right or authority. 

Mr. Nasu. I think there are some serious questions involved as to 
whether or not there is the power in the Federal Government to do 
that. I don’t believe that it is possible to arrive at a categorical an- 
swer as to whether the power exists or does not exist. 

Senator Kucuexr. At any rate, did that hazard, in your mind, con- 
tribute to the manner in which this legislation has been drafted ? 

Mr. Nasu. Yes; I thinkso. 

Senator Neusercer. May I ask a question along that line? 

Senator Kucne.. Surely. 

Senator Neupercer. If you say it is debatable whether the Federal 
Government has that right to keep signs and other things from marrin 
the highways’ beauty, where dces the authority come from to buil 
the highway itself? Does that authority not presuppose the right to 
protect the highway from defacement ? 

Mr. Nasu. The highway is being built by the States. Federal 
funds are being provided for the construction of the highway. But 
the Federal Government is not building the highway. I would sup- 
pose that if this were a federally built highway, that would also raise 
questions, maybe, as to whether the power exists. I would be inclined 
to think that perhaps it does. 

Senator Neupercer. You are an attorney, and Iam not. Do you 
mean to tell me that the Federal Government has the right to specify 
width, curvature, grades, strength of bridges, and so on, along the 
highway and does not have the right to say there shall be no signs 
along it in certain areas? 

Mr. Nasu. I think that, the way that statute is worded, that is done 
by the Secretary of Commerce, with the cooperation of the States. 
The issue of whether or not there was an enforcement of the Federal 
power to dictate the standards really wasn’t raised in this case, because 
the States all cooperated. 

Senator Kerr. Would the Senator yield ? 

Senator Neusercer. Surely. 

Senator Kerr. The standards the Senator referred to applied to the 
right-of-way and the center of the road and not the adjacent area with 
reference to which no right-of-way is acquired and on which no road 
is built. 

Mr. Nasw. That is correct. 

Senator Neupercer. It is hard for me to believe, however, that the 
Government can build a road and can’t protect it. 

Senator Casz. Will the Senator yield ? 

Senator Kucnet. Yes. 

Senator Case. The original basis for Federal-aid highways was to 
assist in the delivery of mails. The 1912 act provided for a survey 
on the possibility of improving post roads. The 1916 act was entitled 
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“An Act to provide that the United States shall aid the States inthe 
construction of rural post roads, and for other purposes.” 

The whole Federal-aid program started with the delivery of the mail 
to rural areas. 

Senator Neusercer. If I may say, I don’t follow that. 

Senator Case. That was the basis on which Federal-aid for the con- 
struction of highways was started. 

Senator Kucuet. Going back to the section-by-section analysis of 
the bill, while advertising is not defined in the bill I assume that it 
means any type of wording which is put on any kind of board or on 
the ground, as I have seen some of my own hill country defaced occa- 
sionally during political campaigns. I suppose it means any type of 
public attempt to give the public a message from areas which, in this 
bill, are within 750 feet on each side. You provide that funds shall 
be withheld immediately. I will assume, provided, however, that if 
appropriate commitments are made by each State in 1960 then the 
funds previously withheld would be relinquished to the States. 

Mr. Nasu. That is correct. 

Senator Kucuen. How many States are you going to find, if we 
adopt this bill as it is, incapable of meeting the standards and there- 
fore immediately find themselves 5 percent short on their moneys until 
1960? 

Mr. Nasu. We don’t have an exhaustive analysis. There are nu- 
merous detailed problems in connection with construing what the 
authorities of the States are. So that I can’t answer that question 
a aarp But there will be certainly a number of them that do not 

ave. 

Senator Kucuen. If the committee happened to meet in executive 
session on this bill, does the Secretary urge that that particular provi- 
sion of the bill remain intact ? 

Secretary Weeks. The one you have just been discussing? Allow- 
ing 3 percent under certain circumstances ? 

Senator Kucnex. Cutting off 5 percent immediately, subject, how- 
ever, to agreement by 1960. 

Secretary Werks. I wouldn’t say categorically “Yes” or “No,” Sen- 
ator. I think that from our standpoint we want to keep the push there, 
which we think we have provided by the 5-percent penalty. If it 
would be helpful in accomplishing the end result by adjusting it this 
way or that, we wouldn’t object. I would like to think it through. 

Senator Kucnen. I am unacquainted with the laws in my own 
State on outdoor advertising. 

I notice in the newspapers out there that it is a subject in the present 
session of the State legislature. Assuming, however, that the laws of 
my State are not of sufficient scope to fit in with what you provide 
here—and T doubt that they are—is it not true that the moment this 
bill were signed into law California would receive 5 percent less of her 
90 percent allocation until 1960, when the law would provide that the 
moneys withheld would be paid over? 

Secretary Werks. That is true if agreements are executed prior to 
that date. But the other side of the coin is that this program is sched- 
uled for 13 years, and we are talking about only 2 years. It would even 
out in the end, I am sure. 

Mr. Nasu. May I make a statement in answer to your question / 

Senator Kucnet. Surely. 
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Mr. Nasu. In the first place this starts to apply only with respect 
to projects that have not been approved at the time that the law would 
be enacted, so that there would be no cutting down of 5 percent or with- 
holding of the 5 percent with respect to projects that have been ap- 
proved prior to that date. The withholding would continue until the 
State possessed the power and the necessary statutory authority, and 
entered into the agreement. If that were done next year, then they 
would start to get the 5 percent. 

The July 1, 1960, date was put in there solely for the purpose 
of giving the States ample time in which to take the necessary 
steps. 

Senator Kucnen. I think those are about all the questions that 
I have. It does seem to me, Mr. Chairman, that this bill has within 
it a slight change from the 10 versus 90 percent cost of the system, 
and to the extent that a State would be required—if it determined— 
to buy rather than utilize its police power, to buy easements, to that 
extent there will be another cost borne by the State and you will 
to that extent change the formula of allocations as now in the law. 
That is correct, is it not ? 

Mr. Nasu. Yes, sir. 

Senator Gore. Let the Chair inquire of Secretary Weeks if 
would be convenient for him to return for 30 minutes tomorrow, 
from 9:30 to 10. Let me state my reason for making that inquiry. 
The committee already has scheduled some 20 witnesses tomorrow 
from 10 to 12. Senator Cotton and Senator Revercomb have not 
had the privilege of interrogating you, Mr. Secretary. If you could 
return for 30 minutes tomorrow morning from 9: 30 to 10 perhaps 
that would suffice for interrogation, by those 2 Senators, of you at 
that time, without interfering with the time already scheduled for 
the proponents of legislation in this field from 10 to 12. 

Senator Revercoms. Mr. Chairman, let me say, before the Secre- 
tary answers, that I had some inquiries, but I think they have been 
pretty well covered by the questions already asked. As far as I am 
concerned I will forego my questions. I think the questions and 
answers have been very revealing as to the purpose and the intent 
and the provisions of the proposed bill presented this morning 
I do not think it necessary from my point of view, for any questions 
that I may have, to recall the Secretary. 

Senator Corron. Mr. Chairman, I am rather on the spot here. 
I would like to examine the Secretary. 

Senator Gore. I don’t want to put anybody on the spot. 

Is it convenient for you, Mr. Secretary ? 

Secretary Werks. I am sure I can be here. I have a date before 
the Appropriations Committee of the House at 10. If you let me 
out about 5 minutes to 10-——— 

Senator Corron. I don’t like to have the Secretary brought back 
just for me to ask a few questions. 

Senator Cast. Mr. Chairman, would we continue for a few min- 
utes ¢ 


Secretary Werks. I would be glad to come back tomorrow 
morning. 
Senator Gore. The committee has no authority to sit after 12 


o'clock. And there may be others who would have additional ques- 
tions. 
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Would you come back at 9:30, without putting the burden on 


— 
retary Weeks. Certainly. 

Senator Revercoms. Mr. Chairman, I thought the questions were 
quite thorough. I think the ground has been covered in the main. 
However, I do want to say to the Secretary that I will have some 
questions. 

Senator Gore. We will recess at this time until 9:30 tomorrow 
morning. 

(Thereupon, at 12 noon, the subcommittee was adjourned, to re- 
convene at 9:30 a. m., Tuesday, March 19, 1957.) 
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TUESDAY, MARCH 19, 1957 


Unrrep Srares Senate, 
ComMMITTEE ON Pustic Works, 
SUBCOMMITTEE ON Pustic Roaps, 
Washington, D.C. 
The subcommittee met, at 9:30 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore presiding. 
Present: Senators Gore (chairman of the subcommittee), Neu- 
berger, Case, Cotton, and Revercomb. 
Senator Gore. The committee will come to order. 
Senator Cotton / 


STATEMENT OF HON. SINCLAIR WEEKS, SECRETARY OF COM- 
MERCE; ACCOMPANIED BY HON. BERTRAM D. TALLAMY, FED- 
ERAL HIGHWAY ADMINISTRATOR; AND FREDERICK C. NASH, 
GENERAL COUNSEL, DEPARTMENT OF COMMERCE—Resumed 


Senator Corron. I will be very brief, Mr. Secretary. I want to 
apologize to you if 1 have been the cause of bringing you up here 
this morning, as busy as you are. But I am deeply interested in this 
feature of the program, and was when we enacted the bill in the last 
Congress. 

I do want to get my chance to bring a few matters to your atten- 
tion in the form of questions. 

I think you are to be congratulated on the fact that you have at- 
tempted to work out and have worked out a bill which avoids the two 
extremes—one, Federal domination of a State-built highway, and the 
other leaving it entirely to the States. 

At page 2 of your statement you state: 





The States, of course, do exercise some control at the present time over the 
location, erection, or maintenance of signs adjacent to highways. However, the 
State control is so varied in scope and effectiveness that it is apparent that Fed- 
eral leadership is necessary if adequate control of advertising along the Inter- 
state System is to be achieved. 

First, I gather from your testimony that you and your Department 
have more or less come to the conclusion that even if it didn’t lead 
to large expenditures, and if it didn’t divert funds contemplated orig- 
inally for the Interstate System to other purposes adjacent to it, that 
a bill which merely permitted the States at their discretion to use 
Interstate System funds, of which we are contributing 90 percent, for 
the acquiring of the easements, advertising easements, wouldn’t lead to 
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much action and wouldn’t get much uniformity or results from such a 
bill. Is that correct ? 

Secretary Weeks. A short answer is “Yes.” It is correct. There 
should be some push behind this thing to urge the States to conform 
to the standards laid down in the suggested legislation. That is the 
reason we established the 5 percent. 

Senator Corron. On the other hand, as indicated in your statement 
on page 3 of your testimony, you sought to avoid invading the historic 
rights of the States and trying to dictate to them in this matter from 
Washington, both because of its inadvisability as a matter of policy 
and also because you question its constitutionality; is that correct ? 
Or is the latter wrong ? 

Secretary Weeks. I will ask Mr. Nash to comment on the constitu- 
tionality. But as far as the historic rights of the States, I believe in 
States rights and I don’t think that in this road field that we should 
try to categorically tell the States what they should do. We say 
here: “Do it. If you don’t do it, if you don’t conform to the standards, 
you get 5 percent less; if you do do it, how you do it is your business.” 

I would like to make this statement for the record, if I may, Mr. 
Chairman. The thought was expressed yesterday in 1 or 2 of the 
questions, as to whether or not a State might not come along under 
our proposal and zone the whole length of the particular section of the 
interstate highway for business, commercial, or industrial pursuits. 
I said literally, yes, they could do that. But as a practical matter, I 
am sure no State legislature or governor responsive to the desires of 
the people would ever do that. I didn’t mean to interrupt your ques- 
tioning, but I wanted to get that in. 

Senator Gore. You have presumed good faith compliance on the 
part of all States. 

Secretary Werks. Yes, sir. 

Senator Corron. That leads to one question that I have in mind. Mr. 
Secretary. Senator Neuberger mentioned yesterday, when he asked 
you that question, about highly commercialized or industrialized areas, 
whereby a State might zone all of the Interstate System in that State, 
and you have just commented on that. 

On the other hand, isn’t it possible under your proposal that a State 
which seriously and with good faith attempted, without the use of the 
police power, attempted by purchase to secure the easements for adver- 
tising along its Interstate System, it might secure 90 or 95 or 98 
percent; it might find itself unable, without resorting to police power 
or without resorting to eminent domain or without resorting to some 
forcible means, find itself unable to acquire the last 10 percent or the 
last 5 percent; and under your proposal that State, which had pro- 
ceeded in good faith, would lose its 5 percent of its interstate funds 
because it hadn’t been able to go the last mile. Is that possible? 

Secretary Werks. Mr. Nash will answer that question. 

Mr. Nasu. This proposed bill handles it on a project-by-project 
basis. If there was a one-project State, that might be true. But on 
a project-by-project basis, if the State was able to control the advertis- 
ing along one complete project, they would get the 90 percent on that. 
If they were unable to control it on part of one project, then they 
would get the 85 percent. But there is no implication in the language 
anyway, of a statewide basis. 
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Senator Corron. In other words, what you are saying is that in 
most cases as a practical matter they might lose some of their funds 
but not 5 percent of their whole allocation to the State. They still, 
however, if it was on a project basis, might find themselves even if 
they were proceeding in perfectly good faith and doing their best, they 
might find themselves, if they were unable or didn’t choose to exercise 
police power, lose some of their funds even though they had attempted 
to acquire these rights and had acquired most of them ? 

Mr. Nasu. I think that is correct. 

Secretary Weeks. That could happen, but it is not likely because 
they have several methods of doing it. 

Senator Corron. You are now referring, of course, to the fact 
that 

Secretary Werks. Zoning or easements, acquiring of easements. 

Senator Casn. Would the Senator yield for a question 4 

Senator Corron. Yes. 

Senator Cask. Mr. Tallamy, isn’t the project set up by the State ? 

Mr. Tantamy. Yes; the projects are set up by the individual States. 

Senator Casr. So in that event the State could control that by setting 
up its projects and would know in advance, probably, what their 
problems were so far as controlling it, and could control the size of the 
project they submitted at a given time. 

Mr. Tatitamy. Yes, they could. 

Senator Casr. Thank you. 

Senator Corron. Assuming that the way to approach this general 
problem is your way, a very excellent way, to avoid the extremes of 
Federal domination by simply leaving it to the States and to inject 
the element of penalty and the element of incentive, frankly I felt 
that in the questioning and answering yesterday that you surrendered, 
if you forgive that word, too quickly, the benefits of the use of the 3 
percent or other ABC funds in this case because, as I expressed then, 
I felt that as a practical matter on the interstate system that that may 
be more of a real incentive than was brought out yesterday. 

I want to ask you this as a practical matter: Wouldn’t it be possible 
to amend your proposal so as to first reduce somewhat the penalty ? 
In other words, if the average cost, estimated cost per mile on the 
Interstate System is $750,000, and if 5 percent—if the estimated cost 
of purchasing or acquiring the average cost of these easements is 
around $6,000, it could be said—not accurately but as an average, that 
States would lose $35,000 if they didn’t spend the $6,000. 

I am wondering if in the first place that couldn't be reduced, the 5 
percent, to 214 or 3 percent, so that there would not be that disparicy 
of what they would lose if they didn’t make the expenditures. 

Secondly, would it not be feasible if we are going to pass a bill on 
this subject anyway. to amend the Highway Act, section 11 of the 
Highway Act of 1940, would it be feasible and constitutional—I 
realize that you want to preserve scenic beauty and so on—to change 
section 11 of the laws of 1940 so that the restriction which the Gen- 
eral Counsel so well brought out, so that this 3 percent of the ABC 
funds and such additional amount as they wanted to use with a 50-per- 
cent contribution could be used in the case of Interstate System only 
for the acquiring of easements or whatever was necessary to control the 
comertising without regard to other factors entering into scenic 

eauty. 
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Secretary Weexs. In response to the first part of your question, I 
would say that a 5-percent penalty, if you call it a penalty, seemed 
to us as small as you ought to go. However, it is obviously within 
the province of the committee, if there is to be a penalty, to set it 
at what they want. The other side of the coin is the section 11 provi- 
sion whereby we contribute up to 3 percent. 

I think you might have to look at that language and you might 
want to shift it around a little. But assuming you use that, then the 
State would have the push on the one side of the penalty, and the in- 
centive on the other side of sharing 50-50 on the cost of acquiring such 
restrictions as the wording of the statute might call for. If they 
didn’t want to put up their 50 percent, they could resort to the police 
power that is available to them, or might be available to them. 

I would not reduce the 5 percent. I would keep it at 5 percent. But 
you might take a look at the language of the section 11 provision. It 
might be a very good out for the States, whereby they could go in 
and buy the property or an easement, and put up 50 percent of the 
cost. 

Senator Corron. Do you or does the General Counsel think it might 
be feasible to correct this situation on the incentive plan so that there 
wouldn’t be that question of restriction of the funds? 

Mr. Nasu. I think it would be feasible. 

Senator Corron. I was trying to refresh my memory this morning: 
How wide is the strip being taken under present situations for high- 
way purposes in this Interstate System ? 

Mr. Taritamy. Do you mean for the right-of-way ? 

Senator Corron. Yes. 

Mr. Tarxamy. It is variable in width. It may run anywhere from 
200 feet to a thousand feet. It could even be greater than that in some 
very low-value land areas. 

Senator Corton. Is it taken in fee? 

Mr. Tariamy. In fee or easements. 

Senator Corron. So that so far as cutting of trees or leaving of 
trees, or a matter of any other factor than advertising—of course 
advertising, too—is controlled back to that distance? 

Mr. Tatiamy. To the right-of-way line. 

Senator Corron. Wouldn’t that also minimize the situations in 
which you have to confront the possibility of other disfiguring than 
advertising ? 

Mr. Nasr. Possibly, except as I understand it the pavement is usual- 
ly built at the outside of the right-of-way, regardless as to how wide it 
is. So that the land that is protected on the outside of the pavement 
would be relatively narrow in all cases. 

Mr. Tatiamy. That is right. The purpose of having a variable 
width right-of-way is to have a variable width wall, and to create dif- 
ferences in the effects of the driveway. 

Senator Corron. Isn’t it a fact that the dangers of having disfigure- 
ment by structures, by buildings, is rather minimized, at least in the 
country, by the fact that this is a limited access highway? 

Mr. Tatiamy. I don’t know that control of access preserves the 
scenic value by reducing the number of buildings constructed adja- 
cent to the highway. 

Senator Corron. I simply mean this: If I am a farmer and T own 
property adjacent to the Interstate Highway System, and there isn’t 
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any access at that point, there is not much likelihood that I am going 
to build a commercial establishment or an industrial establishment 
unless I am building it very near the access, which somewhat limits 
the dangers from that source. 

Mr. Tattamy. To the extent that you refer to the development of 
fruit stands and roadside commercial establishments, such as hot-dog 
stands and other frequently unattractive developments, you are cor- 
rect. If we are thinking in terms of a substantial industry, then I 
don’t believe it makes much difference. 

Senator Corron. A substantial industry usually is built where it 
has access to some kind of highway, and unless there was some other 
type highway running near the interstate highway it is unlikely they 
would build any kind of industry at that point. 

Mr. Tatuamy. We find there is a great stimulation of land develop- 
ment in the areas adjacent to controlled-access highways, regardless of 
the fact that they are controlled-access highways. ‘The traffic gets on 
to them and off of them through the interchanges and then extends 
out into what formerly was just vacant land, through the development 
of new streets which may parallel or run generally parallel to the 
interstate highway. 

Senator Corron. Thank you. 

Just one other question, Mr. Secretary, and I will be through. 

Does your suggestion contemplate—should it contemplate—con- 
trol by you, approval by you or control by your Department of the 
zoning in regard to advertising? What I mean is this: You have all 
types of—I assume you will have on the Interstate System a number 
of different situations. In some places it bypasses towns and is out in 
the country, and in other places it is going through urban area and 
through cities, it goes through residential districts, through industrial 
districts. By leaving this matter to the States of zoning what places 
advertising might be permitted, isn’t it essential that the final ap- 
proval of that zoning itself be held in your hands, and that would not 
only take care of that situation but would clearly take care of the 
situation raised by Senator Neuberger yesterday ? 

Secretary Weeks. We didn’t contemplate any proposal to approve 
zoning, because we would then be interfering, as we saw it, in the 
State’s rights. We say that if you conform to the standards, the 
manner of how you conform to them is your business. Again referring 
to Senator Neuberger’s question, “Couldn’t the State zone the whole 
thing for business?” I just don’t think they would. I don’t think that 
would ever happen. 

Senator Corron. Yes, but in the first place it isn’t a violation of 
State’s rights so long as they don’t have to zone unless they expect to 
get this money. In other words, you are simply saying to them: “You 
don’t get this last 5 percent unless you take care of the advertising” 
and you add this: “Take care of it in such manner that we feel it is 
consistent with the type of terrain of the country through which the 
highway is passing.” So that you wouldn’t be violating State’s rights 
any more to keep your finger on the zoning than—at least not much 
more—than you do by putting your finger on the advertising problem 
in the first place in the form of withholding funds unless they take 
care of it. 

Secretary Weeks. Our proposal does not contemplate telling the 
States what they shall zone or for what purpose. 
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Mr. Nasu. ea I make a statement? Actually, this exception 
doesn’t provide for State zoning of advertising rights. In other 
words, the exception only takes effect where there is zoning by a zoning 
authority, and that zoning is commercial or industrial. Zoning regu- 
lations have to be reasonable. , 

_ There is usually a procedure set up for hearings by people who live 
in the neighborhood who are interested in it. It is highly inconceiv- 
able to me that in an area occupied by farms, the farmers, except under 
certain limited situations, would permit zoning for commercial or in- 
dustrial uses. In other words, there would be some objection to it. 
There always is in these zoning hearings. I don’t believe that you 
would find any flat zoning of commercial or industrial in wide areas 
without appropriate limitations and regulatons. 

Senator Corron. Of course, it is also true that in States, usually by 
law, certain criteria have to be established. 

I did have this feeling: As to the suggestion made by Senator Neu- 
berger yesterday, against that I made a suggestion today that if a 
State is earnestly trying to buy these rights and if they can’t get them 
all, they might be penalized, whereas a State that permitted zoning to 
a large exent would not. It seemed to me it might not be inappropriate 
not that the Federal Government do the zoning, but rather to leave it 
to that zoning if the Federal Government, through your Department, 
Mr. Secretary, did keep its finger on what sections of the highway the 
rights had to be acquired, and in what sections they could be more 
loosely dealt with. 

Mr. Nasu. It seems to me that it is rather impossible to get into that 
without setting up some form of Federal zoning. That raises the 
question as to whether there is the authority or desire to get into that 
area. 

Senator Corron. One final question. Is it your studied judgment 
that an act, by this Congress, that merely allowed the States to go 
ahead and use interstate funds, acquiring these easements, would first 
not be effective in limiting advertising and would open the door to 
diversion in spending too much of the interstate funds? 

Secretary Werks. If I understand your question, “Yes,” but I 
wouldn’t be against the working in of section 11 provisions so as to 
make them applicable. 

Senator Corron. I am not talking about ABC funds at all. I 
merely meant—lI know this is so and I am sorry to take so much time— 
I gather that you do not feel that if we just forgot the ABC funds 
and it was simply a permissive act, saying to the States, “You may 
acquire these if you choose and you may pay for them out of the 
interstate funds to which we contribute 90 percent,” would be danger- 
ous and wouldn’t be effective. 

Secretary Weess. I certainly think that it would not be effective. 1 
think that if you want to control advertising, outdoor advertising. 
you have to use some such method as we have proposed. I do not 
think that the suggestion which you have made would be effective. 

Senator Corron. Thank you. 

T am sorry to have taken so much time. 

Senator Gorr. Senator Revercomb? 

Senator Revercoms. Thank you, Mr. Chairman. 

Mr. Secretary, under your proposal I believe it has been suggested 
that there be a strip 750 feet wide from the edge of the pavement. 
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Is that correct? And then the States are to acquire this strip, off of 
which advertising is to be kept. 
Secretary Weeks. Or utilize its police power to regulate its use. 
Senator Revercoms. Does it make any difference to you whether 
that is done by purchase, condemnation, or by use of police power? 
Secretary Wrrexs. We have said that how they do it is their business. 
Senator Rrvercoms. And then whatever method is used, you con- 


clude, is satisfactory under the proposed law that is presented here 
now ? 


Secretary Werks. Yes, sir. 

Senator Revercoms. There is an exception, and that stated here is 
for commercial and industrial purposes. If property for 750 feet along 
the highway were zoned for commercial and industrial purposes, there 
would be no preventing of signs of any kind there, would there? 

Secretary Weeks. That is correct. 

Senator Rrvercoms. Then it would largely depend on the use of 
lands along the highways as to whether or not there would be signs 
and signboards and advertising, is that correct ? 

Secretary Weeks. Yes, sir. 

Senator Revercoms. This would not preclude the maintenance of 
signs possibly for very extended lengths. That is correct, isn’t it? 


Secretary Weeks. Do you mean if it was zoned for that purpose? 
Senator Revercoms. Yes. 


Secretary Werks. Yes, sir. 

Senator Revercoms. Commercial or industrial. 

I think I will address this to Mr. Tallamy, because he has spoken 
of the 500-foot-width strip along the New York Thruway. That is 
zoned under the police power of the State; is that correct? 

Mr. Tatuamy. The police power of the State of New York was used 
in giving the New York State Thruway Authority the right to regulate 
outdoor advertising adjacent to the thruway within a distance of 500 
feet from it. 

Senator Revercoms. Do you recall, Mr. Tallamy, on what basis the 
police power of the State was permitted to be exercised? The State 
cannot just say this is police power, I am going to exercise it. It has 
to have areason for it. Safety, for example. 

Mr. Tattamy. Yes; they used safety and preservation of the natural 
assets of the area. I have the law. 

Senator Revercoms. I just wanted to get the basis of the use of 
the police power. 

Mr. Tatuamy. I think, if I may read one sentence, that it may 
give it. 

Senator Revercoms. All right. 

Mr. Taruamy. It says.in the New York State law pertaining to this 
subject, that— 

The unrestricted and unregulated erection and maintenance of advertising 
devices adjacent to the thruway system would create conditions which are inimi- 


cal to the public interest and interfere with the safety, comfort and security and 
welfare of the people of the State and mar the natural beauty of the areas adja- 


cent to the thruway. 

Senator Revercomn. May we conclude that this strip, 750 feet wide, 
along the road, with the exceptions made under your proposal, means 
there will be signs in some places and no signs at other places? Thai 
is in substance the effect of it? 
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Secretary Wzrks. Yes, sir. 

Senator Revercoms. That is all that I have. 

Senator Gore. Would it be a fair and reasonable way to describe 
what you have suggested, Mr. Secretary, as a program to require regu- 
lation of outdoor advertising on the part of the States, but not nec- 
essarily proneaen of advertising? That no State would be required 
to comply, but unless they did, a 5-percent withholding of funds or 
penalty would be assessed with respect to the individual projects sub- 
mitted by that State? 

Secretary Weeks. I look upon it as a program not to require but to 
induce the States to conform to these standards, which we think are 
right. If they didn’t conform, a penalty would be assessed. 

enator Gore. Thank you, Mr. Secretary. 

Senator Revercomb ? 

Senator Revercoms. Mr. Chairman, I do want to make this sug- 
gestion in the form of a question. 

Mr. Secretary, would it be possible under your views of this proposal 
to do away with penalty upon those States which do not conform, and 
to add additional incentive to those who do conform? Would that 
be feasible from your point of view ? 

Secretary Weexs. Anything is possible. 

Senator Revercoms. Would it be feasible? Practical? 

reser * ean All you are asking the States to contribute in this 
Inters‘ate Highway System is 10 percent. If you are going to waive 
a penalty, and install in its place, a monetary incentive, you are going 
to whittle into what is today a pretty small share of the cost of the 
Wanrey project. 

Anything is possible. I think the great thing is to regulate out- 
Sour advertising in some form along this great system of interstate 

ighways. 
enator Gore. Are there further questions of Secretary Weeks? 

If not, Mr. Secretary, the committee thanks you and wishes to call 
to your attention to the fact that you are only 5 minutes overtime, 
thanks to the cooperation of Senator Revercomb and Senator Cotton. 

Secretary Weeks. Thank you, Mr. Chairman. 

(A brief recess was fuer’ 

Senator Gore. The committee will come to order. 

Today, from 10 to 12, has been set aside for proponents of legis- 
lation of the Neuberger bill or other legislative proposals in this 
field. Tomorrow from 10 to 12 has been set aside for opponents. 

It is entirely possible and probable that the committee will not be 
able to complete these hearings today and tomorrow; in fact it is al- 
ready apparent, because two people who were unable to appear either 
today or tomorrow have asked for additional time. So there will be 
1 additional day, not yet scheduled, at which time a sort of rebuttal 
argument can be heard. At that time, the time will be equally divided 
between proponents and opponents. 

The committee is very pleased to hear one of its members, the author 
of bill S. 963, and the author of an amendment which was contained 
in the highway bill of 2 years ago. That amendment was unfor- 
tunately, I think, eliminated on the floor of the Senate by an amend- 
ment. 

Senator Neuberger ? 
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STATEMENT OF HON. RICHARD L. NEUBERGER, UNITED STATES 
SENATOR FROM THE STATE OF OREGON 


Senator Neusercer. Thank you. Mr. Chairman. 

First, Mr. Chairman, I would like to ask your permission, that if I 
paraphrase my written statement, that it appear in full in the record. 

Senator Gore. The statement will be printed in the record without 
objection. 

Senator Neupercer. Thank you very much, Mr. Chairman. 

I am not going to try to read all of it, just because of the many 
people who I know have come here to testify on behalf of legisla- 
“ to restrict signboards along the new Interstate Highway System. 

I do not intend today to go into either the details of the different 
provisions of the bill which I have introduced, S. 963, or those of the 
proposal unveiled with great fanfare by the administration yester- 
day. As far as questions of legislative draftsmanship are concerned, 
we can take them up in executive session after the completion of these 
hearings and, as a member of this subcommittee, I can participate 
in the discussion at that time without taking away time from the pub- 
lic witnesses today. 

I want to begin by referring briefly to the high degree of unanimity 
which seems to exist among all those who do not have a direct eco- 
nomic stake in signboard advertising, as far as the policy objective 
of protecting our new Interstate Highway System against unneces- 
sary advertising signboards is concerned. I believe that virtually 
every disinterested person agrees that travel along the new high- speed, 
limited-access interstate highways—which will be the main arteries 
of long-distance motor travel in our Nation—will be immensely en- 
hanced if we can manage to preserve, to the fullest extent possible un- 
der the conditions of the area concerned, natural and scenic values 
along the roadside. I believe little time need be devoted to arguing 
for this objective—but I think the records should show that wide- 
spread agreement on the desirability of the objective does exist, and 
that our discussion here is largely over the question of means. 

I have referred, of course, to the objections of those who do have 
a direct economic stake in the erection of advertising signboards along 
the new Interstate Highway System and who nat urally do not agree 
with the objective. However, Senators who have been receiving a good 
deal of mail in opposition to billboard control will have noted that 
this opposition is generally expressed 1 in terms of billboard control be- 
ing an invasion of someone’s rights—the rights of the billboard indus- 
try, of farmers, or other landowners, and of States—but that very few 
people will argue affirmatively that the presence of the familiar large 
signboards ac tu ally will add anything desirable from the point of view 
of the traveler along the new interstate highways. 

Of course, Mr. Chairman, the outdoor advertising industry and the 
men and women who work for it have a perfect right to seek to defend 
their economic interests before this committee, and I know that they 
will present their case forcefully when the opponents of this legisla- 
tion are heard tomorrow. I might say that I believe the vast highway 
program which the Congress enacted last year will actually have cre- 
ated a tremendous amount’ of new work ‘and new opportunities for 
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them in connection with relocation and reconstruction of many pri- 
mary and secondary highways, which I think should be taken into 
account and weighed against the claim that the banning of sign- 
boards from the Interstate System will constitute the arbitrary 
destruction of the outdoor-advertising industry. Thus, I think that 
our committee will be able to meet the objections which are raised 
against the principle of billboard control with fairness to all con- 
cerned, and that, I repeat, our main concern is not with the objective 
of signboard-free interstate highways, but with the means of attaining 
it. 

In introducing S. 963, Mr. Chairman, I have sought to propose a bill 
which would take some essential first steps toward making possible the 
protection of the Interstate Highway System from defacement by 
signboards while avoiding as much as possible the objections which 
have in the past been raised against such legislation effectively enough 
to defeat it. 

And I might say, Mr. Chairman, that you and I know from experi- 
ence that some of those objections, whether valid or not, certainly can 
be effective. 

For example, I have no doubt that legally, the Federal Government 
might make adequate billboard control an essential condition in its 
Federal-aid contracts with the States just as it now requires a number 
of other conditions and standards for the interstate highways. As a 
matter of fact, the highway program now includes authority for the 
Federal Government to purchase and retain a 5-foot strip on each side 
of the highway right-of-way where that is necessary to permit the pre- 
vention of access to the limited-access roads. If the Federal Govern- 
ment can constitutionally pay for interests in land to prevent adjoin- 
ing landowners from reaching a road physically, surely it can do so 
to exclude the much less significant access to the highways of adver- 
tising signs, which is visual only. 

Although I am not a lawyer, I have no doubt whatsoever on such 
questions of the power of the Federal Government; yet I know from 
the experience we had in 1955 that the cry of “State rights” has been 
effectively raised against any Federal action to impose billboard 
control without the consent of the State governments. My bill was 
drafted in recognition of that fact, so as to prevent any conceivable 
State rights opposition. It proposes only to offer to the State gov- 
ernment an incentive—and this, Senator Revercomb, is somewhat 
along the line of the point that you raised with the Secretary—to 
adopt national policy standards on billboard control, to be promul- 
gated by the Secretary of Commerce, by authorizing them to use 
their Federal-aid funds to pay 90 percent of the necessary and rea- 
sonable costs of a billboard-control program. Nevertheless, my pro- 
posal has been protested heatedly by opponents of billboard regula- 
tion and I would like to have them explain tomorrow in what way 
my bill would infringe on State rights, 

In view of this background, I was surprised yesterday to find the 
administration announce with great publicity that it was proposing a 
bill which would both be more effective in pushing the States to- 
ward acting to ban signboards along the interstate highways and 
which simultaneously involved no invasion of State rights. 

I want to say, at this point, that we should all be delighted to 
have the administration express its approval for the objective of 
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billboard control. To my knowledge, this subject was never men- 
tioned when the administration sent its Clay report and its highway 
bill to the 84th Congress, or when its witnesses testified before this 
committee at that tume; and I do not recall that either administration 
spokesmen or the administration’s supporters in the Senate came to 
the aid of the billboard-control provision, which the chairman of 
this subcommittee and I were largely instrumental in putting into the 
Gore bill, when that provision had to be withdrawn under fire on 
the Senate floor. Nevertheless, as I say, it is good to have the ad- 
ininistration’s support now, and I trust it will be reflected in Republi- 
can votes for a signboard-control bill in the Congress. 

However, Mr. Chairman, I believe the discussion yesterday brought 
out that, far from being a stronger bill than mine, as it had been 
advertised, the administration hill could not accomplish its ostensible 
objective. As Secretary Weeks admitted, the fourth exception, of 
permissible signboards “upon land that is actually zoned industrial 
or commercial by zoning authority having jurisdiction thereof,” 
would actually permit State and local governments to zone the en- 
tire roadside along the interstate highways as commercial or indus- 
trial property on which any and all advertising signs would be per- 
mitted. As a matter of fact, Mr. Chairman, this exception, along 
with the 5 percent penalty proposed by the administration for non- 
compliance with the billboard ban, would unquestionably have the 
effect of placing State and locai governments under tremendous pres- 
sure to create commercial and industrial zones along the interstate 
highways for the very purpose of avoiding the penalty. If anything, 
this would make the situation far worse rather than better. 

Moreover, I cannot understand why the administration opposes my 
suggestion for making Federal-aid funds available for the necessary 
and reasonable costs of billboard control, on the ground that this will 
divert funds away from essential construction of the interstate high- 
ways—yet, at the same time, the administration is prepared to with- 
hold 5 percent of the Federal funds for the Interstate System com- 
pletely in case a State fails to agree to the billboard ban. This 
withheld 5 percent will surely diminish the construction funds avail- 
able to the States to a greater extent than would the sums which 
might be used to facilitate billboard control through the acquisition of 
advertising rights, as I have proposed. 

Furthermore, the proposed withholding is, rightly or wrongly, much 
more open to the charge of attempted Federal coercion of State gov- 
ernments to comply with Federal standards. Mr. Chairman, I am 
prepared to support a stronger bill than S. 963 if, in the estimate of 
this committee, a stronger bill can be passed. I claim no pride of au- 
thorship in 8S. 963. However, I think we want to report to the Senate 
a bill which will pass, which will establish the principle of billboard 
control for our interstate highways, and which cannot effectively be 
defeated over the charge of coercing State governments against their 
will. 

Secretary Weeks yesterday correctly said that the Federal Govern- 
ment should offer the States an incentive to cooperate in billboard con- 
trol. I agree with the Secretary completely. My bill, S. 963, does 
offer such an incentive in the form of authorizing Federal participa- 
tion in necessary and reasonable costs toward this end. However, I 
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have always thought of an incentive as applying more to the “carrot” 
than to the “stick” when you have a choice between two ways of en- 
couraging action. S. 963 offers a “carrot.” The administration offers 
only a “stick,” in the form of proposing to take away some of the 
funds which we already voted last year, in the legislation sponsored by 
you, Mr. Chairman, for this vast new highway program. 

Perhaps some form of “disincentive” may be needed as well as an 
incentive for compliance with national policy standards of billboard 
control—but the administration proposal seems to me more concerned 
about preventing the use of Federal funds for billboard control than 
with the actual attainment of such a national policy. It seems to put 
budget cutting first—if some States have to turn back 5 percent of 
their Federal highway funds for failure to control billboards—and 
the protection of roadside beauty and natural scenery, a poor second. 

In conclusion, Mr. Chairman, I want to offer for the record of these 
hearings 25 editorials which have appeared in newspapers al] over 
the country in support of the objective of preserving our Interstate 
Highways from the billboard blight which has afflicted so many of 
our roads where no provision was made for such protection at the time 
of their construction. I would also like to tell the committee that I 
have received hundreds of letters and other communications from in- 
dividuals all over the country arguing very eloquently for the public 
policy of protecting the interests of future travelers along the Inter- 
state Highway System. I have received so many such letters, as I 
am sure other Senators have, that I feel we cannot burden the printed 
transcript of these hearings with them all; but I shall offer them for 
the files of the committee, so that they will be available to show the 
widespread concern and interest of many hundreds of individual citi- 
zens who have only a noneconomic stake in this legislation and who 
therefore could express their interests only in writing and could not 
come here in person. 

Before I conclude, Mr. Chairman, I do want to thank you for the 
opportunity to appear here, and I want the record to show that with- 
out your leadership about a year and a half ago, there never would 
have been on the floor of the Senate our original proposal to contro] 
billboards. I understand that that was the first time that the Senate 
ever had before it such a proposal. I think that without that debate, 
even though we failed at that time to retain our provision in the bill, 
there would not have been aroused in our country the public sentiment 
which today, I think, demands some form of legislative protection for 
the scenery along our Interstate Highway System. 

Senator Gorr. Thank you very much, Senator Neuberger, for your 
generous remarks. ’ 

I wish the record to show that it was the Junior Senator from Oregon 
who originally introduced this subject in this committee, and that it 
was his amendment which became a part of the bill which went to the 
floor of the Senate. Nevertheless, I appreciate his willingness to let 
me share in the credit which I think rightfully belongs to him. 

Senator Cotton ¢ 

Senator Corron. Mr. Chairman, I merely want to be sure the record 
is straight. I join in commending the chairman of our subcommit- 
tee—I happen to be the only Republican Senator here who was a men- 
ber of the committee in the last Congress, and I commend the chair- 
man of this committee and I commend Senator Neuberger for his ac- 
tivities in behalf of controlling advertising. 
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I want the record to show, however, that the statement that no Re- 
publican Senators interested themselves i in this is not entirely correct. 

Senator Neusercer. I don’t think I said that. 

Senator Corron. I spoke for it in the committee, voted for it in the 
committee and voted for it on the floor of the Senate, and I don’t re- 
call, but I think others did. I think it would be most unfortunate to 
in ject any partisanship in this. I don’t want to detract one iota from 
the credit due Senator Neuberger and you, but I think that it would 
be unfortunate to have any partisan angle in this. 

I think that the old New England adage that you “catch more flies 
with molasses than you do with vinegar” might work in getting con- 
trol of this advertising in which we are all interested. 

Senator Gore. I think your statement, Senator Cotton, is entirely 
appropriate. 

I would like the record to show that the consideration of this matter 
2 years ago by this subcommittee was entirely nonpartisan. After 
we discussed it the committee arrived at a unanimous action. It was 
stricken on the floor of the Senate by an amendment from a Senator 
on my side of the aisle, and over the objection of Senators on the 
other side of the aisle ; for instance e, the Senator from New Hampshire. 

It is entirely nonpartisan. It was considered entirely on a non- 
partisan basis, and is, as I said yesterday morning, in my opinion still 
a nonpartisan issue. 

Senator Corron. However, I agree that the record should show 
that the Jeadership i in this matter was by the Senator from Tennessee 
and the Senator from Oregon. 

Senator Gore. Principally the Senator from Oregon. 

Senator NreuBerGer. Senator Cotton, you are quite right, and the 
chairman, of course, is quite right. My reference was only to the ad- 
ministration and not to any Member of Congress. I appreciate your 
correction and it is accepted wholeheartedly. 

Senator Gore. Senator Revercomb ? 

Senator Revercoms. Senator, while this poimt is alive and being 
(liseussed, I believe I should say this is my first crack at the question. 

Senator Neusereer. I hope you take a good whaek at it. 

Senator Revercoms. I wasn’t fortunate to consider it the last time 
it was here. Certainly it is a matter totally nonpartisan. 

May I ask the Senator a question or two? 

Senator Gore. Certainly. 

Senator Revercoms. How would you acquire the right to control 
advertising on a man’s land, a private citizen’s land? 

Senator Nerusercer. It seems to me that you can run a road through 
a person’s land, and you can acquire an advertising easement to for bid 
advertising on that land along the right-of-way of a Federal, State, or 
any other highway. 

Senator Revercoms. You could undoubtedly, under the statutes of 
eminent domain, acquire the right to a roadway, but I have not been 
and J want to be informed upon it, about the right to use eminent 
domain to acquire advertising rights back from the road. 

Senator Nevpercer. I felt that counsel for the Commerce Depart- 
ment made rather clear yesterday, that in his opinion the Government 
had the right to do that. Of course, I think that the State Govern- 
ment will have to do it under both the Commerce Department’s pro- 
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posal and mine. The State Government will have to cooperate with . 
the Federal Government in this endeavor. But it just seems to me 
that it follows as a matter of course that if the Government has the 
power to acquire a highway right-of-way, it can acquire the advertis- 
ing rights, too. 

For example, I don’t think that you could erect on land alongside 
the highway a great beacon, for example, that might in some way 
disturb the visibiblity of people. TI think, by the same token, that you 
cannot erect a sign which i in the judgment of the State government 
would deface the scenic beauty and the roadside grandeur of the high- 
way. I believe that many States—not many States, I wish there were 
more—I think a number of States have already enacted billboard con- 
trol measures which have been effective in protecting certain limited 
access roads and throughways in various States. If I am not mistaken, 
New York is such a State. 

Senator Revercoms. Let me say that undoubtedly under the laws 
of every State which I knew of, the right to put a road in, and to main- 
tain it, and to acquire what we know as a fee title in the land, can be 
taken under State law. But here you are taking an additional property 
right which we call the right of advertising. If it were a question of 
safety I think under the power of what we ‘know as police power, that 
power can be exercised. But I do have a question in mind as to 
whether or not under the various State laws, and it would depend 
upon the various State laws, whether or not you can condemn the 
right to advertise. You cannot condemn for everything. The State 
cannot go out, unless it shows a public use, a needed public use, it can- 
not even exercise the power of eminent domain. 

Senator Neupercer. There are a number of court decisions which 
uphold this right of States. I think Vermont has done it and I think 
New York has done it, and I think legislative action in that respect 
has been upheld by court decisions. Tam sure ofthat. Iam speaking 
from memory. I am sure of that with respect to those two States. 

My own State has built a very fine throughway from Portland to 
Salem, the State Capital, and the highway commission promulgated 
regulations limiting billboards to every thousand feet. I think that 
that is too generous. But if they can limit them to every thousand 
feet it seems to me that they can ban them entirely. 

Senator Revercoms. What is your thought as to the distance from 
the pavement? How far back from the pavement should this regula- 
tion exist to be practical? 

Senator Neunercer. I had thought 500 feet would be sufficient. 
But in the judgment of Mr. T: allamy, and Commissioner Curtis. who 
know far more about highway visibility and such matters than I do, 
750 feet is desirable, and I would prefer 750 feet. It is conceivable 
that the 500 feet might not be enough if nasheboay wanted to erect 
a huge jumbo of a sign that would dominate the whole landscape. 
And if they think 750 ‘feet is preferable to 500 feet, I would certainly 
accept their judgment. 

Senator Revercoms. To what extent would you control? The bill 
presented here by Secretary Weeks makes an exception in what would 
be known as a zone for commercial and industrial use. What about 
that feature? 

Senator Neusnercer. I think such an exception, Senator Rever- 
comb, would just encourage a violation, if not gross evasion of the 
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provisions of the bill. The Secretary himself admitted yesterday 
that in a State like New Jersey or New York or Pennsylvania, the 
State Government could zone a whole highway. And it seems to 
me— 

Senator Revercoms. If I may interrupt I believe he said it would 
not be practical, but they could do that. It is possible, but not prac- 
tical or a reasonable thing to zone the whole highway for commercial 
or industrial use; maybe long stretches of it. 

Senator Neusercer. My exceptions are stated on page 2 of the bill, 
and I would limit it to those exceptions. 

(1) Signs necessary for highway directional information and of- 
ficial notices. 

(2) Signs indicating the availability for sale or lease of the prop- 
a on which they are located. 

(3) Signs located in commercial areas adjacent to and accessible 
from such highways and advertising a business conducted on premises 
in the commercial area. 

It seems to me that unless the prohibition is fairly complete that you 
are going to have discrimination in the exceptions that are made. A 
great deal has been said about safety. I thought Senator Kerr had a 
ood point yesterday, if you take your eyes off the road to look at a 
beautiful waterfall you may be in just as much danger as if you take 
your eyes off the road to look at an Old Crow whisky ‘advertisement. 

Senator Gorr. Jack Daniel. 

Senator Neusercer. It is made in Tennessee. The accident might 
not be so bad. 

I think the basic objective here is the protection of roadside beauty. 

I don’t think there has been any country whose roadside scenery has 
been as cluttered up as this country. I have had friends from other 
countries drive through the countryside and they are just amazed by 
the great plethora of : signs and gaudy billboards and so on. To me, 
the fewer exceptions, the better, because the minute you have 1 or 2 
exceptions, then other people are going to feel that they have been 
discriminated against. 

Senator Revercoms. I believe that is all. 

Senator Gorr. Senator Neuberger, in testimony } yesterday Secretary 
Weeks mentioned the diversion of attention as a factor in safety. It 
seems to me that there went unmentioned other factors affecting safety, 
such, for instance, as the possible clustering of signboards or the ap- 
pearance of a distracting signboard near an intersection or approach- 
ing intersection, and also perhaps on the inside of a curve, thus affect- 
ing vision. 


I want to point out those two additional possible factors affecting 

safety. 

Senator Neupercer. You are quite right, Mr. Chairman. The sign- 
board business, the outdoor advertising business, is a multimillion 
dollar business. There are very ¢ capable people engaged in it. They 
themselves have engineers that know how to make maximum use of 
the road which the public builds. They know that if they can get land 
on a curve, or a place where the highway just comes over a grade, 
the eye of the motorist and passengers will be inevitably focused on 
that place; they, of course, erect a billboard there. They wish to 
attract the maximum attention, either from the driver, or the pas- 

senger, or both, in a particular vehicle. 
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Before I leave the chair, I would like to mention one thing that 
occurred to me yesterday. I felt that the estimate placed by the 
official from the Commerce Department on the cost of purchasing 
advertising easements is far too high. After all, there is absolutely 
no advertising value to that land until the American public spends 
millions and billions of dollars to put ina road, Anybody who erected 
a sign on this land before the road was put in would be taken to St. 
Elizabeths Hospital, because there would be nobody to see the sign. 

In other words, the whole value of that land for advertising pur- 
poses is created by the road, not by anything that the person on the 
land has done. And it seems to me that advertising easements, because 
of that particular reason, ought to be far cheaper than the administra- 
tion estimated. 

Senator Gorr. Would it be fair to say then that the point which 
you seek to make at the moment is that the Government itself, by 
expenditure of the people’s money, is creating the advertising utility 
which your bill seeks to regulate ? 

Senator Neusercer. Definitely. 

Senator Gore. And to that extent, then, you feel your bill, do you 
not, would not take from any group or any industry that which it has, 
but would subject to governmental regulation that which the Govern- 
ment itself is about to create? 

Senator Neupercer. Definitely. 

Senator Gore. Senator Cotton ? 

Senator Corron. Generally speaking that is true. But in fairness 
to the advertisers isn’t it a fact that there are however certain portions 
of this highway, and quite considerable portions, that follow the route 
of the presently existing highways? 

Senator Neupercer. Yes. I think a great deal, or a substantial 
portion. 

Senator Corron. In those instances it might require the removal of 
signs or relocation of signs that are actually in existence; just in 
fairness. 

Senator Gore. I believe the record should show that the Interstate 
System as now contemplated will be about 90 percent in new location. 
There is that remaining 10 percent. 

Senator Corron. That wasn’t the testimony last year, however, 
was it? 

Senator Gore. I believe the staff will have to inform us. 

Mr. Syeep. It was 75 percent. 

Senator Gore. Iam sorry. It is 75 percent. 

Thank you, Senator Cotton. 

Senator Corron. However, that is very minor. I thought the rec- 
ord should show that. 

Senator Gore. You are entirely correct. My estimate was too high. 

Senator Neusercer. Senator Cotton, outdoor advertising is differ- 
ent from almost any other kind of advertising. For example, if a 
newspaper or a magazine, or a television station sells advertising space, 
a great deal of money must be spent to give the advertising some util- 
ity. A magazine or newspaper must be printed, writers and pho- 
tographers are needed. The television station requires a transmitter, 
newsreels, movies, announcers, and new programs to make people 
tune in the station to look at the advertising. 
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But outdoor advertising is entirely different. The whole utility 
to outdoor advertising is created not by the advertising company, but 
by the highway constructed out of the taxes paid by the American 
motorist. 

Senator Corron. I am sure we all recognize that. I was merely 
commenting on that one minor point. 

Senator Gore. Thank you very much, Senator Neuberger. 

Senator Neusercer. Thank you, Mr. Chairman. 

(The editorials submitted by Senator Neuberger are as follows:) 


{From New York Times, February 17, 1957] 


BEAUTY AND THE BILLBOARD 


The outdoor-advertising lobbby is showing its usual effrontery in a current 
campaign against proposed Federal control of billboards along the new 41,000- 
mile Federal Highway System. Latest example is its claim that such restric- 
tion would constitute an invasion of States’ rights. 

What nonsense this is! The Federal Government is paying 90 percent of the 
cost of this great transcontinental road network; it sets the standards for the 
roads; and the roads themselves and the motorists who travel on them create 
the values from which the billboard owners would profit. Yet even a mild at- 
tempt to prevent America’s magnificent countryside from being blotted out be- 
hind a scabrous wall of advertising signs is denounced as infringement on 
States’ rights and a misuse of Federal funds. 

The fact is that Senator Neuberger’s bill, introduced last month, merely di- 
rects the Secretary of Commerce to establish standards to protect scenic beauty 
along the highways by controlling signs within 500 feet of the right-of-way, 
and to enforce those standards on Federal property. When it comes to property 
under State jurisdiction, the standards would be merely advisory, though if a 
State wanted to abide by them it would receive Federal help in the preclusive 
purchase of advertising rights along the highway. What could be more rea- 
sonable, even to the most sincere States’ righter? 

Naturally there is no objection, except possibly from a safety point of view, 
to outdoor advertising in many industrial, commercial, or other built-up areas. 
But there is a deep public interest in preventing the great through routes that 
are only now beginning to be constructed across the country from becoming long 
ribbons of billboards and hotdog stands. 


{From St. Louis Post-Dispatch, February 6, 1957] 
Not MILES OF BILLBOARDS 


Presumably the American people do not want to pay out nearly $30 billion 
for 41,000 miles of potential billboard advertising sites. That is why Senator 
Neuberger, of Oregon, in an address reprinted on this page, proposes legislation 
to control commercial advertising along the new Federal highways. 

Senator Neuberger makes the simple point that motorists, through taxes, will 
pay to make such advertising possible simply by paying to build the new high- 
ways. Yet if nothing is done to control advertising, forests of billboards may 
hide forests of trees and other natural beauty from the motorist. Safety also 
is involved. 

This issue caused a furore in the early 1930’s. At that time most States had 
adopted laws prohibiting commercial signs on public highway property. Massa- 
chusetts went further, put a $4 annual tax on billboards and prohibited them 
within 50 feet of a highway right-of-way. In Canada, the Province of Quebec 
prohibited all billboards. 

Now the issue had been revived because, as Senator Neuberger says, construc- 
tion of thousands of miles of new superhighways affords an opportunity which 
will not arise again to preserve esthetic values. Once the roads are built, once the 
billboards line them, it will be too late. 

Senator Neuberger’s solution is simple, though it will certainly add to the cost 
of new highways. He would permit the Federal Government to reimburse 
the States for buying advertising rights on private property within 500 feet of 
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the public highway land. Secretary of Commerce Weeks has indicated he is 
considering a similar plan and its cost. 

Perhaps the Nation’s road builders will come to view the cost of billboard con- 
trol as part of the necessary cost of highway building. For it makes little sense 


to build beautiful roads but permit them to be surrounded by tasteless and some- 
times dangerous distractions. 


{From Washington Post, February 15, 1957] 


BATTLING THE BILLBOARDS 


Every driver who has been offended by some advertiser’s attempt to improve 
nature with a patent medicine billboard will wish Senator Neuberger luck in 
his drive to protect projected Federal superhighways from the blight of billboards. 
It is painful to speculate what could happen to the proposed 40,000-mile Inter- 
state Highway System if no restraints are placed on billboard pastepots. Senator 
Neuberger’s modest proposal would encourage States to acquire rights up to 500 
feet from the highways, and would ban outright all unsightly billboards on high- 
ways passing through Federal land. 

The Senator’s bill is less stringent than a similar measure he introduced in 
the last Congress. The earlier bill was defeated in large part because op- 
ponents argued that it violated States’ rights. Mr. Neuberger has now made 
State participation optional, which increases its chances of passage but unhappily 
lessens the protection it offers. As it stands, enactment of the Senator’s proposals 
seems the very least the Government should seek in preventing Federally 
financed superhighways from being choked with hucksterism and honkytonk. 


[From Pendleton East Oregonian, February 13, 1957] 


Oregon newspapers have been expressing unqualified support for legislation 
that would regulate the erection of billboards along the new Federal highway 
system. Author of the legislation is Senator Richard Neuberger. 

As long as lobbyists for the billboard companies can breathe the legislation 
will have tough sledding, But we’re sure it will eventually be adopted because 
of the overwhelming voice of public opinion that will demand it, 

So far the opposition of the billboard companies has been pretty silly. They 
are claiming that they perform a public service by preventing lazy motorists 
from falling asleep at the wheel, hypnotized by the natural scenery. 

We like a bit of Ogden Nash verse, quoted by Eric Allen, Jr., managing editor 
of the Medford Mail-Tribune, on the subject: 


“T think I shall never see 
A bill board lovely as a tree. 
Perhaps, unless the billboards fall, 
I'll never see a tree at all.” 


{From the Oregonian, Portland, Oreg., February 4, 1957] 
FREEWAY PICKET FENCE 


Senator Neuberger’s bill to regulate signs and billboards along the right-of-way 
of the projected Federal throughway system is permissive as it affects all lands 
but those owned by the Federal Government. No State need enforce compliance 
with the restrictions on its own or private lands, although it would be encour- 
aged to do so by Federal commitment to pay 90 percent of the cost of purchasing, 
and thereby eliminating, advertising rights within 500 feet of the right-of-way 
of the limited access interstate highways. 

For this reason it is important that the Oregon State Legislature again at this 
session give urgent consideration to the matter of billboard regulation on the 
lands bordering freeways. Stricter State legislation will be required to comple- 
ment and give effect to the Neuberger bill, should it be approved in Congress, an 
event that gained in possibility a few days ago when Seeretary of Commerce 
Sinclair Weeks told Congress: “There is widespread feeling throughout the 
country that advertising adjacent to the Interstate System (of freeways) should 
be restricted in order to preserve the beauty and character of the natural land- 
scape and in the interest of highway safety.” 
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The 1955 legislature adopted compromise legislation to apply to the State’s 
freeways. But a short drive along the Baldock Freeway between Portland and 
Salem will reveal the inadequacy of that legislation. Commercial advertising is 
permitted if the boards are no nearer together than 1,000 feet on each. side of 
the highway. Counting both sides, this permits the erection of 1 sign every 
500 feet or at the posted 70 miles an hour, 1 sign every 5 seconds. 

These new roads are to be permanent ones. Wisely, access will be restricted, 
so that they will not be choked out of usability in a few short years, as have been 
McLoughlin and Barbur boulevards. It is just as important that roadside adver- 
tising be likewise severely limited to preserve indefinitely the natural vistas 
along the way. Under present Oregon law, these fine, new roads would soon be 
fenced by billboards with a picket every 5 seconds. The American people propose 
to spend $27 billion on the nationwide freeway system to buy added convenience 
and pleasure for themselves, not to create a commercial gantlet the whole value 
of which to advertisers is created by the motorist himself as a captive audience. 


{From the Oregon Journal, February 4, 1957] 
To Prorecr Our Two INTERSTATE ROUTES 


We have had occasion in the last few months to entertain several visitors from 
Hawaii who had never before seen the mainland. Without exception, almost 
their first comments were directed at the billboards which clutter our landscape. 

You see, Hawaii is free of them by law, and the law is supported overwhelm- 
ingly by public opinion. Hawaii residents are doubly motivated by an esthetic 
appreciation of the island’s scenic attractions and a liking for the dollar of the 
mainland tourist who has the same appreciation of uncluttered beauty. 

The same motivations exist among some Oregon folk. There are those who 
consider billboards against nature. And there are others who see them as a 
deterrent to the tourist business. For Oregon, like Hawaii, depends for a re- 
spectable share of its income on those who come from other places to see what 
nature has put here. They find excessive outdoor advertising anything but a 
lure. 

We would not go so far as to say that all billboards should be removed from 
Oregon’s landscapes, but we have always supported those measures to restrict 
them. 

A bill was passed by the 1955 legislature which put spacing limits on billboards 
and other advertising signs on Oregon highways, but the motorist traveling at 
60 miles an hour finds little eye relief in between them. 

An amendment to this law is to come before the present legislature, sponsored 
by the Oregon Roadside Council, which would put further advertising limita- 
tions on our two Interstate System routes which are to be vastly improved under 
the new Federal highway program. 

The two projected freeways will be something special in engineering and 
landscaping. These special qualities will be marred unless the rights-of-way 
have relative freedom from unsightly advertising signs. The regulations in the 
proposed bill are reasonable. Oregon ought to give these two routes this much 
eye protection. 


[From the Oregon Statesman, Feb, 8, 1957] 


BILLBOARDS AND BOREDOM 


Several days ago we ran an editorial discussing the monotony factor on driv- 
ing straight, easy-to-drive highways. The resulting boredom becomes a hazard 
for safe driving. The editorial prompted a letter from M. D. Cole, manager of 
the Portland branch of Foster & Kleiser Co., dealers in outdoor advertising. Mr. 
Cole forwarded some literature to show that roadside billboards, by attracting at- 
tention, serve to break the monotony of driving, hence they are aids to safe driv- 
ing. He writes: 

“It has been proven that outdoor advertising makes a very definite contribu- 
tion in this area of traffic safety in that they provide the stimuli that serve to 
break the monotony of driving freeways.” 1 

We are willing to accept his thesis that billboards do command attention and 
in that way help to keep the driver awake, but do not believe that justifies their 
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unrestricted erection. We do not join with those foes of billboards who rate 
them as safety hazards through*distraction of the driver’s attention,-though 
in cases that may occur. Our objection to billboards is that they mar the beauty 
of the rural landscape. There are plenty of places for spotting billboards where 
they do not offend by desecrating the scene without invading countryside and 
mountainside and seashore. 


{From the Washington Daily News, February 13, 1957] 
Siens Versus ScENERY 


“T think that I shall never see 
A billboard lovely as a tree. 
Perhaps, unless the billboards fall, 
I'll never see a tree at all.” 


Ogden Nash, humorist, wrote it. But it’s desperate humor. 

The “perhaps” stands in fair way of becoming a certainty unless Congress 
and the States act quickly to protect our multi-billion-dollar Federal investment 
in the planned 41,000 miles of superhighways. (The billboard lobby got controls 
dropped from the appropriations bill.) 

Of course, billboards have no right to blight the natural beauties made acces- 
sible to all by the new highways. 

If you’re a car owner, and like to see scenery instead of signs when you 
drive out into Maryland or Virginia, you’ll be interested in reading our story on 
page 2 about Senator Richard Neuberger (Democrat, Oregon) and his upcoming 
third round with the billboard heavyweights. They’ve won the other two. 

When Senator Neuberger was an Oregon State legislator, he proposed firm 
State control of signboards on Oregon’s roads. The hucksters liked him. 

“At the Federal level,” says Senator Neuberger, “they accuse you of violating 
States rights. 

“At the State level, they accuse you of robbing the widows and orphans of the 
money they get for renting billboards.” 

Sure enough, on Monday, Harley B. Markham, head of the Outdoor Advertis- 
ing Association of America, kicked off the campaign against Federal control by 
testifying here that it would violate States rights. 

The Maryland State Roads Commission has written two bills, now before the 
legislature, providing for modest controls. We reported yesterday that the 
American Automobile Association is for these bills. 

We hear now the signboard people are going to oppose them, too, as well as 
the Federal control. 

Because there’s not enough protection in them for the widows and orphans 
who rent signboards, maybe. 

Senator Neuberger’s bill is fair. It would have the Government encourage 
regulation by helping to pay for advertising easements. But it would recognize 
the States rights to exercise regulatory control, providing certain minimum 
standards were observed. 

The bill deserves prompt passage by Congress, but he’ll need plenty of help. 
If the taxpayers will let their Congressmen know they’re watching, it might 
help them make up his mind. 


[From New York World-Telegram, New York City, February 12, 1957] 
Scenic BiicHT 


“TI think that I shall never see 
A billboard lovely as a tree. 
Indeed, unless the billboards fall, 
I’ll never see a tree at all.” 


Ogden Nash, humorist, wrote it. But it’s desperate humor. 

The “perhaps” in the poem stands in fair way of becoming a certainty unless 
Congress and the States act quickly to protect our multibillion-dollar invest- 
ment in the planned 41,000-mile network of superhighways. 

Billboards have no right to set up Safety hazards or blight scenic splendors 
made accessible to all by the new highways. 

Senator Richard L. Neuberger (Democrat of Oreg.), sponsor of legislation 
to regulate advertising adjoining the highways, puts it succinctly : 
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“It’s the motorist’s money which makes the billboard site of value. If the 
highway were not there, the sign board would be worth less than a continental 
dollar.” 

Senator Neuberger’s bill is fair. It would have the government encourage 
regulation by helping to pay for advertising easements. But it would recog- 
nize the States rights to exercise regulatory control, providing certain minimum 
standards were observed. 


The bill deserves prompt passage by Congress. 


[From the Evening News, Harrisburg, Pa., February .25, 1957] 


CONTROLS ON THE BILLBOARDS 


“T think that I shall never see 
A billboard lovely as a tree. 
Perhaps unless the billboards fall, 
I’li never see a tree at all.” 
—Ogden Nash. 


The multi-billion-dollar Federal highway program, with its projected 40,000 
miles of new roads, has made a lot of people happy. The cement industry, for 
instance, is just bursting with joy at the vision of 13 consecutive years of boom- 
ing production and prosperity. 

Perhaps, the happiest of all people is just the plain American motorist. No 
one has to tell him that highway construction hasn’t kept pace with the sky- 
rocketing increase in automobiles and trucks. He spends much of his daily 
life on crowded and dangerous highways. 

The billboard industry all across the land is very happy, too. It couldn’t 
help but be. The way their signboards stretch out, mile after mile, they must 
fast be running out of available highway for their uses. 

When the last Congress was putting the 13-year, $36 billion highway building 
program on the road last year, it thumbed down authorization to acquire ease- 
ment rights up to 500 feet along each side of the new highways so that motor- 
ists could drive on them without being hemmed in with a clutter of billboards. 

This likelihood has given rise to an increasing storm of protests and demands. 
They come from highly placed Federal officials such as Secretary of Commerce 
Weeks. They come from an array of State governors and highway officials. 
And they come from a raft of ordinary American citizens. 

At Washington, Senator Neuberger of Oregon has introduced a bill that would 
limit billboard advertising on this massive network of new superhighways. He 
proposed no sweeping Federal ban. Such a ban would be of doubtful legality. 
He proposed simply that the Federal Government reimburse the States for the 
costs of rights-of-way along the Interstate Highways which they might purchase 
in the interests of billboard regulation. 

He introduced his bill with this comment : 

“The construction of these thousands of miles of new highways gives us 
once more the opportunity to preserve the aesthetic—as well as the merely eco- 
nomic—values of such travel through the American landscape * * *. Unless we 
give thought now to the question of what the traveler is to see * * * we know 
that he will see what we see along other highways today: Signs and billboards, 
large flat boards placed to capture his attention, designed with all the skill 
commercial artists can muster, to hammer into his consciousness the virtues 
of a cigarette, a whisky, a brand of automobile or gasoline.” 

Here in Harrisburg, Governor Leader has told the general assembly: “We 
will ask the legislature to help us stop the blighting of our highways by sign- 
boards and shacks through the enactment of a highway zoning law. It would 
seem to me that the people of this country will deeply resent paying billions of 
dollars for new highways, only to see them desecrate the countryside. We 
should not be in the business of creating captive motor audiences for the bill- 
board business.” 

This administration-backed legislation soon will be going into the hopper of 
the general assembly. Its need is apparent from just the standpoint of the 
State’s share of the Federal-aid program. In the first 3 years of this low-operat- 
ing program, Pennsylvania will get $383.4 million in Federal road funds which it 
must match in varying percentages. For the entire 13 years, the State’s Federal- 
aid total will be an astronomical $1.8 billion, Mile after mile after mile of new 





56 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


highway will come into being—new highway which cannot very easily be cleaned 
up of billboard blight retroactively. Billboard regulations should be laid dowa 
while these hundreds of miles of new road still are on the drawing boards. 

The billboard interests already are going all out at Washington to defeat 
again any Federal legislation which would clamp controls upon them. Publicly 
they are proclaiming that any such Federal controls would be an infringement 
of State’s rights and an illegal use of Federal funds. 

This States rights routine is the old standby every time the subject comes 
up in Congress. As applied to the Neuberger bill, it is stuff and nonsense. 

More quietly, the billboard industry is going all out with its lobbying, attempt- 
ing again to line up as many Congressmen on its side as it possibly can. 

This maneuver will succeed, too, as it always has, unless Americans make 
themselves heard. Pennsylvanians would be well advised to make known their 
views to Senators Clark and Martin and their district representatives if the Neu- 
berger bill is to get any place. 

Pennsylvanians also would be well advised to let their State representatives 
and senators know that a billboard control law should be enacted at the State 
level. 

This is prize example where silence won’t mean public consent. Such a silence 
just will guarantee that the billboard interests will continue to go their unregu- 
lated and merry way. 


{From the Patriot, Harrisburg, Pa., February 25, 1957] 
OTHER Eprrors CoMMENT—A BILLBOARD BAN 


NEED FOK ALARM 


Washington Post: “Secretary of Commerce Weeks and Senator Bush are rightly 
alarmed at the prospect that the projected 40,000-mile Interstate Highway System 
may be despoiled by billboards * * * The last Congress turned down a proposal! 
to authorize acquisition of rights up to 500 feet from the highways to safeguard 
against ribbons of clutter like that on the old U. S. 1 between Washington or 
Baltimore. This plan or some workable substitute ought to be considered afresh 
in this session. * * * It may be that a uniform Federal regulation is impracti- 
eable. But, at the least, the granting of 90 percent Federal aid for the interstate 
projects could be conditioned upon proper locally tailored State regulations. If 
these are not to be prohibitively costly or, indeed, impossible to effect, the con- 
trols must be established at once before the superhighway progresses any 
further.” 

SCENIC AND SAFE 


Detroit News: “Fears that the Nation's new System of Interstate Highways 
will be lined with billboards have prompted Congress to study the advisability 
of Federal legislation, chiefly in the interest of preserving scenic beauty. A more 
impressive argument might be put forward in the interest of highway safety. 
The purpose of the billboard is to attract the attention of the motorist. Anything 
which diverts his attention creates a hazard. * * * We would advise those inter- 
ested in beauty to join forces with those who place the larger emphasis on safety 
Their argument will be the more persuasive, and if they succeed they still will be 
accomplishing their original purpose. For if billboards are controlled as a safety 
measure, beauty remains undefiled, too—as much of it, that is, as turnpike 
travel allows.” 

SIREN SONG 


Baltimore Sun: “The Outdoor Advertising Association of America has opened 
a campaign to plaster billboards over the 41,000 miles of new Federal interstate 
highways which will be built in the next 10 years. In a meeting described by 
Commerce Department officials as ‘extremely congenial’ the president of the 
OAAA told Undersecretary Louis N. Rothschild that prohibition of billboards 
would be ‘economically unsound’ and that charges that advertising would spoil 
the landscape were ‘unfounded.’ * * * Lest the people over in Commerce forget. 
let us recall counsel for the defense of highways, the redoubtable Mr. Robert 
Moses of New York. In a recent issue of Harper’s he forecast exactly the argu- 
ments which would be used by the billboard men, and wrote that ‘we face the 
prospects of speedways built in gasoline gullies, obliterating scenery and con- 
fined between continuous rows of offensive advertising.’ * * * It is to be hoped 
that people who feel like Mr. Moses may get an equally congenial hearing when 
their turn comes.” 
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ENCOURAGING STEP 


Meadville Tribune: “The billboard advertising industry has taken a beating 
on two fronts recently. In New York, famed financier Bernard Baruch has 
bought two little islands in the lower bay for the purpose of keeping them out of 
the hands of billboard advertisers. In Los Angeles the Union Oil Co. has an- 
nounced that it is dropping all its billboard advertising which used to appear 
in 8 Western States, cover some 1,900 boards, and cost the company about a million 
dollars per year. Billboard advertising needlessly clutters up the Nation’s high- 
ways and often gives our boroughs and cities an unsightly appearance. In addi- 
tion, it constitutes a distraction for the motoring public and, to that extent, 
causes accidents. In the interest of keeping our highways beautiful and safe 
and our cities attractive, billboard advertising should be discouraged or 
discontinued.” 


ACTION IS NEEDED 


Philadelphia Inquirer: “Senate investigators recommending that quick action 
be taken by Congress to prevent the new National System of Interstate and De- 
fense Highways from being lined by billboards are on the right track. Too many 
of our highways are already cluttered with advertising signs and hodgepodge 
wayside developments which cheapen the countryside, hold up traffic and hide 
the natural beauty of the American landscape * * * Sinclair Weeks, Secretary 
of Commerce, is right when he says there is ‘widespread feeling’ against permit- 
ting this blight to descend upon the new highways. * * * Congress should act 
quickly to guarantee that the Federal highway system will not shame the Ameri- 
can people.” 

LET’S SPEAK UP 


Pittsburgh Press: “Unless Congress hears promptly from the folks back home, 
it won't be possible to see much of America from the new Federal highway 
system. It promises to be 41,000 miles of commercial billboards, blocking out the 
natural beauties of the land. The Federal Government will pay 90 percent of 
the cost of the new system, out of taxes collected from motorists. But the law 
authorizing construction gives the Government no power to control billboards. 
The States can protect their scenic views by buying easement from property 
owners to keep the boards back 500 to 1,000 feet from the highways. But it is 
questionable whether Federal funds may be used for this purpose.” 


{From Pittsburgh Post Gazette, February 4, 1957] 
PLEADING FOR NATURE 


Congress will take up few more worthy bills this year than one introduced by 
Senator Neuberger of Oregon that is designed to make our new highway system 
beautiful as well as practical. What with the $50-billion program of highway 
building that Congress voted last year, the Nation is entering a new era of the 
open road. The question is, Will the road be open to the pageant of Nature or 
will it be open merely to a confining parade of billboards? 

The Senator pleads for nature. So dowe. So, we believe, do the overwhelming 
part of Americans. 

Under the Senator’s bill, Uncle Sam would try to curb billboard advertising 
on the new interstate highways that will crisscross the land. Where Sam owns 
or controls the rights-of-way, he would directly impose the curb. Where the 
several States own or control them, he would induce cooperation by moral and 
economic suasion—the latter having considerable force because he will pay 90 
percent of the cost of the interstate highways. 

Senator Neuberger notes that here is an opportunity that will come but once 
for this generation. “America’s highways,” he say, “could be scenic corridors 
through the beauty and variety of our land, uninterrupted by unsightly bill- 
boards. But the tourist * * * is pursued everywhere by blatant demands that 
he buy this or that. * * * The motorist pays for the road with his fuel and 
vehicle taxes. He ought at least have the right to glimpse the grandeur which 
the Almighty created throughout our countryside.” 

To which sound opinion Congress should give a prompt and effectual “Amen.” 
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[From Worcester Telegram, Worcester, Mass., February 26, 1957] 


A New ATTACK AGAINST BILLBOARDS 


The Federal Government’s huge highway-aid program is still missing one 
important safeguard—an antibillboard clause. 

Attempts to include such a clause before the program was adopted last year 
were defeated. A new attempt will be made this year, however, and already 
the billboard interests are fighting back hard. 

The Outdoor Advertising Association of America, Inc., for example, belittles 
the idea that our new interstate highway system is in danger of becoming 
long ribbons of billboards. 

Harry B. Markham, the association’s board chairman, declares that such fears 
are groundless. To bolster his case, he quotes with obvious approval, an as- 
sociation finding that billboards presently average “one to the mile.” 

Markham clearly finds this statistic reassuring. The motoring public, on the 
other hand, may regard it as further evidence that our highways and scenic 
beauties have been abused to the breaking point already. 

Some States have taken steps to control the billboard menace. Massachusetts 
is among them. The outdoor advertising division of the State department of 
public works refuses to approve billboards on highways in open country or in 
residential districts. It also bars signs for a distance of at least 100 feet on either 
side of new highways. A campaign against illegally placed signs has already 
succeeded in removing nearly 2,000 billboards from State property adjoining 
Massachusetts highways. 

But there is still room for improvement. Senator Richard L. Neuberger 
(Democrat of Oregon) is one of those spearheading the drive to place billboard 
control on some sort of uniform and nationwide basis. 

Under his proposed amendment to the Federal highway bill, commercial signs 
could be controlled within 500 feet of the right-of-way of any interstate road. 
Where highways cross Federal public lands, the signs would be banned outright. 
On other property, the Federal Government would pay 90 percent of the cost of 
buying up advertising rights along the 500-foot adjoining strip provided any 
State wished to take advantage of the offer. 

Senator Neuberger believes this provision would meet demands by the States 
right group which defeated the anti-billboard clause a year ago. He may be 
overly optimistic. 

But his plan is probably the strongest legislation which can be obtained from 
Congress at the moment. At least its passage would establish the principle that 
preservation of natural beauty along our highways is the legitimate concern of 
all of us. 


[From Camden (N. J.) Courier-Post, February 20, 1957] 


Scenic BEAUTY oR BILLBOARDS? 


As the Courier-Post warned in a recent editorial, the billboard interests are 
fighting desperately against any limitation on commercial advertising along the 
Nation’s new 41,000-mile Federal highway network. 

Representatives of the Outdoor Advertising Association of America have car- 
ried to Commerce Secretary Weeks their battle against regulatory bills introduced 
in Congress. They make the farfetched claim that such legislation would be 
“an invasion of States rights.” Their spokesman says they do not object to 
“reasonable regulations” at “local levels” (where they know they could more 
easily persuade officials to their way of thinking). But they object to regula- 
tion or legislation at the Federal level (where their wiles would be less effective). 
So they challenge all authority of the Federal Government in this field on the 
threadbare “States rights” theory. 

The billboard people also make the rather unfathomable claim that Federal 
regulation would be “economically unsound” and would “misuse Federal funds 
to create a Federal monopoly of the right to do business” along the new roads. 

Finally, they try to tell us that billboards do not impair the landscape and 
scenery, which is an insult to any motorist’s intelligence. 

It is simply because billboards do destroy natural scenic beauty and esthetic 
values that the opposition to them is so strong. It is simply because billboards 
have made so many existing highways “jungles” of obnoxious commercialism 
that the determination is so strong to prevent this happening to the new Federal 
system. 
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The public, which would pay to make this obnoxious commercialism possible 
merely by paying for the new highways, has every right to demand that it be 
prevented through reasonable regulation. 

Elsewhere on this page we reprint an address in the United States Senate 
by Senator Neuberger (Democrat, Oregon), sponsor of one of the regulatory 
bills now in Congress. In the speech he explains that his bill enly consists 
of reasonable regulation, and is not .prohibitory. Far from invading States 
rights, it would leave it to each State’s discretion whether to bar or not to bar 
billboards. 

About the only objection we can see to Neuberger’s program is that it is too 
mild and threatens to prove inadequate. 

Otherwise we are for it. And in passing, if the Federal Government lacks 
the power to regulate in this field, as the billboard men claim, by all means let’s 
tuke steps instantly to give it the power. 


[From Greensboro (N. C.) Daily News] 
No BILLBOARD JUNGLES, PLEASE 


Senator Neuberger of Oregon may not get very far but at least he deserves E 
for effort in trying to do something about billboards in the proposed $50 billion, 
Federal highway program. 

He has introduced a bill that would empower the Secretary of Commerce to 
prepare a set of standards to limit the erection of billboards along these super- 
highways. 

Under Senator Neuberger’s bill States would get enough money, along with 
the regular appropriation, to purchase advertising rights within 500 feet of the 
right-of-way. 

This figure might seem extreme to some, but the Senator’s intentions are 
good. North Carolinians know the value of unmarred scenic views from their 
experience with the Blue Ridge Parkway. The current effort to get more co- 
operation from the Federal Government in advertising restaurant and motel 
facilities along the parkway does not detract from the principle involved. Nec- 
essary advertising can be accomplished discreetly and still not spoil the scenery. 

Senator Neuberger is sure to run into powerful opposition, but he ought to be 
applauded for trying to keep the new superhighways from becoming billboard 
jungles. 


[From Texarkana Gazette, Texarkana, February 13, 1957] 
SENSIBLE HIGHWAY LEGISLATION 


Senator Richard L. Neuberger of Oregon has introduced a bill in Congress 
which will make it possible to avoid the construction along the National Sys- 
tem of Interstate and Defense Highways of the artificial thickets of billboards 
and signs which we have almost come to take for granted along our present auto- 
mobile roads. 

Senator Neuberger’s bill would restrict signs within 500 feet of the right-of- 
way of the interstate highways to three kinds of sigtis: those necessary for 
highway information and directions, those advertising property adjacent to the 
highway for sale, and those advertising services available to motorists on prem- 
ises adjacent to and accessible from the highway. 

Speaking in support of his bill, Senator Neuberger told his colleagues in the 
Senate: “America’s highways could be scenic corridors through the beauty and 
the variety of our land, uninterrupted by unsightly billboards. But the tourist, 
instead of seeing a vista of green hills and white-foamed rivers, is pursued every- 
where by blatant demands that he buy this or that chewing gum or some par- 
ticular brand of soap or liquor or shoe polish. The motorist pays for the road 
with his fuel and vehicle taxes. He ought at least to glimpse the grandeur 
which the Almighty created throughout the countryside.” 

In our opinion Senator Neuberger is right when he contends that the con- 
struction of these thousands of miles of new highways gives us once more the 
opportunity to preserve the esthetic as well as the merely economic values of such 
travel through the American landscape. 
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{From Capital Times, Rockford, Tll., February 18, 1957] 


SENATOR NEUBERGER SEEKS TO RECLAIM SOME OF OUR NATURAL BEAUTY 


Senator Richard Neuberger (Democrat, Oregon) deserves the tribute of the 
Nation for seeking to preserve some esthetic values in the $50 billion Federal 
highway program which is now underway. 

Senator Neuberger has introduced a bill that will empower the Secretary of 
Commerce to prepare a set of standards aimed at limiting the erection of bill- 
boards along these highways. 

The bill would provide that Federal funds would be distributed to the States 
for the purchase of advertising rights within 500 feet of the right-of-way. The 
money would be apportioned on the same basis that the highway funds are. 

It is heartening to see that there is someone in high public life: who is. con- 
cerned with other than the economic values involved in this gigantic highway 
program. 

The manner in which scenic panorama has been besmirched and contaminated 
along the highways of this country has long been a national disgrace. Too 
much of the beautiful work of nature has been blocked from view by the works 
of those who are in the business of creating demand for beer, whisky, cigarettes, 
chewing gum, and other commercial commodities. 

In the Neuberger bill, America has an opportunity to reclaim some of the 
beauty nature has so bountifully supplied. 

We wonder how far it will get. 


[From the Milwaukee Journal, March 3, 1957] 


Keep BILtBoarRps FrRoM NEw INTERSTATE HIGHWAY SYSTEM 


If a man built a handsome house and then surrounded it with a hideous fence, 
we would say he ought to have his head examined. 

Yet we Americans are in the process of pouring $27.5 billion into construction 
of 41,000 miles of interstate highways and so far we have taken no steps to 
prevent these roads from becoming “billboard alleys.” 

When the mammoth Federal highway-aid bill was before Congress last year, 
an amendment to ban all billboards along the new Federal system was beaten. 
Perhaps this prohibition was too drastic (billboards are certainly all right in 
some nonscenic places) and infringed upon State rights. Now, however, com- 
panion bills have been introduced by Senator Neuberger (Democrat, Oregon) and 
Representative Reuss (Democrat, Wisconsin) to provide a way for the States 
to safeguard beauty spots along the highways. 

The suggested procedure is uncomplicated. Billboards would not be uni- 
versally banned. The 90 percent Federal aid available for construction would 
simply be extended to help States purchase scenic easements on private property 
extending 500 feet back from the highway right-of-way. 

The proposal is not novel. New York State granted this power to the private 
authority which built the famous toll “thraway” from New York City to Buffalo. 
Congress has also authorized such easements along scenic parkways. 

In Wisconsin the only use which the State highway commission has made of 
scenic easements is along the Mississippi River. Under congressional authority 
and our legislature’s act of consent, modest sums have been spent to keep bill- 
boards away from stretches of highway rebuilt as parts of the Great River Road. 
Magnificent views of the river and the bluffs have thus been preserved. 

Whether the Neuberger-Reuss bill wins congressional passage or fails, the 
Wisconsin Legislature should wisely enact a bill to protect the almost 500 miles 
of interstate highway that will be built in Wisconsin. Even if paid for entirely 


by the State, the scenic easements would prove a splendid and not excessively 
costly investment. 


[From the Madison (Wis.) Capital Times] 


SENATOR NEUBERGER’S CHALLENGING BILL 


_ Senator Richard Neuberger, Oregon Democrat, deserves the tribute of the 
Nation for seeking to preserve some esthetic values in the 50-billion-dollar Fed- 
eral highway program which is now underway. 
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Senator Neuberger has introduced a bill that will empower the Secretary of 


Commerce to prepare a set of standards aimed at limiting the erection of bill- 
boards along these highways. 


The bill would provide that Federal funds would be distributed to the States 
for the purchase of advertising rights within 500 feet of the right-of-way. The 
money would be apportioned on the same basis that the highway funds are. 

It is heartening to see that there is someone in high public life who is concerned 
with other than the economic values involved in this gigantic highway program. 

The manner in which scenic panorama has been besmirched and contaminated 
along the highways of this country has long been a national disgrace. Too much 
of the beautiful work of nature has been blocked from view by the works of 
those who are in the business of creating demand for beer, whisky, cigarettes, 
chewing gum, and other commercial commodities. 

In the Neuberger bill, America has an opportunity to reclaim some of the 
beauty nature has so bountifully supplied. 

We wonder how far it will get. 


{From Arizona Daily Star, Tucson, Ariz., February 21, 1957] 


BILLBOARDITIS : A DISEASE 


“Unless we give thought now to the question of what the traveler is to see, as 
he cruises through the fields and forests and mountains and prairies of America,” 
says Senator Richard L. Neuberger of Oregon, “we know that he will see what 
we see along other highways today: * * * billboards.” 

The Oregon Senator, whose attack on billboarditis as a disease of the Ameri- 
can road appeared in the Congressional Record, urges that in planning America’s 
superhighway system proper cognizance should be taken of the motorist. 

“I believe the traveler on these future highways, in his car or bus, should be 
able to see the beauty and the grandeur of our country without the insistence 
and garish distraction of commercial advertising.” 

Amen. 


Senator Gore. The committee has scheduled some 20 witnesses for 
today. The staff has been instructed to confer with the witnesses and 
advise them that their statements in full will be printed in the record, 
but has requested each of the approximately 20 witnesses listed for the 
remainder of the day to summarize their statements. The committee 
hopes that the witnesses will understand and appreciate the difficulty 
of the committee. 

It happens that I am a member of another committee that is meeting 
right now, before which the Secretary of the Treasury is testifying. 

Senator Case has just advised me that he had two other committees 
meeting this morning, both of which are holding hearings on bills 
he introduced. 

So you will see the difficulty under which we labor. But we are 
paid reasonably well, and we asked for it. 

Senator Revercomb ? 

Senator Revercoms. May I make the statement at this time to the 
chairman, and to those who will be witnesses, that because of the 
urgent pending business, I may have to leave before their testimony 
is through, and I want them to understand the reason for my leaving 
the hearing. 

Senator Gore. Thank you, Senator. 

The first witness on the list in the hands of the chairman is Mr. 
Frank Dougherty, counsel, Long Island State Park Commission, 
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STATEMENT OF ARTHUR HODGKISS, ACCOMPANIED BY FRANK 
DOUGHERTY 


Mr. Dovenerry. Mr. Chairman, Mr. Hodgkiss, who was late arriv- 
ing here on account of his plane, is now here. He and I together repre- 
sent Mr. Moses. 

Senator Gore. I didn’t know Mr. Hodgkiss had arrived. Are the 
two of you testifying today ¢ 

Mr. Hopaxtss. Yes, sir. 

Tam Arthur Hodgkiss, Assistant to Construction Coordinator and 


Assistant Manager of Triborough Bridge and Tunnel Authority, and 
one of Mr. Moses’ aides. 


Mr. Dougherty is counsel of the Long Island State Park Commis- 
sion, which is also headed by Mr. Moses. 

Senator Gore. Acc ording to my list you are Construction Coordi- 
nator of New York City. 


Mr. Hopexiss. I am also that, sir, assistant to the Construction Co- 
ordinator. 

Senator Gorg, Assistant to Mr, Moses / 

Mr. Hopexiss. Yes, sir. 

Senator Gore. Will you proceed, Mr. Hodgkiss / 

Mr. Honextss, I have a statement prepared by Mr. Moses. Copies 
have been handed to the secretary of your committee. I will try to 
summarize them, although in itself it is quite short. 

(The statement by Robert Moses follows: ) 


I am the head of the park and parkway systems of the city and State of New 
York, chairman of the Triborough Bridge and Tunnel Authority, Chairman of 
the Power Authority of the State of New York, construction co-ordinator of the 
city of New York and a member of the City Planning Commission. For many 
years I have been actively engaged in the planning, building and operation of 
parkways, highways and vehicular bridges and tunnels in New York and on 
oceasion have acted as a consultant here and abroad. I have long advocated 
and worked for an expansion of the Federal-aid highway program. 

In the new Federal-Aid Highway Act of 1956 we have a law under which we 
should be able to close the widening gap between the car and road. Much credit 
for this constructive legislation is due the Committees on Public Works of both 
Houses of Congress, with special mention of the Subcommittee on Roads of the 
Senate. 

This great highway program will affect our entire economie and social struc- 
ture. The 41,000 miles of roads authorized by the new law will constitute the 
framework within which we must live for generations to come. The appearance 
of these roads will leave a permanent imprint on our communities and people 
and the importance of protecting them from permanent damage by uncontrolled 
roadside development cannot be overstated. If the billions of public investment 
in these new arteries are to be protected, if the value of our scenery and natural 
assets is to be preserved, if the safety of travel is to be insured, Congress must 
uct now, before construction gets underway, to protect these superhighways 
from exploitation and defacement by commercial advertisers. 

I will not burden this committee with a detailed refutation of the arguments 
made by the billboard interests—such as the outlandish claims that some of 
their signs are an improvement on nature and that billboards promote safety 
because they shock drivers out of hypnotic trances. Such arguments fly in the 
face of ordinary commonsense, and if they need answering at all, the answers will 
be supplied by others who will appear before this committee. On this subject 
I will refer merely to the statement made by a prominent industrialist when his 
large corporation recently decided to discontinue its million-dollar-a-year bill- 
board advertising program because of the traffic hazard and the resentment of 
the public to this type of advertising. A copy of the news item from the Wall 
Street Journal reporting this sensible decision is attached to this statement. 
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With respect to the so-called legal objections of the opponents of billoard 
control, it seems sufficient to remind this committee that our courts have repeat- 
edly recognized that the billboard is an intrusion which distracts the motorist 
and endangers his safety and have consistently ruled that the regulation of out- 
door advertising and the exclusion of commercial billboards in certain areas are 
in the public interest and well within the limits of the police power. I may also 
remind the committee that the unanimous Supreme Court of the United States 
lias recently declared that the broad concept of the public welfare includes 
esthetic as well as monetary values and that it is within the power of the legisla- 
ture “to determine that the community should be beautiful as well as healthy, 
spacious as well as clean, well-balanced as well as carefully patrolled.” 

S. 968, the bill introduced by Senator Neuberger, is a step in the right direc- 
tion—but it is far too short a step to reach the goal. His recommendations would, 
we believe, effectively control signs in the limited areas where the new super- 
highways may run through federally owned or controlled lands. But as to the 
thousands of miles of roads which will border upon privately owned lands, 
the Senator’s suggestion of waiting for the 48 States to make up their minds 
what to do about sign control would, we think, defeat the purpose of his bill. 
Past experience shows that voluntary action on the part of the States or their 
political subdivisions cannot be expected within any reasonable period of ‘ime 
In New York it took 10 years of batiling to obtain a law to protect the State's 
throughway system from the blight of outdoor advertising which infests many of 
the other highways of the State. 

The provisions of section 4 of S. 963 which contain an authorization to purchase 
from adjoining Inndowners their rights to use their lands for advertising signs, 
might prove to be an effective, but costly, means of getting rid of the so-called 
grandfather rights possessed by the old signs standing along some of the existing 
highways which will become part of the Interstate System. But as to the thou- 
sunds of m.'es of newly constructed superhighways, the idea of paying for adver- 
tising rights which do not exist seeins impractical and unnecessary. As Seuator 
Nenberger said in a recent article, “the highway gives the signboard its eutire 
value and is not created until the new roads are built? The motorists who will 
the courts have already recognized. Why, therefore, should either Federal or 
State highway funds be expended to pay for a restriction of use which has no 
value and is not created until the new roads are built? The motorists who will 
pay billions of dollars in fuel and excise taxes for the construction of this new 
highway network should not be ealled upon to contribute additional sums to buy 
up advertising rights which do not now exist. 

There is only one way to prevent the Interstate Highway System from becom- 
ing 2 billboard alley, and that is by means of standards fixed by Federal! legisla- 
tion. All the loose talk about “States rights.’ most of it invented by the clever 
billboard lobby, shonld be seotehed once and for all. The Federal Government 
is not bonnd to help the States build highways. If it does, it is entitled to 
protect its investment by attaching proper conditions to its grants of aid. In 
the present case the Federal Government is paying 90 percent of the cost of the 
new main roads and in the Federal Highway Act Congress has declared them to 
be a National System of Interstate and Defense Highways. They are instrn- 
mentalities of interstate commerce and national defense. Congress has both the 
moral responsibility and the legal right to protect them by Federal law against 
commercial billboards which would mar the scenic beauty and endanger the 
safety of travel. 

We have prepared and are submitting with this statement a proposed bill which 
would establish a clear and workable restriction on commercial billboards within 
500 feet of the rights-of-way of the new Interstate System. Our proposed bill is 
not retroactive in its application to existing signs which may have acquired 
“orandfather rights.” It permits all types of official signs and notices and makes 
proper exception for legitimate signs advertising a business or profession con- 
ducted on the premises and, finally, it contains provisions for the enforcement of 
the sien restrictions hv either State or Federal procedures, 

It is only through this type of direct Federal control that we can hope to save 
our multi-billion-dollar Interstate Highway System from permanent damage by 
the billboard interests, who are already working feverishly to cash in at the 
expenses of the captive audience which will pay for and should be permitted to 
enjoy these new roads. T respectfully urge the members of this committee to give 
our proposed amendment their full and careful consideration. 
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[From Wall Street Journal, Wednesday, December 5, 1956] 
FrrmM Enps BItitBoarD Abs; SAFETY AND BEAUTY CITED 


(By a Wall Street Journal staff reporter ) 


Los ANGELES.—Union Oil Co. has dropped all its billboard advertising which 
used to appear in 8 Western States, cover some 1,900 boards, and cost the com- 
pany about $1 million a year. 

Reese Taylor, president, gives Union’s reasons: 

“First is the traffic hazard which a great many experts have indicated bill- 
boards tend to increase. Second is an apparent and growing resentment on the 
part of many people and residential communities to obscuring our natural 
beauties with this type of advertising.” 

According to Mr. Taylor, it doesn’t “make good sense” for Union to “use an 
advertising method which was apparently becoming offensive to many of our 
customers and prospects and which, in the opinion of some experts, represented 
a hazard to them.” 

While this makes unhappy reading to outdoor advertising concerns, newspaper 
admen can take comfort from Union’s decision. 

“The money we have been spending annually for this type of outdoor advertis- 
ing will now be used to increase our newspaper advertising campaign,” Mr. 
Taylor said. 


MarcHu 8, 1957 


A BILL To amend the Federal-Aid Highway Act of 1956 for the purpose of restricting the 
use of billboards and other outdoor advertising devices along the National System of 
Interstate and Defense Highways 


Be it enacted by the Senate and House of Representatives of the United States 
of America in Congress assembled, That the Federal-Aid Highway Act of 1956 
is amended by adding thereto a new section, to be known as section 116—A, to 
read as follows: 


“Sec. 116-A. RESTRICTIONS ON ADVERTISING DEVICES. 


“(a) It is hereby declared that the unrestricted and unregulated erection and 
maintenance of commercial billboards, signs or other advertising devices adjacent 
to the Interstate System would create conditions which are inimical to the na- 
tional interest, interfere with the safety, comfort, security and welfare of the 
— thereof, or mar the natural beauty of areas adjacent to the Interstate 

ystem. 

“(b) The erection or maintenance of any advertising device located within five 
hundred feet of the nearest boundary line of any right-of-way of the Interstate 
System is prohibited. The term ‘advertising device’ as used in this section shall 
be deemed to mean any billboard, sign, poster, advertisement, display or other 
device intended to attract or which does attract the attention of operators of 
vehicles on the Interstate System. The provisions of this section shall not 
apply to (1) directional or other official signs or notices erected or maintained 
by a public agency having jurisdiction; (2) signs or notices required or au- 
thorized by law to be posted or displayed; (3) signs erected or maintained on 
property showing the name of the owner or occupant of the property or the name 
and type of business or profession conducted on such property; (4) signs indi- 
cating the sale or leasing of the property upon which they are placed; (5) adver- 
tising devices which are not visible from any traveled portion of the Interstate 
System; or (6) advertising devices erected prior to and existing on the date of 
the enactment of this section. 

“(e) Nothing in this section shall be construed to abrogate or affect the provi- 
sions of any State or municipal law, ordinance, rule, regulation or resolution, 
heretofore or hereafter adopted or promulgated, which are more restrictive con- 
cerning advertising devices than the provisions of this section. 

“(d) Any person violating the provisions of this section shall be guilty of a 
misdemeanor and on conviction thereof shall be punished by a fine not exceeding 
$ , or by imprisonment for a term of not exceeding 6 months, or by both such 





fine and imprisonment at the discretion of the court. 

“(e) In addition to the penalties herein prescribed for violation of this section, 
the Attorney General of the United States or the attorney general of any State 
in which a violation of this section is committed or exists may institute any appro- 
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priate action, suit or proceeding to prevent, restrain, correct, or abate such viola- 
tion or to cause the removal of any advertising device erected or maintained in 
violation of the provisions of this section.” 

Senator Gore. Can you give us the citation with reference to the 
quotation in Mr. Moses’ statement on page 3? 

Mr. Hopextss. Mr. Dougherty ? 

Senator Gore. Can you give us the citation for the record, Mr. 
Dougherty ? 

Mr. Dovucuerty. At this point? 

Senator Gore. Yes; if you would. Senator Revercomb asked some 
penetrating questions on this point and it is a matter of concern for 
the committee. 

Senator Rrevercoms. May I ask, are you turning now to a court 
decision ¢ 

Mr. Doucuerry. Yes. 

Mr. Chairman, there are several decisions of the highest courts of 
the State sustaining the right of the legislatures to regulate billboards, 
to regulate outdoor advertising. 

Senator Case. Of the State. But here you are referring to the 
Supreme Court of the United States. 

Mr. Doueuerty. I beg your pardon? 

Senator Casr. This statement refers to the Supreme Court of the 
United States. 

Mr. Dovucuerry. I think it says “the courts,” Senator. 

Senator Casr. The top of page 3? 

Mr. Hopexiss. This is a part of the statement by Mr. Dougherty. 
I will have to let him defend it. 

Mr. Dovcuerty. The statement says, if I may turn back to page 2: 

It seems sufficient to remind this committee that our courts have repeatedly 
recognized that the billboard is an intrusion which distracts the motorist and 
endangers his safety and have consistently ruled that the regulation of outdoor 
advertising and exclusion of commercial billboards in certain areas are in the 
public interest and well within the limits of the police power. 

Senator Case. That is not the sentence that concerns me. It is the 
next one. 

Mr. Doucuerty. The next one is a reference to a specific decision of 
the Supreme Court of the United States which is cited for the proposi- 
tion—— 

Senator Case. The chairman asked, what is that citation ? 

Mr. Dovcuerry. I am sorry to say I haven’t got the citation of that 
case, Senator. It is the case decided about 2 years ago by the Supreme 
Court, sustaining the District of Columbia Redevelopment Act. I 
will be very glad to furnish that to you. 

Senator Case. Mr. Chairman, this isn’t any attempt to em- 
barrass 

Senator Gore. What is your name ? 

Mr. Barp. Iam Albert Bard, of New York. 

The citation is Berman against Parker, 348th United States Reports, 
page 26, 

Senator Gore. Thank you very much. 

You may proceed with your statement. 

Mr. Doueuerry. I have, Mr. Chairman, and I don’t know whether 
Senator Case wants this, I have a list of citations, of decisions of the 
highest courts of several States sustaining the right to regulate bill- 
boards. 
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Senator Casr. I don’t think that the police power of the States has 
been questioned here, but there has been some question as to how far 
the Federal Government might go under the police-power theory. 

Mr. Dovenerry. I have the citation of two U nited States Supre me 
Court cases where regulation of advertising by zoing was sustained. 

Senator Gore. Senator Revercomb / 

Senator Revercoms. You say it comes within the police powers of 
the State because it is recognized and sustained by the court as a 
danger to persons traveling the roads? Is that correct ? 

Mr. Dougurrry. That is one of the elements. 

Senator Revercoms. How do they enforce that right of police 
power’ Do they do it by zoning‘ Do they do it by laws prohibiting 
advertising within a certain distance of the road? Or does the power 
of eminent domain, and the power of condemnation do it? How is it 
done? 

Mr. Doucuerry. It is done in all three ways, Senator. It is done by 
direct control of signs under the police power. That is done in New 
York, it is done in Maine, and it is done in—— 

Senator Revercoms. Without compensation to the landowners ‘ 

Mr. Doveurrry. Without compensation. It is done by zoning, and 
zoning at least in New York and I think most of the Eastern States 
isa matter for the local governments—town or county or even village. 

And sign control is affected by zoning ordinances. 

And thirdly, it has been done by eminent domain, by the purchas 
ing of advertising rights. In fact, by condemning advertising rights 
as well. That was done on the New York State Thruway. 

Senator Gore, Have you completed your summarization of the 
testimony / 

Mr. Honexiss. No, sir. 

Senator Gorr. Will you proceed ? 

Mr. Hopektss. In New York it took 10 years of battling to obtain a 
law to protect the State’s throughway system from the blight of out- 
door advertising which infests many of the other highways of the State. 
Many of the legisl: atures of the various States may not be in session 
again for another year or two. I believe that Pennsylvania has a bien- 
nial session and has had it this year. I am not sure of that. 1 assume 
that there are many other States that are in the same situation. 

Senator Neuberger said recently the highway gives the signboard its 
entire value, and without it the billboard would be useless. The courts 
have recognized this and we question why either the State or the Fed- 
eral Government should therefore nse funds which are provided in 
the first instance out of user taxes and not out of a general tax to create 
« highway—why these funds should be used to purchase a known exist- 
ing right from adjacent property owners. 

There is only one way to prevent a State highway system from be- 
coming a billboard alley and that is by means of standards fixed by 
Federal legislature. ATI the loose talk about States rights, most of it 
invented by the clever billboard lobby, should be seotched once and 
for all. The Federal Government is not bound to help the State build 
highways. If it does, it is entitled to protect its investment by attach- 
ing proper conditions to its grants of aid. In the present case the 
Federal Government is paying 90 percent of the cost of the new main 
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roads and in the Federal Highway Act Congress has declared them to 
be a “National System of Interstate and Defense Highways.” 

Senator Gore. May I break in / 

Mr. Hopextiss. Yes, sir. 

Senator Gore. The statement you just made I think would have 
been very pertinent before the highway bill was enacted. The highway 
bill is the law. The program is ‘underw ay. The Federal Government 
has not only undertaken moral commitments but has legal commit- 
ments under the law for the program. You say that the Federal 
Government is not required to do it. Of course that is true. The 
States are not required to build the highways. But we do have a 
program that requires the cooperation of both Federal and State 
Governments. So the question is, how do we accomplish this goal now, 
not as it should have been, not how it should have been accomplished, 
but how do we accomplish it starting from where we are. 

Mr. Hopexiss. Mr. Moses made that comment, I believe, leading 
up to the point that these highways are instrumentalities of interstate 
commerce and of national defense. That was the point he was trying 
tomake. We were not, of course, trying to say that there was no moral 
responsibility, no lack of moral responsibility for either the State or 
the Federal Government to proceed with this work. In fact, we are 
very enthusiastic and pressing for it in New York City. 

We have, Mr. Chairman, submitted to your secretary a copy of a 
proposed highway act which is actually a Federal regulation which 
would be uniform for all of the States throughout the country. 

Senator Gore. We thank you very much. 

Mr. Hopextss. That. is for your consideration, and we hope it will 
receive favorable consideration. 

Senator Gore. Senator Neuberger, do you have some questions ? 

Senator NeuperGer. I have several very brief ones. 

Mr. Moses, and you gentlemen, I am sure, are aware of what hap- 
pened the year before last when Senator Gore and I brought to the 
Senate floor a quite moderate proposal dealing with billboards. It 
Was somewhat similar to the bill T have introduced now, perhaps not 
so wide in scope. Even that proposal was removed on the Senate 
floor. 

This is my question: Do you gentlemen and Mr. Moses believe that 
this bill for direct Federal control has any real chance of passage, in 
view of our experience with a much more moderate proposal in 
L955? ; 

Mr. Hopexiss. IT can only answer your question in this way, Mr. 
Neuberger, because we are not members of the Senate or the Con- 
evess, and we did not enter into the discussions 2 years ago: We do 
believe however that the sentiment of this country is muc ‘h stronger 
today for control of advertising signs and billboards than it was 2 
years ago when the main object was ‘the passage of a bill which would 
provide additional Federal aid and the Interstate Highway System. 

Senator Neupercer. I want to say for the record that I think your 
proposal is a very good one. If I thought it would pass, T believe 1 
would favor it. But I think to some degree you are confronted with 
the question of whether you would want to fail with a sw eeping all- 
Federal control bill like this, or perhaps—and T use the word “per- 
haps,” I am sure, advisedly—sueceed with a much more moderate 
recommendation, 
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Mr. Honextss. We have never taken the position that it was al] or 
nothing. We would like regulation. We believe that what we rec- 
ommend is the proper way to approach it. Whether the Congress will 
accept it is another matter that rests in the decision of this commit- 
tee and the Congress. 

Senator Gorr. The committee appreciates very much your recom- 
mendations. I believe there is widespread interest not ‘only in the 
country, as you have said, but also in the Congress and in this com- 
mittee. This is a matter in which the public interest is involved. The 
committee appreciates your recommendation. 

Are there further questions? Senator Case ? 

Senator Casr. Just for the committee’s benefit, I draw attention 
to this: In the bill that they proposed they have a clause which has 
this phrase: 

* * * an exemption for advertising devices erected prior to and existing on the 
date of the enactment of this section. 

It is merely language to make it go from now on, or to start where 
we are. It might be useful for the committee to consider. 

Mr. Hopexiss. We don’t make it retroactive. We feel the billboard 
is there. If it is to be removed they should be compensated for the 
loss of the revenue they were receiving. 

Senator Gore. So your measure, too, as this committee must do, 
recognizes the facts of life as they are and not as they ought to be. 

Mr. Hopcxiss. To that extent; yes, sir. 

Senator Gore. Thank vou very much. We are glad to know that 
you and Mr. Moses are practical men. 

Senator Neuberger / 

Senator Neusercer. I would like to say for the record that all of 
us who are interested in billboard contro! are very indebted to Mr. 
Robert Moses for his enlightened leadership in the field of public 
opinion on this particular issue. 

Senator Gore. Thank you. Thank you very much, gentlemen. The 
chair must advise that these two gentlemen and members of the com- 
mittee, including the chairman, took a little more than their allotted 
time. Mr. Burton W. Marsh, representing the American Automo- 
bile Association. 


STATEMENT OF BURTON W. MARSH, SECRETARY OF THE AMERI- 
CAN AUTOMOBILE ASSOCIATION HIGHWAY COMMITTEE, ACCOM- 
PANIED BY ROSS D. NETHERTON, LEGISLATIVE COUNSEL, AMERI- 
CAN AUTOMOBILE ASSOCIATION 


Mr. Neruerton. Mr. Chairman, I am Ross D, Netherton, legisla- 
tive counsel of the American Automobile Association. Appearing 
with me today is Mr. Burton W. Marsh, who will present the pre- 
pared statement of the AAA. Mr. Marsh is secretary of the AAA’s 
highway committee, and director of the AAA traffic engineering and 
St afety department. 

Senator Gorr. We will be happy to hear you, Mr. Marsh. 

Mr. Marsu. For some 20 or more years our association has inter- 
ested itself in this subject. I offer for review of any of the committee 
who may be interested a booklet which we dev eloped some time ago 
entitled “Pedestrian Protection.” 
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Senator Gore. The committee clerk will accept that. 

Mr. Marsu. In 1936, 1940, and 1949, the association appointed spe- 
cial committees to study roadside protection. Working with nation- 
ally recognized consultants, and groups concerned with the problem, 
these committees outlined protective measures that State and local gov- 
ernments could apply, and published these and other findings. 

The policy of the American Automobile Association on roadside 
protection is: 

The AAA urges State and county governments—and the Federal Government 
as to the National System of Interstate and Defense Highways—through legisla- 
tion and regulation, to protect the roadside from uncontrolled commercial de- 
velopment and unlimited access from side roads and business establishments. 
The AAA warns that “ribbon development” along the highway constitutes a 
hazard to safety, reduces traffic capacity, and results in highway blight. The 
AAA urges enactment of State laws on highway zoning. 

As you can see, this is not an antibillboard policy. Rather, it calls 
for controlling the use of roadside land so that various types of com- 
mercial activities—billboards included—are confined to their proper 
place. We object most strongly to building costly highways, and then 
exposing them to the effects of unregulated use of the roadsides. 

The ALA position results from many years of study and consulta- 
tion: some important principles back of it are: 

First. Highway engineers generally agree that the roadside, as 
well as the roadbed, strongly influence safe, efficient, pleasant, and 
vapid traffic movement. Uncontrolled roadside development can 
quickly result in highways becoming lined with abutting commercial 
establishments and billboards. This is called ribbon development. 
Such blight cuts traffic capacity, increases traffic hazards, and even- 
tually necessitates costly reconstruction or relocation of the highways. 

Second. Unregulated commercial use of roadsides reduces the de- 
sirability of land for residential and other noncommercial use. This 
applies not only to the immediate location of the commercial establish- 
ment, but also to adjoining land. Frequently, the regions which try 
hardest to attract tourists permit objectionable roadside blight to the 
detriment of the landscape, operators of resorts, and the customers they 
seek to attract. Note how Switzerland has preserved it natural scenic 
beauties and traditional atmosphere through proper control over prop- 
erty development. In many regions of America, the natural beauty 
of the roadside, one of the most valuable assets of the community, is 
frequently first to suffer from lack of planning and protective regula- 
tion. 

I would like to mention the enlightened policy of Switzerland. 
Those of us who had the privilege of being there I think are struck by 
what Switzerland has done in this respect. There may be other coun- 
tries but that is a very striking one. 

Third, and perhaps of greatest emerging importance, our concept 
of the function of a top-ranking highway has changed. The modern 
expressway embodies this concept. Before the automobile era, prac- 
tically all highways provided direct access to farms and homes, fac- 
tories, business establishments, and recreational facilities. Abutting 
property owners possessed broad rights with respect to highways, in 
some instances exercising property rights to the centerline of the 
highway. 
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But today’s heavy, fast-moving traffic requires dual, separated 
roadways and, equally important, controlled access. On the express- 
way, movement of traffic is the all- -important consideration. Access 
to abutting farms, homes, factories, and business establishments is 
provided by service roads or other existing highways. 

For maximum permanent value of expressways, attention must be 
given not only to control of access, but also to other elements of road- 
side protection. This requires legislative action. Modern express- 
way legislation is incomplete unless it contains comprehensive pro- 
tection of roadside areas. 

Fourth. Twenty years ago, zoning was the most frequently offered 
method of protecting the roadside. Now, although zoning is still 
valuable for this purpose, other tec hniques are available, including 
marginal land acquisition, acquisition of protective easements, and 
purchase of advertising rights. The courts have affirmed the power 
of the people, through their governments, to protect their investment 
in the publie highways. Esthetic yalues, as wel! as safety, have been 
recognized as having a proper relationship to the exercise of the 
police e power through ; zoning. 

In the case of Berman y. Parker, Justice William O. Douglas, 
speaking for the United States Supreme Court, said: 

The concept of the public welfare is broad and inclusive * * * The values 
it represents are spiritual as well as physical, esthetic as well as monetary. 
It is within the power of the legislature to determine that the community 
should be beautful as well as healthy, spacions as well as clean, well balanced 
as well as carefully patrolled. 

We are also impressed with the declaration of the New York Court 
of Appeals that the State has a duty to prevent a public highway from 
degenerating into “a scar across the face of the countr vside.” 

Senator Revercoms. Is that from Berman against Parker ? 

Mr. Mars. No, sir. 

Senator Revercoms. The New York court ? 

Mr. Mars. Yes, sir. 

The foregoing considerations apply to all forms of commercial 
development, including advertising signs and displays, along the 
roadside. However, in traffic safety, ‘outdoor advertising deserves 
special attention. The influence of roadside signs in traffic ‘safety has 
been brought out by several statewide surveys. One of the best of 
these was conducted by the New York State Department of Public 
Works in 1946, when some 14,000 roadside signs of all kinds were 
studied as a hasis for developing standards for improvement of the 
highway system, The survey revealed that thousands of advertising 
signs encroached upon the highway right-of-way. Many of them 
were particularly dangerous because of features stich as red or green 
illumination or reflector materials, flashing illumination, interference 
with driver sight distance, reading matter which could not be imme- 
diately comprehended at customary = sate arrows and traffic control 
slogans, such as “stop,” “turn,” “slow,” or “caution.” 

When the New York Thruw: ay was "tet construction, the State 
legislature empowered the thruway authority to control billboards 
within 500 feet of the right-of-way. The beneficial results impress 
everyone who has traveled this expressway. The Merritt Parkway, 
and the Garden State Parkway in New Jersey, are additional ex 
amples of controlled roadsides. 
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Perhaps the most outstanding study of the effect of billboards upon 
traffic safety was made by Minnesota in 1952. Here, 500 miles of 
highway were intensively studied to determine the correlation of traf- 
fic accidents, acc ess points, and advertising signs. ‘The results showed 
that an increase in the number of advertising signs along the road- 
side was accompanied by an increase in fatal traffic accidents. And 
I have the survey here. 

Senator Gorr. Would you leave a copy of the study with the clerk 
of the committee ? 

Mr. Marsu. I will so do. 

This research indicates that billboard control is an essential part 
of any comprehensive roadside protection program. Billboards often 
distract drivers. Indeed, billboard ads are sold because they attract 
the attention of drivers, and retain it-long enough to impress them 
with a commercial message. One may easily visualize the effect of 
billboards on travel over the new mileage of the Interstate System. 
Here, speed limits of 60 miles per hour or more will be the rule. 

At 60 miles per hour, a car travels 88 feet per second. Every sec- 
ond that a driver’s attention is diverted from the road means that a 
car travels 88 feet without an alert driver. Moreover, at 60 miles per 
hour, the total stopping distance, that is, reaction time plus braking 
distance, is about 272 feet, or 16 car lengths. It is easy to visualize the 
accident potential of a few seconds’ distraction. 

The Federal-Aid Highway Act of 1956 already contains appropriate 
provisions against commercial development within the right-of-way 
of the Interstate System. Standards for the Interstate System call 
for controlled access along these roads. These protective measures 
are excellent. But, as experience has so often proved, failure to estab- 
lish further features of roadside protection is a serious mistake. 

To deny adequate protection a place in the new Federal-aid high- 
way program would be to withhold from the public the benefits of 
some of the most constructive forward steps made in highway plan- 
ning in the last 50 years. The American Automobile Association is 
confident that the Congress can devise effective and equitable means 
of roadside protection along the Interstate System with due regard 
for the constitutional rights of the States and individual citizens. 

The American Automobile Association urges strongly that the Con- 
gress act on this matter while the Federal- “aid highway program is 
still in its early stages. Highway-user taxes, collected by the Federal 
Government, will pay 90 percent of the cost of the Interstate System. 
Highway-user taxes collected by the States will pay most of the re- 
maining 10 percent. Long and bitter experience has demonstrated 
that it is economically unsound to invest large sums of public moneys 
in highways only to expose them to unplanned and unregulated com- 
mercial development, one type of which is roadside advertising. 

Where this occurs, the State, the community, abutting landowners, 
and highway users, all suffer. We refuse to accept the claim that the 
billboard advertiser, by paying a land rental, can acquire any legal 
property right to display his advertisements, regardless of their effect 
upon the safety, convenience, and financial w elfare of the public. 

The highway user has every right to safeguards in the form of ade- 
quate roadside protection, and, on the Interstate System, we look to 
Congress for appropriate measures, either directly or through effec- 
tive encouragement and support of State and local regulation. 
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Senator Gorr. Thank you very much for a very concise and forth- 
right statement. 

‘Senator Neuber ger? 

Senator Neusercer. No questions, Mr. Chairman. 

Senator Gore. Senator Cotton ¢ 

Senator Corron. I don’t want to hold up the proceedings. 

Senator Gore. Senator Revercomb ? 

Senator Revercoms. No questions. 

Senator Gore. Thank you. 

Mr. Marsn. We appreciate the opportunity. 

Senator Gore. The next witness is Mrs. Ernest N. Calhoun, presi- 
dent, Pennsylvania Roadside Council. 

The committee is very pleased to have you. You are the first lady 
to appear on this subject. 


STATEMENT OF MRS. ERNEST N. CALHOUN, PRESIDENT, 
PENNSYLVANIA ROADSIDE COUNCIL 


Mrs. Catnoun. [am very proud and pleased. 

Mr. Chairman and gentlemen, I am Mrs. Ernest Calhoun and I am 
here to represent the Pennsylvania Roadside Council, Inc., which I 
serve as president. I will take only about 5 minutes. 

The council, which was organized in 1939 by Mrs. Cyril Fox, has 
three prime objectives: to preserve scenic beauty, promote safety, and 
to protect property values along Pennsylvania’s vast network of State 
highways. 

To do this we have enlisted the help and voluntary support of 50 
well-known State and local organizations. To mention a few: 

The Civil Clubs of Allegheny County and Harrisburg 

Conservation Council of Pennsylvania 

Garden Club of America 

Garden Club Federation of Pennsylvania 

The Historical Society of Pennsylvania 

Philadelphia Junior Chamber of Commerce 

Keystone Automobile Club and the Pittsburgh Motor Club 

Society of Landscape Architects 

Council of Republican Women and the Federation of Democratic Women 
Izaac Walton League of America 

Farm Bureau Federation 

Federation of Labor 

Federation of Sportsmen’s Clubs 

Federation of Women’s Clubs 

Forestry Association 

Nurserymen’s Association and the Pennsylvania State Planning Board 

In other words, it covers a broad segment of our country. 

Senator Gore. It sounds like my campaign committees. 

Mrs. Catnoun. You would be lucky if you had them all with you. 

Including those who belong to the council as individals with the 
memberships of our 49 cooperating organizations we speak for over a 
million citizens of the Commonwealth of Pennsylvania. Now there 
is nothing very spectacular or dramatic about these people for rie 
I am speaking today. If you can define “average” specifically, 
would say we were average—we come from big cities, little cities, big 
towns and small towns, many are country dwellers. 

We represent every known race and creed and both political parties. 
We live by big business, medium-sized business, small business and little 
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business; by all the professions and by farming. We are the law- 
abiding, voting, taxpaying citizens whom you know as the grassroots. 
We love our State and our country and are loyal to both. Yes, in 
almost every way we are unspectacular, average people. 

I said in “almost” every way we were average. The million people 
for whom I speak are probably not average in their driving deter- 
mination to see that their investment in the new Interstate Highway 
System is not going to provide one industry with an opportunity 
denied to all others. They are not going to see their investment used 
for the benefit and profit of the outdoor advertising industry. Why? 
Simply because they do not believe that outdoor advertising preserves 
scenic beauty, promotes safety or protects property values. 

Strong and lengthy arguments will be presented to uphold their 
contention; and some will later be presented intended to refute it. 
Mine will be brief. As a woman you are probably expecting me to 
launch into a long defense of scenery over signery. I’m not going to. 
I will only ask you to answer honestly the first part of Ogden Nash’s 
plaintive little verse when he said: 

I think that I shall never see 

A billboard lovely as a tree. 
Perhaps unless the billboards fall 
I'll never see a tree at all. 

As for safety versus signery—I would only ask you why the de- 
signers of all our new high speed highways go to the expense of erect- 
ing elaborate overhead ‘directional and route marking signs—signs 
directly in the line of vision of the driver, rather than to the side 
where to read them the driver must take his eves from the road. Re- 
member that a car traveling at 60 miles an hour has gone 264 feet 
in just 3 seconds, in 1 second it has gone 88 feet. 

As for accidents relating to billboards, of course there are no actual 
figures available. I doubt if even the most ardent billboard hater 
among us weuld willingly admit that we’d been gazing longly at A 
Man of Distinction or at a Skin You’d Love To Touch when the crash 
came, and thus be faced with driving negligence and a heavy liability 
suit. 

Will a house flanked by billboards have as much resale value as one 
standing free and open to light, air and view? Do sign plastered 
shacks and Bull Durham-ed barns enhance the value of a farm? As 
soon as one billboard moves into an otherwise clean, uncluttered area 
the value of property adjacent to that board moves down. 

These, gentlemen, are the reasons why the million people in Pennsyl- 
vania and millions more in other States urge you to pass an amendment 
to the Highway Act of 1956, an amendment guaranteed to insure pro- 
tection of their investment. 

You will hear the opponents of such an amendment declare that you 
will be putting people out of work. How can this be? People can’t 
be put out of work they’ve never had and wouldn’t get until the roads 
are actually built. You will be told that this is discriminatory legisla- 
tion. The bill passed last year discriminates against service stations, 
restaurants, motels, and snack stands, all services actually required by 
the motorist. I would remind you that the Interstate System for 
hey h we urge protection against this one industry will comprise only 

1.2 percent of the Nation’s total mileage in roads and streets. This 
still leaves a lot of land for the billboard boys to play around on. 
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You will hear that people want outdoor advertising, that it keeps 
them awake. Well, at least 1 million people in Pennsylvania don’t 
want it, and an unbiased poll taken recently proved that 2 out of 3 
Americans favor congressional action to eliminate billboards on the 
new Federal roads. 

As for keeping awake by watching the billboards go by—I say eye- 
wash, which is exactly what you need after being subject ted to mile 
after mile of clashing, clanging, commanding, color combinations all 
crowding in to confuse and fatigue you. The “Pause” that will “Re- 
fresh” us the most is the chance to drive over roads where refreshment 
comes from seeing things not made by man. 

From time immemorial the Government has accepted responsibility 
for doing those things the States are unable to do for themselves. We 
in Pennsylvania have been trying since 1939 to protect our highways 
unsuccessfully, first with the introduction of zoning legislation, which 
is always being blocked by a powerful billboard lobby. Then by try- 
ing the “voluntary cooperative” cleanup idea of some of our more 
scenic areas. 

The signs of the organized industry were removed in the designated 
areas but those of the independents remained, and the | ennsyly: ania 
Turnpike, that grandfather of all turnpikes, was to be protec ‘ted in the 
same voluntary manner, but alas that didn’t work, and in spite of what 
Senator Martin said yesterday, quoted in the paper this morning, the 
turnpike has no State law to protect it, and as a consequence there are 
many, many, many billboards on it, and more are coming every day. 

Therefore, we must look to our National Government to do that 
which we at the State level have been unable to do. So in the name of, 
and for, “America the Beautiful” we urge you to favor this amend- 
ment, 

Thank you. 

Senator Gore. Thank you, Mrs. Calhoun. 

Senator Neuberger / 

Senator Neusercer. I want to say, Mr. Chairman, that I think our 
first female witness was a very effective one. 

Mrs. Catuoun. Thank you, sir. 

Senator Gore. Senator Cotton / 

Senator Corron. No questions. 

Senator Gore. Senator Revercomb?/ 

Senator Revercoms. No questions. Thank you. 

Senator Gore. Thank you very much. You got off very lightly, Mrs. 
Calhoun. 

Mrs. Catuown. I did. 

Senator Gore. The Chair inadvertently overlooked Mr. Washington 


I. Cleveland, secretary of the District of Columbia Division, American 
Automobile Association. 


STATEMENT OF WASHINGTON I. CLEVELAND, SECRETARY, DIS- 


TRICT OF COLUMBIA DIVISION, AMERICAN AUTOMOBILE ASSO- 
CIATION 


Mr. CLevetann. Thank you, Mr. Chairman, for giving me this brief 
opportunity. 

The Automobile Club of Maryland, with headquarters in Baltimore, 
recently conducted a questionnaire, and they sent out 25,000 inqui- 
ries —— 
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Senator Gore. In Maryland? 

Mr. CLevetanp. In Maryland. And I want to give you the results. 
That is all that I am here to do. 

The questionnaire read : 

In order to promote highway safety and to maintain the attractiveness thereof 
along limited or controlled-access highways, a bill is proposed to prohibit the 
erection of signs within 1,000 feet of the right-of-way line. Do you favor? 

The answers came back, 9,408, yes, 461, no. In other words, 95 out 
of every 100 persons answering s said they were in favor of prohibiting 
the erection of signs within 1, 000 feet of the r ight-of-way line. 

Senator Gore. Senator Revercomb ? 

Senator Revercoms. What list did you use to mail out that / 

Mr. CLeveLanp. We used the membership list of the American 
Automobile Association, 22,000 of them plus 8,000 taken at random, 
so that we would have some members and some nonmembers. 

Senator Revercoms. What proportion of your population was that? 

Mr. CLevetanp. Thirty-five thousand members. 

Senator Revercoms. Against what population ? 

Mr. CLevetanp. I don’t recall the figures. I can get them for you. 

Senator Revercoms. This is in Maryland ? 

Mr. CLEVELAND. Yes, sir. 

Senator Revercoms. Approximately a million population. 

Mr. CLtevetann. More than that. 

Senator Corron. Your random ones were taken from telephone 
books or something of that kind ? 

Mr. CLeveLanp. Yes. There was a second question we sent out. It 
was providing the Maryland State Roads Commission would license 
billboards within 1,000 feet of the right-of-way on other highways of 
the State. On this question the returns were 8,706, yes, and 906, no, or 
approximately 90 percent in favor. Thank you very much. 

Senator Gore. Thank you very much. 

The next witness is Mrs. R. W. Cornelison, president, New Jersey 
Roadside Council, from Somerville, N. J. 


STATEMENT OF MRS. R. W. CORNELISON, PRESIDENT, NEW JERSEY 
ROADSIDE COUNCIL, SOMERVILLE, N. J. 


Mrs. Cornetison. Thank you. I appreciate the opportunity to 
speak for the New Jersey Roadside Council and its membership, which 
includes individual members, garden clubs, federated women clubs, 
and so on. 

We in New Jersey have been fighting for more than 25 years the 
billboard interests that have created the blights along our highways. 
I live in Somerville, which borders U.S Route 22. I traveled that 
route a night or two before it was opened to the public many years 
ago. We “traveled along a beautiful road through lovely rolling 
country with no obstruc tions to the scenery. 

Senator Gorr. Was the moon shining that night / 

Mrs, CornELIson. I guess not, it was dusk. It was a lovely sight. 
Nobody could call that highway a lovely sight at the present time. 
It is an alleyway between ribbon slums. Exe ept for such areas as 
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have been segregated by the garden clubs and other civic-minded 
organizations that have created rest areas, our famous Blue Star 
Drive, which is a memorial to the young men and women who died in 
the service, and is a beautiful sight. Otherwise the highway is a 
dangerous track. It is known as one of the most dangerous roads in 
our ‘State. It is only one of many that have been ruined by the bill- 
board industry. 

And when we are talking about advertising, I would like to include 
not only the billboards, but the lighted signs which are an added 
menace at night. We have revolving lights, and brilliant signs which 
obstruct the view of traffic regulatory signs. 

We are, therefore, the victims of many kinds of advertising. We 
have struggled with legislation. We have not only a negative program 
to fight billboards, but we have adopted a legislative program, and 
over mounting opposition and very questionable methods, we have 
succeeded in getting on the books billboard laws which are only par- 
tially effective. 

However, we have been aided by decisions of our courts. The 
supreme court of our State handed down a few years ago a very im- 
portant decision guaranteeing to municipalities the right to zone bill- 
boards entirely out of their boundaries, And subsequent court deci- 
sions have guaranteed to municipalities the right to include aesthetic 
considerations as guaranties of regulatory measures to control adver- 
tising. 

Now, we have fought, as I have said, for more than 25 years to 
protect our highways, with only very limited success, And because 
of the experience, our own bitter experience in the State of New 
Jersey. we have been extremely interested in the regulations of the 
new Federal Highway System. I endorsed and supported that when 
it was under consideration in the Congress, and we still endorse and 
support it. But we feel very strongly that unless regulatory measures 
are adopted by the Congress and incorporated in the Highway Act, 
that we will suffer throughout the country what New 
suffered. 

We are deeply concerned because we feel that the prohibition of bill- 
board and other offensive advertising is absolutely essential to safety 
and, of course, to the preservation of our natural beauties along our 
highways. 

For that reason, in behalf of the citizens of New Jersey, most of 
whom, I am sure I am correct in saying, are in favor of the elimination 
of billboard advertising along the new highways, I would beg this 
committee to present to the Congress a measure workable and enfor- 
cible and aimed at succeeding in controlling what is a devastating 
blight at the present time all over our country. [ Applause. | 

Senator Gorn. Thank you very much. I would that I could use the 
language as fluently as this distinguished lady. I might be a star 
filibusterer if I could. 


The next witness is Mr. Albert S. Bard, counsel, New Jersey Road- 
side Council. 


Jersey has 
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STATEMENT OF ALBERT S. BARD, COUNSEL, NEW JERSEY ROADSIDE 


COUNCIL 


Mr. Barp. May I have the privilege of standing ? 

Senator Gore. Yes, indeed. 

Mr. Barn. I think I can make myself understood perhaps a little 
better that way. 

I want to begin by saying that Secretary Weeks’ program isa feeble 
program, and it is based on misconceptions. That first misconception 
is that it is necessary to purchase easements in order to control the 
billboard nuisance. The landowner has no right to put up everything 
on his land. The landowner’s right is to have enough uses left to his 
land that will preserve the value of his property. But to say that you 

cannot eliminate many uses by sheer prohibition is contradicted by 
every zoning statute and zoning ordinance in the land. 

Those ordinances and statutes prohibit in case after case long lists 
of land uses that would be profitable in many cases, or the owner would 
think might be profitable, but those land uses are taken away from 
him, and the use of a strip of land along the highway for billboard 
purposes is among the land uses that can be taken away from the 
landowner by use of the police power to protect the highway, to protect 
the community, and to protect the users of the highway from peril. 

The second misconception indulged in by our good Secretary is that 
vou must resort to the State in order to exercise that power of conrol. 
It isn’t so. The Federal Government, in the creation of an Interstate 
Highway System, part of the nation: al defense, has itself asserted in 
these very bills before your committee that it is a national policy that 
the bills are intended to carry out, not a State policy, but a national 
policy. And to me it seems a little inconsistent to establish a pane 
policy and then turn around and say to the States, “Won’t you pleas 
enforce our national policy ?” 

I say that the Federal Government is not under any obligation to 

concede that it lacks the power to protect a $33 million highway sys- 
tem that the Federal Government is proposing to create. 

Take another aspect of that. I want to point out to you that the 
highway signs, traffic signs, are a part of the highway, whether they 
are on the “highw: ay land or not. They are traffic signs directing 
traffic along a ‘highw: ay and are part of the highway, just exactly 
was held in a New Jersey case of the Borough of Raritan, that a boat. 
ness sign on a place of business is a part of that business. If you admit 
«a business to a district, you must admit a business sign, because it is 
part of the business. In exactly the same way a traffic sign relating 
to traffic along a highway is a part of the highway. And if you build 
a highway, the Federal Government has the right to control the charac- 

ter of the highway itself, as it is doing today, and it also has the right 
to control the highway signs directing y that traffic. 

Senator Gorn. Thank you very much. 

Senator Neuberger? 

Senator Nevsercer. No questions, Mr, Chairman. 

Senator Gore. Senator Cotton ? 

Senator Corron. Mr. Chairman, out of courtesy to these witnesses 
who are waiting, I won’t ask any questions, I want the record to show 
that, if the time permitted, I would have to take up a couple of mat- 
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ters in which I think the witness has either misunderstood or mis- 
quoted the Secretary of Commerce. 

Mr. Barp. I would like to be set right. 

Senator Gore. Senator Revercomb ! 

Senator Revercoms. I have a question or two, and I would like to 
make a comment or two. 

I will say to the witness that I believe he is in error in stating that 
Secretary Weeks said that it was necessary to purchase easements. As 
a matter of fact, Secretary Weeks’ in direct reply to a question ad- 
dressed to him by me said that the States could acquire it in any man- 
ner they saw fit, by eminent domain, by the use of the police power. 
or any other way. I want the record corrected and I want to say that. 
in fairness to Secretar y Weeks, the record should be corrected, because 
the witness’ statement is in error. 

Mr. Barp. I thank you for calling my attention to that. I think 
that I might have misunderstood somewhat. I don’t mean to say that 
Secretary Weeks said it was necessary. I say that this particular pro- 
eram, which undertakes to buy easements, is a weak, and I regard it 
an unnecessary, program. 

In other words, going back to the elimination of 2 years ago, I rec- 
ognize that the gentlemen who then were proposing that legislation 
were not bamboozled by the claim of the billboard industry that the 
Federal Government did not have power and that the particular sec- 
tion should be cut out. But, at that time, in view of the situation, 
the concession was made merely as a practical matter that at his point 
we will eliminate that particular controversial point and thus help 
the legislation along. 

Senator Revercoms. May I further say to the witness that another 
reason assigned, as you have a right to criticize and assign reasons to 
any plan that is presented—another reason assigned in an attack 
upon the proposal of Secretary Weeks—and I quote from the witness’ 
language—was that “it must resort to the States”; that is, meaning 

resort to the States to control advertising along the roads, and I believe 
the witness commented that this was a Federal undertaking and not a 
State undertaking. 

As a matter of fact, the States are building these roads under aid 
of 90 percent instead of 50 percent in support of roadbuilding in the 
States under the usual plan known as the ABC plan. I want to call 
that to the attention of the witness in fairness, and also in fairness to 
Secretary Weeks, that this is not a Federal plan. 

And may I comment at this time, Mr. Chairman, that 9 or 10 years 
ago, when I was a member of this committee there was discussed and 
I ‘expressed the view at that time before this project was brought into 
being that these roads should be entirely federally built and feder ally 
controlled roads by the National Government. The Congress of the 
United States subsequent to that time and prior to this adopted 
different plan and, accepting the facts as they exist, I, of course. 
address myself and my considerations to the plan that exists. But this 
is not in fact a federally controlled system. The roads are being built 
by the States. The State selects the course of the roads. The State 
acquires the rights-of-way. Asa matter of fact, the Federal Govern- 
ment exercises very little control over the construction of these roads. 

Senator Gorr. We thank you, Senator Revercomb. We thank you 
very much. 
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Mr. Barp. May I say a word in response to this / 

Senator Gore. Mr. Bard, I appreciate vour interest. 

Mr. Barv. I am misunderstood by the Senator. 

Senator Revercoms. I hope, Mr. Chairman, you will give him time 
to reply. 

Mr. Barp. Thank you. 

Senator Gorr. Can you do it ina minute, Mr. Bard?’ 

Mr. Barp. I didn’t attribute to Secretary Weeks any idea that the 
matter must be left to the States. I criticized his present program in 
leaving it to the States. I think the direct Federal action is the proper 
way to deal with the problem. 

Senator Gore. Thank you very much. 

Mr. Barp. Would you allow me to read three questions I would 
like to put to the committee so that they may go into the record ? 

Senator Gore. Yes, sir. 

Mr. Barp. (1) Why should the United States spend $33 billion 
and when the money is all spent, have a continental system of highways 
infested with billboards? 

(2) Why banish from direct access to the highway every business 
exe oe one? What is the justice of that ? 

(3) Why make a present to one business of immense special advan- 
tage when that particular business is concededly a dangerous and a 
disparaging one? 

Thank you. 

Senator Gore. Thank you, Mr. Bard. 

I notice next on the list of witnesses a la iy from Durham, N. H. 
Senator Cotton, are vou acquainted with the location of Durham ? 

Senator Corron. Mr. Chairman, I was about to ask the very great 
privilege of introducing the next witness. 

Senator Gort. You may have it. 

Senator Corron. The next witness is Mrs. Helen Funkhouser, who 
is national legislative chairman of the } National Council of State Gar- 
den Clubs. She occupies the same position in our State garden clubs. 
She is chairman of the New Hampshire Roadside Improvement As- 
sociates, and she has been a very distinguished member of our State 
legish: ature, and I take great pleasure in weleoming my constitutent 
here and in presenting her to the committee. 

Senator Gore. Thank you, Senator Cotton. The committee will be 
very pleased to hear you. 


STATEMENT OF MRS. HELEN FUNKHOUSER, NATIONAL COUNCIL 
OF STATE GARDEN CLUBS, DURHAM, N. H. 


Mrs. Ft N KHOUSER. Thank you, Senator Cotton. 

I represent the National Council, an organization of some 400,000 
members, with 11,000 clubs throughout the United States. At a na- 
tional meeting of the board held in January, in New York, the fol- 
lowing resolution which most of you have received was passed, and 
I quote one section of that: 

Be it resolved, That each State here represented urge their Representatives 
in Congress to support Federal legislation requiring protective measures and 
scenic easement from the edge of the right-of-way on each side of the highway. 
These easements to be acquired at the time the right-of-way is procured: be it 
further 
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Resolved, That an immediate nationwide release be issued on this important 
resolution urging Congress for power to restrict advertising along the $27 bil- 
lion superhighway network in the interest of safety and beauty. 

I wish to speak to this resolution in this way. First, the economics 
of it. This traveling public of America leaves its TV programs with 
its advertising, leaves its magazines with its advertising, and travels 
the roads of the United States. They travel partly for pleasure, but 
they bring money to all of our States when they travel. They do not 
need the billboards at that time, and they cannot see them when they 
are traveling 65 miles an hour. 

The other thing that is very important, too, is that many of these 
new roads will open up business areas. They will open up money to 
each State in the Union, and I think that we all feel in our State 
governments the need for more money, not only to run our State gov- 
ernments but to run our Federal Government. 

There is another item that I think we need, and that is safety along 
our highways. You know as well as I do that when the statement 
was made yesterday that wasn’t it just as difficult to pass a beautiful 
waterfall as it was a billboard, that very few of our highways ever 
have such things on them, and if they do they have pullofis where 
you are supposed to look at them. 

Also, the beauty that we see on these roadsides is merely a continuing 
thing. It is not a sudden startling thing as a billboard. Therefore. 
we are not distracted by the beauty along our roadsides. We are dis- 
tracted by billboards. 

As a member of the Roadside Improvement Associates, and as one 
who worked with Gen. Frank Merrill, who was our commissioner of 
public works of New Hampshire and who also helped in the prepara- 
tion of this Federal highway system before his death, we tried 
voluntary plan. The billboard people talk about States rights. But 
whenever we have brought a law into the legislature the billboard men 
have sent representatives from California, from Chicago, from Rhode 
Island. In other words, they have interfered with States rights. 
{ Applause. | 

We tried the voluntary plan because as Gov. Sherman Adams said, 
we don’t have the money. The billboard men have the money. So we 
tried it. It does not work, and I can vouch for it. General Merrill 
spent a great deal of time, money, and manpower, and in each case 
he found it so expensive that his department could not administer 
the voluntary plan in any way. 

The only thing we received of benefit was that the broken-down signs 
were taken out, new ones were put in. Other than that we received no 
benefit from the voluntary plan. I worked with the men, I traveled 
4,000 miles in the State of New Hampshire, and not a billboard was 
taken down. 

So I do know whereof I speak on the voluntary plan. I know that 
in most States where our money power is not great, we cannot bring 
in and pass adequate laws for billboard restrictions. It is a necessary 
thing, it is something that the Federal Government needs to assist 
us with. I am hoping that from these bills, these amendments that 
you are working on now, you will find one that will give us what we 
need to protect the highways for the future, just as the Merritt Park- 
way had the dream long years ago to make one of the most beautiful 
parkways in the United States. 
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Considering that mention that you made, Senator Gore, of what 
did Hawaii do with the boycotting of the billboard industry, I wish 
to say that we are writing to the western people urging that they use 
the Union Oil Co. in their travels on the basis that this company is 
so modern and so progressive that they have decided against bill- 
board advertising. [Applause. | 

Senator Gore. Would you state for the information of the com- 
mittee, if you have the information, the experience of Hawaii in this 
particular field ? 


Mrs. Funkuovuser. The only thing that I know of it is that the 
boycott did work. 

Senator Gore. I was there not long ago and in driving over the 
island I noticed the absence of billboards. I made some inquiry and 
I was told, whether correctly I do not know, that the women’s clubs 
had banded themselves together to resist the temptation to buy that 
which was advertised on billboards. 

Mrs. Funxuovser. That is right. 

Senator Gore. And as a result, the billboards came down and the 
women resumed their buying. 

Mrs. Funkuovser. That is right. 

Senator Corron. Mr. Chairman, I might observe that Mrs. Funk- 
houser’s boycotting activities are so successful that I didn’t dare to 
have any billboard advertising when I ran for the Senate. [Laugh- 
ter. | 

Senator Gore. I would like to observe, Senator Cotton, that as long 
as you have the support of ladies like this you will be unbeatable. 

Mrs. Funxnouser. When Governor Sherman Adams was running 
for his second term of office in the State of New Hampshire years ago, 
he made the statement that he hoped no one would vote for anyone 
who used a billboard. 

Senator Gore. Senator Neuberger ? 

Senator Nevpercer. I don’t have any questions, Mr. Chairman. I 
want to congratulate Mrs. Funkhouser on her very able presentation, 
and particularly to compliment her on bringing up that excellent ques- 
tion about how the signboard people violate States rights. 

Mrs. Neuberger and I were members of our legislature in Oregon. 
We had identic: ally the same experience. We introduced le gislation 
to forbid billboards on our highways and the very billboard companies 
which raised the cry of States rights at the Federal level came in with 
a huge lobby to prevent. us from enacting effective legislation in 
Oregon. I want to say that Mrs. Neuberger ‘and I visited New Hamp- 
shire last year and we think one reason that you feel this way is that 
you and Senator Cotton have such a lovely State. 

Mrs. Funxuovser. Thank you. 

Senator Gorr. Senator Cotton ? 

Senator Corron. No questions. 

Senator Gore. Senator Revercomb ? 

oem itor Revercomp. No questions. 

Senator Gorr. Thank you very much for your appearance. 

Mrs. Funxnovser. Thank you, Senator. 

Senator Gorr. The next witness is Mrs. F. F. Carr, Associated Clubs 
of Virginia for Roadside Development. 

I am sorry we have no distinguished Senator present from your 
State to introduce you, but I am “from your neighboring State and I 
will do so. 
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STATEMENT OF MRS. F. F. CARR, ON BEHALF OF THE ASSOCIATED 
CLUBS OF VIRGINIA FOR ROADSIDE DEVELOPMENT 


Mrs. Carr. Had Senator Scott from North Carolina been here, 
he may have introduced me. Some years ago he made me an honorary 
Tar Heel. 

Mr. Chairman, I have copies of the remarks that I shall make. 

Mr. Chairman, I represent and am president of the Associated Clubs 
of Virginia for Roadside Development. This association is c omposed 
of the Vi irginia Federation of Women’s Clubs, the Virginia Federation 
of Home ‘Demonstration Clubs, the Virginia Federation of Garden 
Clubs, and the Garden Club of Virginia. 

The Associated Clubs of Virginia for Roadside Development, whose 
motto is to “Make Virginia’s Roadsides the Most Beautiful in Amer- 
ica,” represents over 80,000 women and a few men who are vitally 
interested in the development of all highway roadsides in Virginia 
and now, more especially, the National System of Interstate and De- 
fense Highways which, in effect, will be the “front yard of the State 
and Nation.” 

The Interstate Highway System will be available to both commercial 
and pleasure vehicles as are other types of highways. However, the 
Interstate System differs from the standard highway in that it is on 
limited access right-of-way, wherein the abutting property owners 
have no right of light. air, or access. 

Weare all familiar with the parkways of the country which, accord 
ing to Webster, are broad thoroughfares beautified with trees and turf. 
These thoroughfares are generally limited to pleasure vehicles, but 
access to them from abutting property is definitely limited. The road- 
sides of limited access highways, therefore, are susceptible to land- 
scaping similar toa parkway. 

If abutting property owners have no rights of light, air, or access 
to the facility in front of their homes, by what stretch of the imagina- 
tion should outdoor advertising interests have use of the lands ad- 
joining the right-of-way for outdoor advertising purposes / 

Senator Gore. Are you taking the position that if the Government. 
through action at both Federal and State levels of government, should 
limit the aceess to the highway and thereby limit the use and avail- 
ability of the highway to people who live adjacent to the highway, 
it should likewise limit the use of the highway, or property adjacent 
to the highway, by any and all business interests alike / 

Mrs. Carr. May I refer that question to Mr. Neal. who is our adviser. 

Mr. Neal. would you answer the Senator’s question / 

Mr. Neat. Mr. Chairman and gentlemen, I feel, as you will find a 
little later in Mrs. Carr’s paper, that we do feel that by limited access 
limiting the rights of light, air, and access to the road, how could it 
be that vou could use that for advertising purposes only? In other 
words, if some regulations are not put on the use of these highways, on 
the use of lands adjoining the highways, the outdoor advertisers will 
have a free rein to do as they please. By legislation to control that, 
the States would have the right to develop. a parkway atmosphere 
along this Interstate System “by planting trees that would obscure 
those eyesores or billboards or whatever you want to call them. 

Senator Gore. Thank you very much. 
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Mrs. Carr. Mr. Moses has been quoted before. I shall quote him 
iain: The advertisers— 
expect to cash in immeasurably on great public works to which they have made no 
special contribution and for which we owe them nothing 
In other words, this might be well phrased as “parasites on the public 
purse. 

From a realistic standpoint, in a majority of places the right-of-way 
line will be over 125 feet from the traveled way. a such, any message 
to be read by the motoring public on this facility at 55 to 65 miles an 
hour will have to be excessively large to be "ded Those who go 
faster won't see it at all. A multiplicity of these large boards, as will 
undoubtedly prevail if the outdoor advertising interests are t6 capl- 
tulize on this million-dollar-per-mile highway, will not only obscure 
all of the interesting scenery but present definite eyesores to the ie land- 
scape. 

Kivery endeavor should be made to see that the roadsides of the 
Interstate Highw: av System will be developed with a parkway atmos- 

phere—with wayside areas for parking, rest, and relaxation—which 

will help relieve driver fatigue and promote safety. And we in Vir- 
ginia are particularly concerned ‘with safety along our highways. Of 

course local businesses will have ample opportunity for adve rtising 
or announcing their wares at prescribed areas near the intercli: 

In Virginia—and I love to talk about her—we have had ; etfect 
since 1939 legislation that controls outdoor advertising in rural areas 
along our highways. This legislation prohibits any billboard or out- 
door advertising structure within 500 feet of major parkwavs: the 
Blue Ridge Parkway, the Colonial National Parkway, and the Mount 
Vernon Boulevard, anc also prohibits signs within 500 feet of any 

public park, reservation, plavground, or Natioual or State forest 


anges, 


outside the limits of any municipahty. Sinee 1939, over 800.000 signs 
have been eliminated along the highw avs in Virginia, while between 
16,000 and 17,000 perinits have been issued for outdoor advertising 


structures or advertisements along the highways. 

The steering committee of the Associated Clubs of Vireinia for 
Roadside Development, at a recent meeting, adopted a ~ solution re- 
questing His Excellency, the Governor of Virginia, and other Stat 
offie tals, to urge the C ongress To. : ado spt legislation adequate to conteel 
outdoor advertisin gt along the Interstate: System throughout the Na- 
tion, but especially in the | Old Dominion. A copy of this resolution is 
submitted to your committee for consideration. We trust that vou will 
give this your wholehearted support and help all those interested in 
making the National System of Interstate and Defense Highways 
the parkway system of the Nation. 

(The resolution referred to above is as follows:) 


Tne ASSOCIATED CLUBS OF VIRGINIA FOR ROADSIDE DEVELOPMEN 


RESOLUTION ON PROHIBITION OF BILLBOARDS WITHIN 500 FEET OF THE RIGILT-OF- 
WAY OF THE INTERSTATE HIGHWAY SYSTEM 


The Associated Clubs of Virginia for Roadside Development, through its 
steering committee, in assembly in the city of Richmond, on this the 7th day of 
February 1957, unanimously adopts the following resolution : 

“Whereas billions of dollars will be expended to promote safety and beauty 
on Federal highways: and 
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“Whereas over 1,000 miles of the ‘National System of Interstate and Defense 
Highways, or the ‘Interstate System,’ will be located in Virginia; and 

“Whereas such highways should be constructed complete in all details; and 

“Whereas all such expense and effort for maximum esthetic and recreational 
values to our ‘Nation’s front yard’ will be, in part, negated by indiscriminate com- 
mercialization of adjacent lands, with safety, in part, jeopardized, be it 

“Resolved, That the Congress of the United States be requested to enact 
legislation as may be necessary to prevent the erection or use of billboards on 
any highway constituting a part of the Interstate System, except for duly au- 
thorized official highway directional and informational signs required for the 
safety and welfare of the motoring public, and that His Excellency, the Governor 
of Virginia, the members of the general assembly, the State highway com- 
mission, and others interested in promoting national policy for the protection 
of scenic beauty and the safety of travel on the National System of Interstate 
Highways, be urged to lend their support to this endeavor; be it further 

“Resolwed, That the General Assembly of Virginia be urged to enact legislation 
to augment and carry out this national policy within the State of Virginia.” 


STEERING COMMITTEE. 
Mrs. F. F. Carr, President. 
Mrs. F. SHITNEY GODWIN. 
Mrs. JAMES H. DONOHUE, Jr. 
Mrs. WILLIAM S. Murray. 
Mrs. J. BLAINE GWIN. 
Mrs. Carr. Thank you very much for this opportunity to appear. 
Senator Gore. Thank you very much. 
The Chair would like to observe that the parade of Easter bonnets 
before this committee is slightly distracting. 
Mrs. Carr. Thank you. 
Senator Gore. The next witness is Mrs. Frank L. Ball, Women’s 
National Farm and Garden Association, Arlington, Va. 
Mrs. Ball, the committee is very pleased to hear you. 


STATEMENT OF MRS. FRANK L. BALL, WOMEN’S NATIONAL FARM 
& GARDEN ASSOCIATION, ARLINGTON, VA. 


Mrs. Batt. Mr. Chairman and gentlemen of the committee, I don’t 
represent a million people, but I represent 80,000 very fine women 
from all over this country. 

I represent Mrs. Willoughby Chesley, who is national legislative 
chairman and unable to be here. I will not attempt to discuss the 
legal or engineering aspect of this bill. I will merely try to bring out 
some of the esthetic values and some of the safety values. 

As I said, our organization has an approximate membership of 
80,000 women, with divisions in many States, largely in New England 
and the Middle Atlantic States. We have a division here in Wash- 
ington known as the Capital division, comprising West Virginia, 
Maryland, Virginia, and the District of Columbia. Weare very active 
in many things pertaining to the rural women and the city women. 
We try to bring about their interdependence on each other. 

One of the many objectives of our organization is the protection 
and preservation of the natural beauty of our countryside, and to 
keep it from being obscured by unsighty billboards along the new 
highway now proposed. 

I have been asked to place our association in approval of bill S. 
963, and to urge its passage. 

With the Federal Government about to spend large sums of money 
on the new 41,000-mile Interstate Highway System from the taxpayers’ 
dollars, we feel that we should not be forced to face an array of bill- 
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boards instead of being able to see the beauty and the natural wonders 
of our great country. 

Hawaii has been discussed here several times. Since I had it in my 
notes, I will continue. We are told that Hawaii has no such menace 
as billboards and that this condition was brought about by the people 
themselves refusing to buy products which were advertised on their 
beautiful highways. We hope, gentlemen, that this procedure will 
not be necessary in our own United States—will not have to be re- 
sorted to. 

It has been suggested that billboards are a constant traffic hazard 
by attracting the attention of the driver from the road itself, and we 
definitely think they are. 

May I inject this? It may not be apropos. Last fall it was my 
privilege to go with 112 others on a tour of Great Britain, the low 
countries, and France. As we drove through the countryside of Eng- 
land, we were able to see those views. We were not hindered by bill- 
boards. In Scotland we saw the highlands and the lowlands, and 
neither were obscured. Nor did we find in the low countries—Holland 
and Belgium—billboards, and the beautifully kept farms of France 
were not obscured from our view. Every woman in our party came 
back with a strong determination to do all she could to find out why 
in America we have this horrible blight. There is absolutely no rea- 
son in my mind why those who pay the cost and create the value of 
these highways should be forced by some powerful group to view a 
‘continuous parade of signboards whenever they get into their cars 
for a drive. 

The TV and radio programs are prefaced and interspersed with 
constant advertising tactics. However, we have the privilege of flick- 
ing a dial and turning them off. But not so with the signboards. They 
goon and on to the very end. 

Gentlemen, we urge you to pass Senator Neuberger’s bill. 

Senator Gore. Thank you very much. 

It is now 1 minute to 12. The Chair would like to inquire how 
many of the remaining witnesses are from without the city ? 

I see one here from South Carolina. Would you raise your hands 
please? Would you give us your name ? 

Mrs. Batrzy. Mrs. Jennings Bailey, from Frederick, Md. 

Senator Gore. Are there others? 

The Chair is trying to ascertain this, because it is obvious that we 
cannot hear all the witnesses. There is the bell now. If it would be 
convenient with the members of the committee, could we hear the two 
ladies who have come from afar and then postpone the others until 
another day ? 

If so, would you take the stand ? 

Mrs. Barter. Senator, I can come down any time. Would you give 
it to somebody else who has come a farther distance ? 

Senator Gorr. We will hear the next lady. 


STATEMENT OF MRS. THOMAS WALLER, OF BEDFORD HILLS, N. Y., 
CONSERVATION CHAIRMAN OF THE GARDEN CLUB OF AMERICA 


Mrs. Waiter. I am Mrs. Thomas Waller of Bedford Hills, N. Y., 
currently conservation chairman of the Garden Club of America. I 
greatly appreciate this opportunity to appear before you and the gen- 
erosity of your committee to every point of view. 
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The Garden Club of America, comprising 11,000 members from 39 
States and Hawaii, strongly urge that the Federal-aid highway bill 
of 1956 be amended to prohibit. billboards within 750 feet of either 
side of the outer limits of the right-of-way on the new limited-access 
Federal-aid interstate highways. We feel that unless such legislation 
is enacted the 41.000 miles of these interstate highways will "be lined 
with advertising billboards and other commercial displays and we 
believe firmly as Senator Neuberger has so aptly said- 
that for their $35 billion plus expenditure, the taxpapers of this country are 
entitled to see scenic America and not an endless vista of roadside advertising. 

We heartily favor the passage of Senate bill 963, but we hope that 
it me Ly be tightened further so as to provide : 

That funds allocated to a State be withheld unless the State 
abides by the Federal standards adopted to prevent billboards. 

. That funds allocated to a State may be used by the State to pur- 
Cc thas se any necessary easements. 

That the 500-foot restriction be increased to 750 feet on eithet 
dadede the outer right-of-way boundary. 

We also advocate the enactment of legislation which would result 
In providing service and food and restroom areas with rigid standards 
of quality and sanitation on these new Federal highways. Certainly 
the 41,000 miles of new roads affords ample opportunity for fuel and 
food concessions to be fairly distributed among competent companies. 

The billboard mterests will, as soon as these highways are com 
pleted, claim the new space ¢ rented along the right-of-way as its very 
own ig OT ring the fact that this exists and has v: alue only bee on pe 
taxpayers money has been spent to create the road it borders. Alon: 
the same lines there is no reason that property owners should be said 
for a right that did not exist at the time that they purchased finals 
property and which has been created only by the building of these 1 
roads 

We believe that billboard freeness is just as much of an attribute as 
is the closed access and that it can be handled i 1 like fashion. \W%t! 
S9 being allocated from Federal funds for every siete put up by the 
State, complete responsibility must fall on the Senate and on the 
House of Represet ntatives to assure that this colossal investment of 
Federal funds return a top-quality product in both utility and beauty. 

Senator Gore. Thank you. 

Senator Neuberger ? 

Senator Necsercer. A very good statement. 

Senator Gore. Is there any other witness who could not convenient! 
return Thursday morning ? 

If not, the committee will stand adjourned until tomorrow, when 
the opposition will be heard, but those on the list who were not heard 
today will be heard Thursday morning. 

(W hereupon, at 12:05 p. m., the subcommittee adjourned, to recon- 
vene Wedne sday, March 20, 1957.) 
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WEDNESDAY, MARCH 20, 1957 


UNrreD STATES SENATE, 
ComMirrer oN Pusriic Roaps, 
SUBCOMMITTEE ON Pupsiic Roaps, 
Washington, D.C. 

The subcommittee met, at 10:00 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore presiding. 

Present : Senators Gore (chairman of the subeommittee), Kerr, Case, 
Cotton, Hruska, and Revercomb. 

Senator Gore. The committee will come to order. 

The chairman of the subcommittee would like to note that many 
people are apparently spreading misinformation about the scope of 
the Neuberger bill or the Administration proposal. I would like te 
read an excerpt from 1 letter I have received, and also 1 entire letter, 
out of the hundreds I have received. 

Here is the excerpt: 

I have been informed of a law that has been introduced in the Senate to bar 
outdoor advertising on any roads, State or local. 

Now I would like to read one entire letter and omit the name. It is 
addressed to me: 

Dear Sir: I received a letter from Quaker State Oil Refining Corp. about the 
advertising signs on the property. 

As for my part I wish all signs were moved except the United States high- 
Way signs. 

For what little you get out of it, don’t do any good, and I don’t think they look 
nice, 

So please if you can have them all moved. Do so and if I can help I will do 
all I can. 

Yours truly, 

Senator Kerr. Will the chairman yield for a question / 

Senator Gore. Yes. 

Senator Kerr. Did she say she had one of them on her land / 

Senator Gore. She did not. 

Senator Kerr. I thought it was so. 

Senator Gore. She did not specifically say so. I rather inferred 
that wasthe case. That may not be the case. 

I read this letter and these excerpts as illustrations of my statement 
that someone is spreading misinformation, if not reprehensible prop- 
aganda. The only thing involved in either the Neuberger bill or the 
Administration proposal is the question of regulation of outdoor ad- 
vertising alongside the rights-of-way of the new Interstate Highway 
System. 

87 
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The committee has before it this morning, as scheduled to appear. 
14 witnesses, the first being former Senator Scott Lucas, our distin- 
guished friend. 

The witnesses have been notified that they will be given 10 minutes 
each. 

Yesterday we found we were unable to complete the testimony of the 
proponents and arranged to hear them tomorrow from 10 to 11. If 
we find ourselves unable to complete today’s schedule, the opponents 
will be accorded the same privilege tomorrow, from 11 to 12. 

As we tried to do yesterday, we will undertake today to accom- 
modate, if possible, all the witnesses from out of town. 

Senator Lucas, the committee is pleased and honored to have you 
appear. 


STATEMENT OF HON. SCOTT LUCAS, FORMER UNITED STATES 
SENATOR FROM THE STATE OF ILLINOIS 


Mr. Lucas. Thank you, Mr. Chairman. I had hoped that I might 
have a bit more time than the 10 minutes in question due to the fact 
that some 6 or 8 of our people desired to testify before this commit- 
tee, and I convinced them that I should testify for all of them and 
thereby present our case with more of the continuity of thought, and 
also save some time for this committee. 

I have, Mr. Chairman and members of the committee, probably a 25 
or 30-minute statement. If I can’t complete this statement today I 
should like to have the privilege of coming back tomorrow and finish- 
ing it, because it is-of vital importance to my clients that it be pre- 
sented in the manner that I have submitted it here. 


Senator Gore. In the case of other witnesses, Senator Lucas, we: 


have accorded them the privilege of having their full statement 
printed in the hearing and requested them to summarize their state- 
ments. The Chair respectfully suggests that if we start out with 1 
witness taking 25 minutes and reading the statement, and then yield- 
ing to questions for perhaps another 25, we will be unable to accom- 
modate more than a small fraction of those here. 

The Chair fully appreciates the value of having a chronological 
statement and respectfully suggests that the full statement be printed 
in the record and that you proceed to summarize, and that if you are 


unable to summarize within the time, we will accord you further time 


tomorrow. 

Mr. Lucas. Mr. Chairman, may I make this suggestion: In view 
of that fact I should like to vacate the witness stand for the moment 
and have another witness appear, and I should like to confer with Mr. 
Mitchell and Mr. Miller on what I should say with respect to the 
contents of this manuscript that I have in front of me. ; 

Senator Gore. In view of the fact that you live here and other wit- 
nesses are from out of town, if you would rather defer your presenta- 
tion until 11 tomorrow, that would be agreeable, and then you can 
read your statement completely. 

Senator Neunercer. While these gentlemen are doing that, Mr. 
Chairman, may I submit for the record of these hearings a telegram 
which I received today from Mrs. Marion T. Weatherford, chairman 
of the conservation of natural resources department of the General 
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Federation of Women’s Clubs, and a letter written to me by Dr. Karl 
W. Onthank representing the views of the 25,000 members of the Ked- 
eration of Western Outdoor Clubs, a national association of outdoor 
clubs. 

Mrs. Weatherford and Dr. Onthank have long been active leaders 
in the field of conservation. They present cogent arguments for the 
protection of roadside beauty from commer cial disfiguring. 

I also desire to place in the record, for the information of the com- 
mittee, the text of Senate bill No. 84 now pending in the Oregon State 
Legislature and sent to me by the courtesy of one of its principal spon- 
sors, State Senator Rudie Wilhelm of Portland. This bill is designed 
to strengthen existing billboard control legislation in my State. 

Senator Gore. Yes, indeed. 

(The items submitted by Senator Neuberger follow :) 


ARLINGTON, OREG., March 19, 1957 
RICHARD L, NEUBERGER, 
Senate Office Building, Washington, D. C.: 


One of America’s greatest physical endowments is the beauty of her fields 
and streams, lakes and mountains, seashores and forests. Visitation to these 
areas is increasing by the millions each year. To have this natural beauty that 
our American public is seeking scarred by roadside developments and disfigur- 
ing structures is sacrilege. We firmly believe that travelers on highways should 
not be a captive audience which is what they are when advertising is forced on 
their view, the natural beauty of the landscape is every American’s heritage. To 
buy space for advertising on this landscape and mar its natural beauty is forced 
intrusion into the dissipation of the birthright of every American to America 
the Beautiful. The General Federation of Womens Clubs wishes to record its 
support ‘of .strict ‘control of roadside developments through zoning regulations 
and well designed planting for both safety and beauty. I hope you may'see fit 
to make this statement a part of the hearing on an amendment to the Federal 
highway law. 

Respectfully, 
Mrs. MARION T. WEATHERFORD, 
Chairman, Conservation Natural Resources Department, 
General Federation of Women’s Clubs. 


FEDERATION OF WESTERN OUTDOOR CLUBS, 
March 12, 1957. 
Senator RICHARD NEUBERGER, 
Senate Office Building, Washington, D. C. 


Dear SENATOR: May we ask that the following statement on behalf of the Fed- 
eration of Western Outdoor Clubs in support of Senate bill 963 be included in the 
record of the hearing on this bill. 

The Federation of Western Outdoor Clubs is, as it name implies, an association 
of the outdoor clubs of the Western United States. Its members total some 
25,000. They are interested in mountain climbing, hiking, scenic and nature 
photography, camping and related outdoor activities, and particularly the en- 
joyment of the scenery of the West. They travel extensively through the West 
and widely elsewhere in the United States, often visiting the national parks, but 
just as often exploring less well-known areas, and always noting and seeking 
to enjoy the natural scenery as they go. 

Nearly every kind of business and profession, including that of advertising is 
represented among the members of the organization. They accept advertising 
suitably used as a legitimate aspect of marketing. They object to advertising 
which infringes on the enjoyment of the natural scenery of our fair land. They 
have repeatedly gone on record complimenting business firms which have ceased 
this kind of advertising. 

Speaking for the Federation of Western Outdoor Clubs, I may say Senate bill 
963 is generally regarded as very mild. Many of our members regard it as in- 
adequate protection of our great new highways from the nuisance and hazards 
of billboards. But they wish to be recorded as emphatically favoring it and 
urging the Congress to enact such legislation promptly so that it may be made 
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effective as soon as possible and before right-of-way acquisition has proceeded 
su far as to curtail its operation.. It should be obvious that never again will 
it be as easy as it is now to protect our citizens from becoming a captive audience 
to these scenic monstrosities. Once permitted to be erected along our great 
new highways it would be almost impossible to remove them. Now is the time 
for the Congress to give us all suitable protection against them. 

It is, of course, plain that the billboard industry has no inherent claim to the 
privilege of using the new Federal highways for advertising purposes for its 
own special profit. The motoring public, which pays the taxes which build 
these highways, has every right to protection from these unwanted, scenically 
distiguring, and hazard-creating billboards. 

May we add that members of our federation are cooperating actively in their 
various States toward securing appropriate State legislation toward taking ad- 
vantage of the provisions of this bill and otherwise providing for protecting the 
new federally aided freeways from billboards. 

On behalf of the Federation of Western Outdoor Clubs we urge strongly thut 
you support this legislation. 

Respectfully, 
KAarL W. ONTHANK, President. 


( Nore.—Matter underscored in an amended section is new ; matter bracketed is 
existing law to be omitted: complete new sections in a bill containing amended 
sections begin with “Section (blank).’) 


ForTY-NINTH LEGISLATIVE ASSEMBLY—REGULAR SESSION 


SENATE BILL NO. 84 


Introduced by Senators Wilhelm, Belton, Lewis and Lowry and Representatives 
Cone, Davis, Meek, and Tom and read first time February 6, 1957 


A BILL FOR AN ACT Relating to the placing, erection, or maintenance of advertising 
signs and advertising structures near national interstate highways: creating new provi 


sions: amending ORS 377.120, 377.140, 377.240, and 377.990: and declaring an 


emergency 


Be It Enacted by the People of the State of Oregon: 

SECTION 1. Sections 2 and 3 of this Act are added to and made a part of ORS 
377.110 to 377.280. 

Sec. 2. Except as provided in section 3 of this Act or ORS 377.140, no adver- 
tising sign or advertising structure shall be placed within a lateral distance of 
500 feet from the nearest edge of the traveled roadway, and not from access 
ways or frontage roads, of any national interstate highway. 

Sec. 5. (1) Any advertising sign or advertising structure which has been or is 
being placed, erected or maintained, prior to the effective date of this Act, within 
a lateral distance of 500 feet from the nearest edge of the traveled roadway and 
not from access ways or frontage roads of any national interstate highway shall 
be removed by the owner thereof within five years after the effective date of this 
Act. 

(2) Any advertising sign or advertising structure which has been or is being 
placed, erected, or maintained within a lateral distance of 500 feet from the 
nearest edge of the traveled roadway and not from access ways or frontage roads 
of a highway or thronughway, on the date such highway or throughway is desig- 
nated as a national interstate highway after the effective date of this Act, shall 
be removed by the owner thereof within five years after the date of such desig- 
nation. Until the advertising sign or advertising structure, exempted from 
section 2 of this Act by subsection (1) or (2) of this section, is removed or until 
the five-year period has expired, whichever is the first to occur, such advertising 
sign or advertising structure shall be subject to all other applicable provisions 
of ORS 377.110 to 377.990. 

Sec. 4. ORS 377.120 is amended to read as follows: 

“377.120. As used in ORS 377.110 to 377.280, unless the context requires other- 
wise: 

“(1) ‘Advertising sign’ means any card, cloth, metal, glass, plastic, wooden or 
painted display, message, emblem or device, designed, used or intended for ad- 
vertising purposes or to attract the attention of the public, except an advertising 
structure. ‘Advertising sign’ includes a group or series of not more than eight 
signs, conveying a Single advertising message, each of which signs has an area of 
not more than six square feet. 
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“(2) ‘Advertising structure’ means any structure of any kind or character, 
including statuary, designed, used cr intended for advertising purposes, or for 
the placing or support of an advertising sign. 

“(3) ‘Business district’ means the territory contiguous to a highway, [or] 
throughway or national interstate highway when 50 percent or more of the front- 
age thereon for a distance of 600 feet or more on one side, or 300 feet or more on 
poth sides of the highway, [or] throughway or national interstate highway, 
is occupied by buildings used for business. 

“(4) “Business of outdoor advertising’ means the business of constructing, 
erecting, operating, using, maintaining, leasing or selling advertising structures 
or advertising signs, but does not include the placing, erecting, constructing or 
maintaining or advertising structures or advertising signs pertaining exclu- 
sively to the business of the person placing, erecting, constructing or maintaining 
the structure or sign. 

“(5) ‘Commissioner’ means the Commissioner of the Bureau of Labor. 

“(6) ‘Highway’ means the entire width between the boundary lines of every 
way publicly maintained when any part thereof is open to the use of the public 
for purposes of vehicular traffic, except @ national interstate highway or a 
throughway. 

“(7) ‘National interstate highway’ means all highways or throughways in 
the State of Oregon included within the National System of Interstate and 
Defense Highways by the joint action of the State Highway Department and 
the highway departments of adjoining States, as finally approved, pursuant to 
section 60, Title 23, United States Code, as amended (Federal-Aid Highway Act 
of 1944). 

“[7] (8) ‘Roadside service’ means classes of pursuits customarily required 
and used by the traveling public, and intended predominantly for the traveling 
public, such as and including, but not limited to, gasoline filling stations, garages 
and automobile repair shops, refreshment stands, motels, restaurants and 
eating places, tourist or automobile parks and lodges and similar pursuits and 
services intended primarily for the convenience and accommodation of the 
traveling public, as such. 

“[8] (9) ‘Throughway’ means any highway adopted, located, relocated 
established, constructed or designated as, or converted into, a throughway by 
the State Highway Commission under the provisions of ORS 374,005 to 374,095 
except a national interstate highway.” 

Section 5. ORS 377.140 is amended to read as follows: 

“377.140. (1) The provisions of ORS 377.110 to 377.280 shall not apply to any 
advertising sign or advertising structure place, erected or maintained: 

“(a) Within the limits of an incorporated city. 

“(b) By or under authority of any Federal, State, county or city authority 
for the purpose of conveying information, warnings, distances or directions to 
persons upon the highway, [or] throughway or national interstate highway. 

“(c) By any public officer or body for the purpose of giving a notice required 
by law or by a court. 

“(d) Ata location not visible from any highway or throughway. 

“(2) The provisions of sections 2 and 3 of this 1957 Act, ORS 377.150, 377.160 
and 377.180 to 377.240 shall not apply to any advertising sign or advertising 
structure erected or maintained: 

“(a) Within 300 feet of any business, when the sign or structure advertises 
only the name or nature of the business, or the products, facilities, goods or 
services thereof. 

“(b) Upon farm property by the owner or lessee of the farm when the sign 
or structure advertises only the products of the farm. 

“(c) For the purpose of advertising for sale or rent the real property upon 
which the sign or structure is erected, or of warning of hazard or danger upon 
such property, or of warning against hunting, fishing, or trespassing upon such 
property. 

“(d) By any public utility or transportation company for the purpose of notices 
necessary for the information, safety or direction of the public. 

“(e) Which bear only the name and address of the owner or occupant of the 
property. 

“(3) The provisions of sections 2 and 3 of this 1957 Act, ORS 377.150 and 
377.160 shall not apply to any advertising sign or advertising structure advertis- 
ing exclusively a roadside service located upon or within five miles of the high- 
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way, or throughway [or] national interstate highway upon which the sign or 
structure is placed, if: 

“(a) The advertising sign or structure has an advertising area of less than 
250 square feet ; 

“(b) The advertising sign or structure is located not more than two miles 
distant from either the roadside service which it advertises or an access road 
or connecting road leading to such roadside service ; and 

“(c) There are not more than two such signs or structures in each direction 
from the roadside service on each highway, [or] throughway or national inter- 
state highway upon which, or within five miles of which, the roadside service 
is located. 

“(4) The provisions of subsection (7) of ORS 377.130 and of ORS 377.150, 
[and] 377.160 and sections 2 and 3 of this 1957 Act shall not apply to any ad- 
vertising sign or advertising structure placed, erected or maintained within a 
business district.” 

Sec. 6. ORS 377.240 is amended to read as follows: 

“377.240. Any advertising structure or advertising sign not covered by a cur- 
rent permit as required by ORS 377.200, or which is owned, operated, leased, or 
maintained by a person engaged in the business of outdoor advertising without 
a license, contrary to ORS 377.180, or which is placed, erected, or maintained in 
violation of section 2 of this 1957 Act, hereby is declared to be a public and 
private nuisance and, except as otherwise provided in this section, may be re- 
moved forthwith by the commissioner. The commissioner, for that purpose, 
may recover from the owner thereof the cost of removal, the recovery to be not 
less than $25, and may enter upon private property without incurring any 
liability therefor. As a prerequisite to such removal and recovery, if any out- 
door advertising structure or sign bears thereon the name and address of the 
owner thereof, the owner must be given written notice to remove the structure 
or sign within 30 days after the receipt thereof, after which the commissioner 
may remove same as aforesaid.” 

Sec. 7. ORS 377.990 is amended to read as follows: 

“377.990. (1) Violation of the conditions and provisions of a permit procured 
under ORS 377.050 by any person having procured the permit is punishable, upon 
conviction, by a fine not to exceed $100, or imprisonment in the county jail not 
to exceed 30 days or both. 

**(2) Violation by any person of any of the provisions of ORS 377.030 to 377.050 
is punishable, upon conviction, by a fine not to exceed $100, or imprisonment in 
the county jail not to exceed 30 days, or both. 

“(3) Violation of any provision of ORS 377.340 to 377.360 is punishable, 
upon conviction, by a fine not less than $5 nor more than $50. 

*(4) Any person convicted of violating any provision of ORS 377.110 to 377.280 
shall be punished by a fine of not more than $50. 

“(5) Violation of section 2 of this 1957 Act is punishable, upon conviction, by 
a fine not to exceed $250.” 

Sec. 8. This Act being necessary for the immediate preservation of the public 
peace, health, and safety, an emergency is declared to exist, and this Act shall 
take effect upon its passage. 


Mr. Lucas. Mr. Chairman, after conferring with my associates, we 
believe it the better part of wisdom to follow your suggestion and come 
back tomorrow. At that time, at 11 o'clock, if I am able to read this 
statement in full, I would appreciate it very, very much, sir. 

Senator Gore. I know you do understand because you have occupied 
similar positions. The people who have come here from many miles, 
and with reservations to leave tonight, deserve the consideration of 
the committee. I appreciate your willingness to consider that, also. 

Mr. Lucas. The Senator is eminently correct. I have had that ex- 
perience many times as Senator. I have also attempted as one Mem- 

er of the Senate to accommodate witnesses who came from a long dis- 
tance to testify before the committee. I am glad to do that, and I now 
yield the floor. 

Senator Gore. Thank you very much. 

The next witness is Mr. H. H. Mobley, American Motor Hotel Asso- 
ciation, from Kansas City, Mo. 
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STATEMENT OF H. H. MOBLEY, EXECUTIVE VICE PRESIDENT, 
AMERICAN MOTOR HOTEL ASSOCIATION 


Mr. Mostxy. Mr. Chairman, I have a prepared statement, but I 
would like to augment that statement with some extra remarks that 
refer to the administration measure and would like to request your 
permission that those remarks also be included in the record. 

Senator Gore. That will be entirely agreeable. 

Mr. Mosier. Mr. Chairman, I am H. H. Mobley, executive vice 

resident of the American Motor Hotel Association. The American 
Motor Hotel Association is a national trade organization of the motel 
and motor court industry. There are today in excess of 56,000 motels 
with over a million rooms catering to the traveling public; 1,300,000 
motorists are lodged each night in facilities with a total capital invest- 
ment of over $5 billion. 

After careful study of Senate bill 963, and also the administration 
measure, the motel industry is convinced the proposal is unneces- 
sary and undesirable. If such legislation were ie hadcenl law, it would 
result in serious economic loss to existing roadside-service industries. 

Mr. Chairman, in analyzing the hearings that have taken place be- 
fore this committee, and as we have examined the views that have been 
expressed, at no time have I heard even a casual reference to the 
thousands of small businesses that are proposed for liquidation under 
these measures. 

I would like to say at the outset that I have no interest in the so- 
called billboard lobby that has been referred to here. I would as soon 
get my information concerning the purity properties of Jack Daniels 
from the slick pages of the Saturday Evening Post as from anyplace 
else. But such a narrow approach, it seems to me, fails utterly to ap- 
preciate the uncalculated damage to American enterprise that is 
wrapped up in these bills. 

Senate bill 963 proposes to establish a national policy for the pro- 
tection of scenic beauty and safety of travel on the National System 
of Interstate and Defense Highways. 

There is no evidence that the purpose of this bill is germane to safety 
of travel. 

I might say, by way of qualification, Mr. Chairman, that I spent 
about 13 years as a member of the Missouri State Highway Depart- 
ment, 3 years of which were in the traflic-engineering department, and 
that I am coauthor of the textbook on driver education that was used 
in the Missouri schools. And I would say to you that safety of travel 
in relation to highway advertising is not germane. 

On the contrary, there is substantial evidence to support the con- 
tention that highway advertising relieves monotony and thus reduces 
accident frequency. Highway hypnosis has become an important 
factor in increased accident experience. 

Releases of the National Safety Council support the benefits of 
highway advertising in combating highway hypnosis. 

Research by Dr. A. R. Lauer, director of the driving research labora- 
tory, lowa State College, has repeatedly substantiated the fact that 
highway advertising is beneficial in accident prevention. 

The bill, therefore, cannot be justified on the basis of safety, but 
must be considered solely on the possible esthetic benefits as weighed 
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against the economic loss to business, infringements of State and prop- 
erty rights. 

Senate bill 963 proposes the purchase of advertising rights from 
private property owners by Federal regulation. This proposition re- 
sults in several undesirable conditions. 

The cost involved in the acquisition of advertising rights on a strip 
of land, 1,000 feet wide and 41,000 miles long is an indeterminate fig- 
ure, but poses a substantial sum of money that would upset the finan- 
cial balance of the Federal highway program. 

The use of the police powers of the Government for aesthetic pur- 
poses is a questionable invasion of property rights. 

Historically, the several States have been dominant in the planning, 
construction and maintenance of the highway system. The Bureau of 
Public Roads has in general approved standards developed by the 
American Association of State Highway Officials. Senate bill 963 
would reverse this successful procedure by having regulations pro- 
mulgated at the Federal level and then forcing them on the several 
States by the use of Federal financial participation. 

It is our contention that the regulation of advertising on private 
lands adjacent to the Interstate Highway System is a matter for 
determination by the States. Already the States are active in this 
field. Legislation is now pending before 21 State legislatures, which 
will regulate highway advertising. This would seem to alleviate the 
need for questionable intervention in this field by the Federal Govern- 
ment. 

Enactment of Senate bill 963 would result in staggering economic 
loss to the $25 billion roadside business industry. This loss can be 
told through the effect on the motel industry which is a typical road- 
side business industry. 

Senator Gore. Would you yield ? 

Mr. Mostey. Yes, sir. 

Senator Gore. How can you make that statement ? 

Mr. Mostey. That it would result in economic loss? 

Senator Gore. A staggering economic loss, when the roads are not 
yet constructed and the advertising utility for the most part will not 
come into being until the roads are constructed and as a direct result 
of the roads. 

Mr. Mostey. If you will allow me to develop this, Senator, I am 
going into that matter in specific detail. 
~ The motel market is extremely mobile. A traveler to be a prospec- 
tive customer must be contacted and sold a room in a particular motel 
within an hour’s drive of the motel. 

This obviously means that other advertising media, such as news- 
papers, television and magazines are useless to the motel operator. 
The motel industry is confined to the single media of highway advertis- 
ing. Noone at 4 o’clock in the afternoon buys a newspaper to find out 
where he wants to stay that night. 

Numerous surveys indicate that from 12 percent to 30 percent of 
motel room rentals are traceable to highway signs. “Recommended 
by friends” and “just saw the place and dropped in” account for most 
of the remaining business. 

On the controlled-access Interstate System, many motels will not 
be visible from the highway. Of the projects submitted to the Bureau 
of Public Roads by the States for approval, 75 percent have been on 
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new rights-of-way. This means that motels and other existing road- 
side businesses will be off the new highway from a few hundred yards 
up to several miles. Thus the business that comes from being seen in 
passing is eliminated. 

Unless the motel operator can maintain highway signs on private 
land adjacent to the Interstate route his contact with his market has 
been completely destroyed. 

The Interstate route with its interchanges opens up a real estate 
bonanza unparalleled in the annals of highway construction. With a 
captive market on a controlled-access road the private lands adja- 
cent to the interchange will mushroom with all types of new business 
that serve the motorists. Existing roadside facilities at removed 
locations will not be in a competitive position to the new interchange 
developments. Their only hope to compete is to be allowed to con- 
tact the motorist through their highway signs. The loss of this right 
under Senate bill 963 would bankrupt thousands of motels and road- 
side businesses. 

The average motel owner is a small-business man, operating a 20- 
unit motel, with a total investment of $93,000. 

Senator Gore. May I ask a question ? 

Mr. Mostey. Yes, sir. 

Senator Gore. You are pleading this subject, are you not, as if all 
outdoor advertising along the routes of the Interstate System would 
be positively and unequivocally forbidden ? 

Mr. Mostey. I have not been able to ascertain anything in the bill, 
Senator, that would indicate that any type of highway advertising will 
be permissible on the private lands adjacent to the Interstate System. 

Senator Casr. Mr. Chairman. 

Senator Gore. Senator Case? 

Senator Case. Have you given any consideration to the text of the 
bill suggested by Secretary Weeks? 

Mr. Mostey. Yes, sir; we have. 

Senator Case. Did you note in there the provision or the suggestion 
that there might be zoning? 

Mr. Mostey. Senator Case, from our point of view, the exception 
4 to which you refer in Secretary Week’s bill, as far as we are con- 
cerned, is an unholy alliance with big business which would be very 
damaging to us. Our people are small people. If you have restricted 
advertising rights within these industrial zones, they will become very 
expensive for advertising purposes and they will tend to become a 
monopoly for the large roadside monopoly. 

In the first place, a sign anywhere advertising a motel is useless. 
The sign must be advance notice of approaching the man’s business. 
For that purpose the use of industrial and commercial zonings which 
are generally going to be contiguous to the urban areas, are improperly 
located and he will be priced out of the market into that. So that, 
as I see it, the sum and substance will be that while I will be able to 
see the values of Old Crow, I will be deprived of the right to find out 
where I might want to spend the night. 

Senator Casr. Do you think that the State highway commissions or 
the State authorities who would determine the zoning would be more 
interested in an alliance with Old Crow than they would with the local 
motel operators ? 
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Mr. Mostey. Senator, as a practical matter the areas which are 
going to be zoned contiguous to urban areas as proposed in that bill, 
first of all don’t fit the needs. 

Senator Case. How do you know that? Who is going to do the zon- 
ing? 

Mr. Mosier. I know something about the dispersion 

Senator Casz. Who is going to do the zoning ¢ 

Mr. Mostey. That has not been spelled out. I am assuming that 
the zoning would either be done by a local body or by a county body, 
or there is some inference in the bill that there might even be State 
zoning boards. 

Senator Case. Do you think that the local body or the county body 
or the State zoning board would discriminate in favor of Old Crow 
as against the motel operators / 

Mr. Mostey. It isn’t necessarily a matter of discrimination, Sen- 
ator. It isa matter that you have set up a situation which is definitely 
limiting. 

Let us presuppose there are 31 miles, for example, between Jeffer- 
son City and Columbia, Mo. There is no industrial area there. It 
is at the present an unzoned area. The facilities that are located in 
those areas would need signs 5 miles from their place that would in- 
dicate that you were approaching it. A market contact at the point 
a decision is being made. 

If you were to relegate that sign to an area on the outskirts of Jeffer- 
son City, its effects have been particularly lost, particularly if you 
put it into an area that is dominated by large boards. 

Another thing, if you are going to limit to these zoned areas, you 
will find that those advertising rights are going to be very, very 
expensive, and they will be prohibited to a lot of small operators. 

Senator Gore. Then would it follow that you are opposed to any 
limitation or regulation whatsoever ? 

Mr. Mostey. I would say to you, Senator, that the premises of pro- 
hibition is an improper approach to the highway advertising problem. 

Senator Gore. I didn’t say prohibition. I said limitation or regu- 
lation. 

Mr. Mostry. You have two sets of conditions, Senator. 

Senator Gore. Will you answer the question ? 

Mr. Mosier. I am going to answer. 

Senator Gore. Do you favor any sort of regulation limiting outdoor 
advertising ¢ 

Mr. Mostey. You are now asking me do I beat my wife. 

Senator Gore. No. 

Mr. Mostey. I can’t answer yes or no. 

Senator Gore. I want to know if you oppose or favor any what- 
soever. 

Mr. Mostey. I am not opposed to regulation of highway adver- 
tising. 

Senator Kerr. I understood the witness to say that he favored it 
being regulated or controlled by the States. 

Senator Neusercer. Do you favor it being regulated and controlled 
by the States? 

Mr. Mostey. Yes, sir. 

Senator Neupercer. You do? 

Mr. Mostey. Yes, sir. 
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Senator Neupercer. Is your organization supporting these various 
bills you have mentioned at the State level ? 

Mr. Mosier. We are supporting some of those bills. Other of those 
bills we are opposing because other of the bills at the State level, 
several of them, are outright prohibition of roadside advertising. 

Senator Nevusererer. What kind of bills are you supporting at the 
State level ? 

Mr. Mostry. We would support bills at the State level that would 
recognize the economic problems that are inherent in this matter. 

Senator Neupercer. What do you mean by that? 

Mr. Mosier. Let me make this one statement, Senator. 

A highway facility provided by public funds is a useless instru- 
mentality unless it has been supplemented by the essential services 
that are necessary for the movement of people and goods. A facility 
without gasoline is useless. A facility without food is useless. A facil- 
ity without lodging is useless. So then when we consider transporta- 
tion we must consider it as an integrated system of highway proper 
and facilities. It is as important to be able to find a motel facility or 
a restaurant facility as part of this system as it is to be advised that 
there is a curve ahead or a hill or slowdown sign. 

Senator Gort. The Chair would like to call the committee’s atten- 
tion to the fact that the present witness has been before us for 15 
minutes. 

Are there further questions of him? 

Senator Revercoms. I have a question. 

Senator Gore. Senator Revercomb. 

Senator Revercoms. You make the statement here that damage to 
existing smal] business will be caused by any regulation or by the bill 
before the committee. Asa matter of fact, isn’t the damage to existing 
business caused by relocation of the road itself? You realize that 75 
percent, we are told, of this new Interstate System will be upon new 
locations, On that 75 percent there are no motels or hotels today. So 
you are talking about damage by relocation of the roads right now; are 

ou not ? 

Mr. Mosier. No, sir. The damage occurs by a combination of cir- 
cumstances. First of all, the limited-access quotient which we strongly 
supported and still believe in today took us from access to the highway. 
Relocation took us physically from the highway. None of those things 
in themselves were extremely damaging. The thing that comes now, 
if we eliminate the right to advertise on the highway, we have a com- 
plete separation from our market. 

Senator Revercoms. My question is, you speak of damage to existing 
business. 

Mr. Mostey. Right, sir. 

Senator Revercoms. The new location away from the business is 
what has caused the damage. That is the damage you know you are 
going to suffer. 

Mr. Mostery. There will be some of that. 

Senator Revercoms. It will, because on those roadways, as they are 
relocated, there are no motels today. 

Mr. Mostery. That is correct. 

Senator Revercoms. There is nothing existing there today. 

Mr. Mostey. It is a relative matter. They will be anywhere from 
a couple of hundred yards to several miles off of that system. 
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Senator Revercoms. You are talking about motels to be constructed 
in the future. 

Mr. Mostry. I am talking about those that are existing today. 

Senator Revercoms. As to the 75 percent of this roadway there are 
no motels upon the locations. 

Mr. Mostry. That’s right, sir. 

Senator Revercoms. So you are speaking of something that will be 
built in the future along those highways to be built. 

Mr. Mostey. I am speaking of two things. The present facility off 
the highway can still exist if it can advertise on the highway, because 
it can direct traffic off of it, as the hotels have always done to a down- 
town location. 

Senator Kerr. Will the Senator yield ? 

Senator Revercoms. Yes. 

Senator Kerr. In the highway law there is a provision—which I 
have asked the clerk to locate and which I would like to put in the 
record at this point—that provides that the Interstate System will, 
where it is economically and otherwise feasible, follow the present 
route of the rights-of-way that have been designated as part of the 
Interstate System. 

Insofar as possible in consonance with this objective, existing highways lo- 
cated on an interstate route shall be used to the extent that such use is prac- 
ticable, suitable, and feasible, it being the intent that local needs, to the extent 
practicable, suitable, and feasible, shall be given equal consideration with the 
needs of interstate commerce. The Secretary of Commerce is hereby directed 
to submit to the Congress not later than February 1, 1959, a report on the prog- 
ress made in attaining the objectives set forth in this subsection and in subsec- 
tion (a), together with recommendations. 

I think in the development of the program where the new road 
or the route does not follow the present right-of-way, it will be nearby 
and not too far away. I believe the position of this witness is that 
if a motel, for instance, along Highway 66 now going through Okla- 
homa and Missouri is going to be damaged or suffer economic impair- 
ment by reason of a shift in the right-of-way from the present route, 
that the owner of these facilities would be further damaged if he was 
not permitted to have a sign on the new route which would lead a 
motorist, if he cared to do so, to come to existing facilities at an avail- 
able bypass. 

Senator Revercoms. I believe it was developed here that 75 percent 
of the proposed interstate roads would be on new locations. 

Senator Kerr. Yes, but they will be nearby. And those who have 
facilities along the present right-of-way might want to remind those 
traveling the new location that this facility is nearby. 

Senator Revercoms. It is a question of how nearby. I see the point 
the Senator makes, that if the existing motel is nearby, if he were not 
permitted to advertise as pointed out, that he would suffer damage. 

But if he were a distance off that roadway, not too far distant, there 
is a question of whether or not he will build a new motel or stay in his 
old establishment. 

Senator Kerr. If these were limited-access highways, Senator, 
where they would follow a new route, it is entirely probable that they 
will not permit the erection of motels or other facilities, so that the 
motorist going along may be 5 miles north of available facilities would 
not have them on the new highway, nor know that they were available 
by means of a nearby bypass, and would thereby become, as the witness 
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has said, more or less a captive of the facilities that would be erected 
along the interchange along the new route. 

Senator Revercoms. That is in each instance as to whether it is 
practical, both from the viewpoint of the traveler and from the busi- 
ness, for people to leave the road and go to a particular motel. 

Mr. Mostey. It is free enterprise. 

Senator Kerr. As I understand it, what this witness wants to do 
is put a sign on this new facility indicating that 5 miles from there 
there is a motel or facility. 

Senator Revercoms. I see the point you make. But as a practical 
matter, in the motel business you are not going to operate a motel 5 
miles from the road which people travel on. 

Mr. Mostey. It would depend on circumstances. These motels 
would all be from 100 yards up to 5 miles away. There is a relative 
matter. 

This man who may be only three-quarters of a mile off, has lost his 
market contact unless he can tell this motorist coming down the 
limited-access highway. 

Senator Revercoms. Do I gather from that statement that there is 
no plan to erect new motels along the highway ? 

Mr. Mostey. I indicated that the interchange will be the most fabu- 
lous real estate bonanza in the annals of highway construction. 

Senator Revercoms. I don’t gather from that an answer to my 
question. Are you saying here that in the light of Senator Kerr’s 
discussion here, which has been helpful to me and which I think clari- 
fies the point, do you mean to say that there will not be new motels? 

Mr. Mostey. At the interchange. 

Senator Revercoms. At the interchange? 

Mr. Mostey. Yes, sir. 

Senator Revercoms. But they will be new and not existing. 

Mr. Mostey. That’s right. 

Senator Kerr. The thesis of a limited-access highway is to prevent 
the building of businesses indiscriminately along them, and only at 
permitted designated areas which, as the witness said, will become a 
great bonanza. And there is nothing that I know of that is evil about 
that. But on the other hand, the position of the witness is that while 
that is done, and while those who are permitted to take advantage of 
it will profit, those with existing facilities should not be penalized by 
the windfall which others might have. 

Senator Revercoms. The witness’ statement, which I questioned him 
about, was the great damage to existing business by not permitting ad- 
vertising. The point I put to him is that there was a greater damage 
done which he cannot avoid, in the relocation of the roadways. 

Senator Kerr. Undoubtedly. And he is seeking to minimize that 
damage by retaining the right to advertise as he does now, to advertise 
on the highway to be built. 

Mr. Mostey. We would like to minimize the impact by keeping those 
places existing competitive, if they can remain so, 

Senator Gore. Mr. Mobley, you referred earlier to the infringement 
of property rights involved in the proposal before the committee. 
Perhaps you would be interested to know that this subcommittee wres- 
tled laboriously over the problem of limitation of access. I must con- 
fess that I started out, in the consideration of the highway legislation, 
strenuously opposed to any limitation of access. Having read the 
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poem about living in a house beside the road and being a friend to 
man, I felt that it was a severe infringement upon property rights to 
prevent a citizen who owned a home, a business, or a farm along the 
right-of-way of a magnificent new highway, from having the right to 
enter upon, directly from his property, and thereby use the highway. 

This committee finally concluded, unanimously, that it was in the 
national interest that we have a system of limited-access interstate 
highways. 

ow, I ask you, is the infringement of property right more severe in 
the regulation of the use of property adjacent to the highway, for ad- 
vertising purposes, than taking from the property adjacent to the high- 
way and the owner of the property the right of access to the highway / 

Mr. Mostxy. Mr. Chairman, let me say that the 1956 Highway Act 
is one of the finest pieces of highway legislation that has ever come 
out of a legislative body. It isexcellent. In that particular instance 
in which you were dealing with the right of access you were dealing 
with factors that meant life and death. You were dealing with mat- 
ters that had to do with the retention of a tremendously expensive in- 
vestment in physical property. You were dealing with problems of 
congestion. All within the realm of well-established principles of 
historic public interest. 

Now we depart away from the economics into a field of esthetics. 
The exercise of police powers, the taking away of property rights, the 
asking of a farmer to penalize himself to provide, at his own expense, 
a countryside that has some esthetic beauty, is not a well-defined mat- 
ter of public interest. 

Senator Gore. Thank you. You have covered the point. 

Senator Revercoms. I have one more question when you are fin- 
ished. 

Senator Gore. Senator Case has been questioning. Would you 
mind ¢ 

Senator Case? 

Senator Case. Your reference to a poem prompts me to try to recall 
one my daughter gave me the other night. I can’t recall it exactly. 
She wasn’t sure whether to credit it to Ogden Nash or somebody else. 
It ran: 

I think that I shall never see, 

A poem as lovely as a tree, 

And if the billboards have their way, 
I think I shall never see a tree. 

Senator Nrunercer. It was quoted with slightly more completeness 
yesterday, I believe by Miss Calhoun from the Pennsylvania Roadside 
Council. 

Miss Catnoun. Would you like to hear it again? 

Senator Gore. The lady has the privilege to read it again. 

Miss CaLHoun (reading) : 

I think that I shall never see, 

A billboard lovely as a tree, 

Perhaps unless the billboards fall, 
I'll never see a tree at all. 

Senator Case. I am glad to have it. I just had it tossed at me the 
other night, and I am sorry I wasn’t here yesterday to hear it. 

More seriously, I am concerned with the problem of the businesses 
to be replaced by the relocation of the Interstate highway. I am not 
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sure that the billboard situation will worsen it much, or certainly not 
improve it, unless there is some zoning or something placed where 
directional signs can be provided. 

But if your new motels are to be constructed at your access points, 
your person who leaves the Interstate highway is going to have to go 
by them to get to the other motels in any event. 

Mr. Mostey. That is true. 

Senator Case. As he does or as he gets there it seems to me there 
ought to be some provision for advertising. I don’t doubt the fact 
that the mctel that is already constructed and that finds itself off the 
highway is going to be at a disadvantage by reason of the construc- 
tion. And probably is going to have to resort to a price appeal or some 
other appeal in order to maintain that. 

Mr. Mosier. How does he make the price appeal if he is deprived 
of the market, Senator ? 

Senator Case. I certainly contemplate that any State authority 
would recognize that problem and through its zoning would establish 
an area where directional signs and advertising signs could be placed. 

Senator Corron. If my travel is any criterion—I throw this out 
for comment—when the tourist starts on the intersecting highway 
to the new motels, the first 17 he reaches will have a “No Vacancy” 
sign on them and in the interim the old motel will have had a chance 
to advertise on the connecting road and we will eventually wind up in 
your old motels. That is more or less facetious, but there is some truth 
to it, isn’t there ? 

Mr. Mosier. Senator, I am very much pleased with the success 
with which you think our business has grown. But the facts of the 
matter are that one-third of the motels last year had a net of less than 
$3,000. 

Senator Corron. Those are not the ones that I tried to get into. 

Senator Gore. Senator Case? 

Senator Case. I don’t see, in each bill, a proposal—and certainly not 
in Secretary Weeks’ bill—that the zoning or control of the signs will 
rest with the Federal Government. It seems to me that they will rest 
with the State agency. 

Mr. Mostey. Senator, maybe I can illustrate. Let’s take west of 
Bismarck, for example, or in a part of the wide-open areas of your 
State. 

Senator Casr. You have to go a little south of Bismarck. 

Mr. Mostry. We will go down to Rapid City, coming east from 
Rapid City. You have great areas which it seems to me it would be 
inconceivable would be zoned industrial, in your Black Hills area, for 
example, that there would be any industrial zoning in large areas 
of that country. 

Yet it is entirely conceivable that there will be certain roadside 
facilities that will have to be offered to the public in those areas. 
The only thing that we are trying to say here is that if we can retain 
contact with our market through signs, a great many of these facilities 
that, because of being off the highway, would normally fold, can be 

kept alive. 
enator Casr. I think you have a definite opportunity to do that if 
you leave the zoning with your State or local agencies. 

Senator Gore. Senator Revercomb ? 
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Senator Revercoms. Mr. Chairman, I think the discussion here has 
very clearly presented us with a problem which has got to be met and 
confronted. 

I want to say to the witness that I think you have very clearly 
revealed a problem. But would the motel industry, needing a direction 
sign, be willing to submit to the size and kind of sign agreeable to 
some authority, rather than select great, blazing billboards? 

Mr. Mostry. I think so, Senator. 

Senator Revercoms. You think that your industry would willingly, 
and it is your view that if a proper authority would say, “Yes, you 
may have a sign pointing out the location of your motel but it should 
be of this size, not to be one that will mar the view of the country,” 

rather than have a totally unregulated size and kind of advertising, 
would you be willing that that be done? 

Mr. Mosrey. We would go along with any reasonable approach to 
a solution of the problem. 

Senator Revercoms. And the number of such signs and the distance 
before entry to a side road for such a motel ¢ 

Mr. Mostey. As long as it was reasonable and we could live under 
them. 

Senator Revercoms. That reasonableness of course would have to 
be within the province and judgment of the authority that would regu- 
late. 

Senator Gorn. Senator Neuberger. 

Senator Neupercer. I agree with the witness that the motel industry 
is a vital industry and we want to protect it. Do you have any figures, 
sir, as to the record of operation of the motel industry in those States 
and on those roads where there has been billboard regulation? Very 
few of the States have any effective laws. But I understand that New 
York has a law, and I understand that Vermont has a law. Do you 
have any figures which would indicate that motels are less successful 
financially in those States than in other States ? 

Mr. Mostey. No comparable figures, sir. 

Senator Neupercer. That would be very cogent to your presenta- 
tion today, wouldn’t it ? 

Mr. Mostey. Yes. 

Senator Nevupercer. Yes. 

Senator Gore. Thank you very much. 

Mr. Mostey. The average motel owner is a small-business man, op- 
erating a 20-unit motel, with a total investment of $93,000. Generally, 
this represents his life savings, plus heavy mortgage indebtedness. 
Last year the motel industry paid over $90 million in interest alone. 

To meet operating costs and debt reductions, the average motel must 
maintain 60 to 65 percent room occupancy. Isolated from the high- 
way by access control, removed from sight by relocation of the high- 
way, and deprived of market contact by elimination of highway ad- 
vertising, you have a set of conditions designed to bankrupt hundreds 
of motels and other roadside businesses along the Interstate System. 

True, other investors will move into the interchanges to provide 
services to the captive market on the controlled-access hig ghway. This, 
however, is small consolation to the hundreds of small-business men 
who are legislated out of business. 

In conclusion, gentlemen, this bill would cause tremendous unwar- 
ranted damage to the country’s $25 billion roadside business industry. 
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The removal of signs would have a detrimental effect on traffic acci- 
dent frequency. 

No surveys have been made to reveal any widespread public interest 
in banning roadside advertising. 

We, therefore, respectfully request that Senate bill 963 and similar 
bills be reported unfavorably by the committee. 

Senator Gore. The Chair would like to acknowledge that he him- 
self took more time than he should, and then to call to ‘the attention of 
the committee the fact that the witness consumed, in response to ques- 
tions and in making his statement, some 30 minutes. We are getting 
off to a bad start, I fear, so far as time ; is concerned. 

The next witness is Mr. Everett Allen, Harrisburg, Pa., for the 
American Hotel Association. 

Mr. Allen, will you submit your full statement for the record and 
ad lib a summary, in order that we can try to stay close to schedule? 


STATEMENT OF EVERETT ALLEN, EXECUTIVE SECRETARY OF THE 
PENNSYLVANIA HOTELS ASSOCIATION, HARRISBURG, PA. 


Mr. Auten. Certainly. 

Mr. Chairman, I am Everett Allen, executive secretary of the Penn- 
sylvania Hotels Associ lation, with offices i in Harrisburg, Pa. I would 
like to make a brief statement on behalf of the American Hotel Associ- 
ation. 

When the basic highway legislation was before the Congress, leaders 
of our industry gave c careful thought to the impact upon us of this pro- 
posed new netw vork of Federal routes. Hotel association secretaries 
from the individual States were contacted, and their views sought on 
the extent to which Federal domination of this program would be de- 
sirable. I have the honor of serving as president of the American 
Hotel Trade Association Executives, representing the secretaries of the 
48 State hotel associations. Further, I was a member of the committee 
from that group which came to W ashington 2 2 years ago, and had con- 
ferences with the Department of Commerce, the Bureau of Public 
Roads, and other agencies. That was the reason Arthur J. Packard, 
chairman of the governmental affairs committee of the American 
Hotel Association, suggested that I appear before your committee to- 
day. 

Mr. Packard had previously submitted a statement to your subcom- 
mittee on January 8, outlining the industry’s views with respect to 
this new program. Generally, his statement urged two things: (1) 
Continuation of the present requirement in the law which makes pub- 
lic hearings mandatory wherever a new proposed route would bypass 
any city or town now served by the existing highway; and (2) that no 
Federal limitation be placed upon advertising along the Interstate 
System. You see, there are many, many operators of small hotel 
properties over the country who depend almost entirely on roadside 
advertising for their patronage. 

Subsequent to Mr. Packard’s statement, a number of bills have been 
introduced which would narrow the advertising privileges which now 
exist on Interstate and Defense Highways. I would like to speak 


briefly regarding the burdensome impact upon our industry of these 
proposals. 
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Senator Neuberger’s bill, S. 963, poses a grave threat to us. Its 
effect would be to prohibit signs along the highway, advising motor- 
ists of the availability of first-class hotels in nearby cities. At the 
same time, it would permit signs for newly established motels, lo- 
‘ated in commercial areas along the highway, and thus divert those 
travelers who heretofore have patronized hotels and other service es- 
tablishments. These new places of business would obviously have 
their own display signs, and would be within the view of passing 
motorists. 

Also, the bill itself gives them certain latitude in advertising on 
the premises adjacent to their properties. Second, on the turnpikes, 
thruways and other thoroughfares, the common practice is to permit 
signs pointing to each motel turnoff. We are afraid that similar 
privileges would be bestowed on favored persons who located in zoned 
areas along the new Federal routes. We contend that such practices 
are discriminatory, inasmuch as they clearly divert business from 
regular channels of trade into the waiting arms of a select group of 
service establishments, while prohibiting any comparable signs point- 
ing to nearby hotels. 

In my own State of Pennsylvania, the traffic has trebled on the 
turnpike, since that highway was extended eastward to Philadelphia. 
At the same time, the volume of hotel business in the cities and towns 
adjacent to the route has declined. So it is evident that we are deal- 
ing with a fluid set of factors which can prove ruinous to some busi- 
nessmen, while bringing a windfall to others. 

This entire process of creating a new group of favored establish- 
ments, and bypassing other places of business, ushers in another evil. 
This has been noted already in at least one of the States which is today 
traversed by a turnpike. The State commission distributes to each 
visiting motorist a list of places of business along the highway ; where 
meals, lodging and other facilities are available. Each place of busi- 
ness must meet certain requirements, set down by the turnpike com- 
mission, however, before being included in this list. 

It seems to us, in the hotel industry, that extensive regulatory func- 
tions not specifically authorized by State or Federal law are thus being 
exercised by some of these bodies which take jurisdiction over the new 
highways. Where such rigid control is evident, as we noted above, 
and monopoly practices have become established, it would seem to us 
that the Federal Government would have to employ extreme caution 
in determining whether to integrate these turnpikes with the Inter- 
state System. 

Highways have long been one of the principal arteries of trade, for 
hotels, as the country developed. They are sensitive nerve centers 
of our economy. Any rerouting of these thoroughfares can cause 
grave dislocations, even for distant business establishments. Let me 
cite a specific illustration. In Petersburg, W. Va., there is a man 
by the name of W. J. Cowherd. He operates the Hermitage Hotel, 
and is currently serving as president of the West Virginia Hotel As- 
sociation. This reference is out of his own personal experience. 
When the eastern terminus of our Pennsylvania Turnpike was Bed- 
ford, a great deal of traffic from the West, bound for the Southeastern 
States, turned off of our turnpike at Bedford, catching southbound 
routes. A great share of the business enjoyed in Petersburg—miles 
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off the turnpike—came from this southbound traffic. However, now 
that the turnpike is completed to Philadelphia, it is reported that the 
great preponderance of the traffic moves on to the eastern terminal, 
before swinging south. Now I agree that this conceivably could bring 
a windfall to new areas. But we in Pennsylvania, where we are 
actually served by this new and wonderful thoroughfare, have ex- 
perienced a decline in hotel business over most of the State, in spite 
of the substantial increase in the volume of passenger cars traversing 
our State. 

The bill before your committee would restrict roadside advertising 
within 500 feet of either side of the highway. We do not feel that 
roadside advertising comprises as great a threat to public safety as 
is claimed by those who would outlaw it. I am sure that there are 
many truly sincere people who feel that billboards and other signs 
along the highway comprise a traflic menace, endangering lives and 
property. 1f you pursue this line of reasoning, we would have to do 
away with skywriting, blimps, planes with streamers, and even ads 
on trucks passing us on the highway. And what about ads on the 
radios which blare out from passing cars! It would appear rather 
futile to attempt to isolate ourselves from all advertising. 

In an editorial in Life magazine last week, Park Commissioner 
Robert Moses, of New York, is shown as arguing that certain ingenious 
promoters, bent on exploiting a captive audience, would “cash in hand- 
somely on great public works to which they have made no special 
contribution” unless a national ban againt billboards is enacted. We 
think this statement by Mr. Moses in eminently unfair. Rather, it is 
he who would usher in inequity by bringing financial ruin to tens of 
thousands of people over the country who have, in good faith, invested 
capital in a business establishment, bringing employment to many. 
It is their properties which might easily become the victims of isola- 
tion, coupled with a prohibition against advertising. 

The Life editorial states that these miles and miles of greensward 
would be a “nurseryman’s banana”—I mean bonanza. Is it the nur- 
serymen of America in whom Mr. Moses is interested ? 

It is the obligation of the Congress to deal with pertinent business 
problems, and we have confidence in your committee to weigh the 
merits of this proposal, and to study any weaknesses, The advertising 
industry itself it is an important segment of our economy, and should 
not be quickly discarded. 

But even all this logic is secondary to the point which we want 
emphatically to make. This is, that some of our member hotels could 
not endure, if advertising were banned from these new Federal routes. 
We fail to understand na many advocates of this program leave sev- 
eral loopholes open whereby certain favored business establishments 
would be given permission to tap this new gigantic market, while the 
advertising of other places of business would be barred. 

Owners of existing business establishments, particularly hotels, 
have tremendous investments in real estate and buildings, which can- 
not be moved. In most cases they were built on their present site after 
careful travel studies. When Congress enacted the Federal Highway 
Act, it was known that the streams of traffic would be changed in many 
cases. But I do not feel that Congress ever intended to create windfalls 
for newcomers, and give them a special competitive advantage over 
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oot whose places of business are bypassed by this new network of 
ways. 
he hotel industry has supported this new road program. We were 
om that it carried certain safeguards against needless isolation. 
ublic hearings were provided for, where a community is to be by- 
passed, and access roads were to be provided wherever they were 
needed, in the public interest, to connect cities and towns with the new 
routes. Even so, we know that there would be some instances where 
roadside housing accommodations would spring up along the new 
highways, enjoying distinct advantages over those sectablidtatents lo- 
cated in adjacent cities and towns. 

We urge this committee to refrain from placing any unfair restric- 
tions on advertising along the Interstate Highway System. If any 
limitation is to be imposed, we strongly recommend an airtight restric- 
tion across the board, which would be applicable to any and all business 
establishments. We join the new Federal Highway Administrator, 
Bertram D. Tallamy, who testified before you to the effect that the 
States should be given jurisdiction over any and all advertising along 
the highways. It seems to us significant that no single 1 of the 48 
States has enacted any statewide ban on roadside advertising. 

It is true, however, that many States prohibit advertising on those 
highways which abound in scenic grandeur. Also, States have seen 
fit to ban certain electric signs which might blind the motorist, and 
thus endanger lives and property. This very type of regulation indi- 
cates that the States themselves are in a position to measure, and to 
meet, whatever policing obligation is present on the highways of the 
country to make them safe. We respectfully suggest that the juris- 
diction over advertising be resident in the individual States. 

Senator Gorr. Thank you. 

Senator Kerr? 

Senator Kerr. No questions. 

Senator Gore. Senator Case? 

Senator Casr. No questions. 

Senator Gorse. Senator Neuberger ? 

Senator Neusercer. I have just one question. If your analysis of 
this bill I have introduced is correct, I have had the most profound 
impact on the human race, I would guess, since Newton discovered 
gravity. Isit not true that if a billboard regulation law is enacted, and 
regardless of how strict or how lenient it might be, the people who 
drive across the country or back and forth in the countryside on high- 
ways, are still going to eat as much and sleep as much? 

Mr. Auten. Yes, sir. 

Senator Neupercrer. Are you saying that if you ban billboards 
people are going to sleep less and eat less? 

Mr. Auten. We are saying that this kind of legislation would de- 
prive them of information which they need and which they depend 
upon, and which they now have. 

Senator Neupercer. Then they are going to stay up all night and 
noteat? The thing that I want to get at is this: Let’s say that here is 
a highway along which there isn’t a single sign, although that certainly 
would not be the case under my bill or under Secretary Weeks’ pro- 
posal, both of which permit signs at various interchange places and 
commercial areas and so on. But as people cross the country by road, 
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they are still going to have to spend the night somewhere, and they 
are going to have to eat three meals a day if they are healthy, normal 


peep. 
Mr. Auten. Right. 

Senator Neusercer. So actually, it would not have any effect on 
them. You and the hotel businesses have said it will have an effect on 
hotels. 

Mr. Auten. It is the only means of advising the traveling public 
of their location. 

Senator Neusercer. I still don’t see that this will have an adverse 
effect on the hotel business. I am willing to concede it might affect 
“X” hotel or “Y” motel. Let’s say you don’t deny that. But it cannot 
be said to have an overall impact on the hotel and motel business. 

Mr. Auten. Only to this extent. Suppose you are driving along a 
limited-access highway and for some reason best known to yourself 
you are looking for a hotel—and we hope you are. 

You don’t know where there is a hotel. A billboard would provide 
that information. When you turn off, you may stop at the first place 
you come to and that may not answer the demand that you have in 
your mind. 

Senator Neupercer. I am going to stop somewhere and I am going 
to eat somewhere. 

Mr. ALLEN. Yes. 

Senator Neupercer. That is all. 

Senator Kerr. As I understand the witness’ position, it is this. That 
he wants to preserve the right of those people now in business to be 
in position to advise the motoring public that they can accommodate 
themselves with reference to those needs to which the Senator has 
referred, at the places of business which you represent. 

Mr. Auten. Correct. We would like the opportunity to tell you, as 
a motorist, that if you drive 3 miles instead of 1, you can find 
the kind of accommodation you are looking for. 

Senator Neusercer. The only point that I seek to make is that once 
you allow unlimited advertising, let’s say of hotel facilities, then you 
might have unlimited facilities where people can dance, or you might 
have unlimited advertising of taverns where they can drink beer. You 
can’t just say you can advertise unlimitedly one type of facility be- 
cause there are all kinds of people and all kinds of needs and desires 
and tastes. Isn’t that true? 

Mr. Auten. That is true. 

Senator Gorn. Senator Hruska ¢ 

Senator Hruska. It is not so much that people wouldn’t sleep as 
much and eat as much, is it Mr. Allen, as it is that if there is going to 
be any discrimination visited by any proposed legislation in favor of 
certain businesses, whether they exist or not, that you would like to 
see that discrimination removed? You would like to see some temper- 
ing influence there which would enable other businesses to share in this 
“banana” that you referred to. 

Mr. Auten. That is correct. We would like an opportunity to make 
a pitch, so to speak, for the same business. 

Senator Hruska. With reference to advertising ballrooms and 
other things, I imagine the motoring public also has an interest in 
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other things besides sleeping and eating when they go traveling. I 
have an idea they are interested in places of amusement. That is one 
reason why a great many people travel. 

Mr. ALLEN. Yes. 

Senator Hrusxa. Is there any vice in that ¢ 

Mr. ALLEN. Scenic areas particularly like to advertise. 

Senator Hruska. So that people will know where the geysers are 
and where the silver springs are. 

Mr. Auten. Historical signs. Gettysburg likes to advertise. 

Senator Kerr. Do you mean there might even be signs along this 
road telling people where they can find beauty to enjoy ? 

Mr. Auten. Right. 

Senator Gore. If they can’t see it from where they are, they might 
go where they can see it. 

Senator Revercomb ? 

Senator Revercoms. Mr. Allen, let me make the comment first that 
I am delighted that you have mentioned the town of Petersburg, 
W. Va., and the scenic and beautiful and rich land area of the south 
branch of the Potomac River. I am sorry indeed that you extended 
your roads in Pennsylvania so as to stop travel to those points. 

Mr. AuLEN. So are we. 

Senator Revercoms. I would be perfectly willing for a sign to be 
put in Pennsylvania pointing to Petersburg, W. Va. 

Seriously, do you ask for unlimited right of advertising along these 
roads ¢ 

Mr. Auien. Senator, I think basically what we ask is State control 
of this. I think we would favor—lI think the previous witness dis- 
cussed the possibility of some kind of uniformity. I think we would 
be in favor of that. What we want is the opportunity to provide 
information. 

Senator Rrevercoms. Would you be willing, and would your in- 
dustry of the hotel business, be willing that ‘there be regulation by 
some authority dealing with the size, the content, the location, and the 
number of signs that may be placed along the roadway ? 

Mr. Auten. I would like to answer that in two parts. To the first 
part, yes, we would prefer that the regulation be at State level. 

Senator Revercoms. At whatever lev el, you would be willing to have 
signs such as those that point out, look ‘ahead, curve, incline, steep 
hill. Your industry would be willing to have a fair regulation of 
signs with the idea in that regulation of doing away with signboards 
and those things that would mar the scenery along the road? Would 
you be willing to submit to that ? 

Mr. ALLEN. Senator, let me say this: I believe we would be in favor 
of a uniform size. I am not sure that all the signboards should be 
gray, or blue, or red, or some other color, which would become monot- 
onous as you drive along the highway. 

Senator Revercoms. You would be willing to submit to an authority 
that would govern the place of location and the number of signs? 

Mr. Auten. Yes. 

Senator Rrevercoms. That is all. 

Senator Gore. Senator Case ? 

Senator Case. Mr. Allen, have you examined the text of the bill 
proposed by Secretary Weeks ? 
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Mr. Atzen. I understand that is a new bill, and I have not, sir. 

Senator Casr. Two features of it, it seems to me, offer a possibility 
of meeting the problem that you and others have raised. Number 
one, it proposes not to apply the regulation by States as a whole, not 
a blanket regulation, but by projects. So that a State can submit any 
portion of the system within its State that it wants as a single project. 
And on that project if it wants to permit complete unlimited advertis- 
ing, it can do so, provided it forfeits 5 percent of the 90 percent. 
In other words, on an 85-15 matching basis, the complete control would 
be in the hands of the State, as I understand it. , 

The second thing is that it proposes that where controls are estab- 
lished, that advertising be permitted of the business that is located 
on the ground adjacent; it would permit directional or other official 
signs or notices; it would permit signs advertising the sale or lease of 
the property on which located; signs upon land that is actually zoned 
industrial or commercial by zoning authority having jurisdiction there- 
of; and that might be added to. But it seems to me that that makes it 
possible for the State to control the situation pretty well. 

If you have an area where you are approaching a scenic area, and the 
State wants to set up a mile or two where these signs could be accom- 
modated, it could do so. 

Mr. Auten. Yes, sir. 

Senator, I think reference was made a few minuts ago to the fact 
that some surveys indicate that road signs may participate in safety, 
increasing safety. I don’t believe any of us would hope to have these 
new systems cluttered with billboards. That is not the point certainly. 
We have in Pennsylvania I think 25 or 26 so-called scenic areas in 
which there are no billboards at all, on a sort of a voluntary basis. 
These areas are very lovely, and very beautiful. There is no objection 
to that. But we would not like to think of the time when we can’t 
advertise at all, can’t put up any billboards. 

Senator Hruska. Mr. Allen, it has been suggested that under the 
bill proposed by Mr. Weeks that the States would be regulating the 
problem because they could either say yes or no, the penalty for which 
would be 5 percent if they said no. 

In that kind of a setup the States aren’t doing anything by way 
of regulation except becoming an agent whereby regulation prescribed 
by Federal authorities would be imposed. Isn’t that right? They 
have no discretion. They have no way under Mr. Week’s proposal to 
participate in the formulation of that policy. That policy will come 
from Federal sources and the State, except for being an agent, saying 
ves or no, has no business in it at all except to enforce it or to decline to 
enforce it at a penalty if they don’t enforce it. 

Mr. Auten. Senator, I wonder if we should penalize any State, 5 
percent or any other amount, for exercising a right which we believe 
is the right of the State in the first place. 

Senator Case. Mr. Allen, there is no obligation or requirement of 
the Federal Government to build any road. No State can say that it 
has a right to claim that from now on the Federal Government shall 
even match on a 50-50 basis. We have different bases for matching 
now for different classes of roads. This in effect, it seems to me, is 

proposing that you say we have a class of interstate roads where, if you 
want to meet the full program of control, you can get your matching 
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on a 90-10 basis. But if you want to submit a project on which you 
don’t want to have that full measure of control, you can get your funds 
on an 85-15 basis. 

And if you want to build a lesser degree of road, if you want to build 
to a primary road or a secondary road under the Federal-aid primary 


and Federal-aid secondary system, you build on a 50-50 basis. 
Mr. Auten. Yes, sir. 


Senator Revercoms. Mr. Chairman ? 

Senator Gore. Senator Revercomb? 

Senator Revercoms, Has your organization, Mr. Allen, which seems 
to be a very complete one covering the hotel business, ever discussed 
or undertaken to regulate signs uniformly with respect to the scenery 
along the road ¢ 

Mr. Aten. Senator, in cooperation with the Pennsylvania Turn- 
pike Commission, we operated for a number of years on a voluntary 
basis without any hotel billboards. We found, however, that eventually 
others began to creep in, other industries, and we were faced with the 
problem of losing our competitive position. You will now find on the 
Pennsylvania Tur npike many hotel billboards. 

Senator Revercoms. Are they big, large signs ¢ 

Mr. ALLEN. Some are, yes. 

Senator Revercoms. But you have not effectively regulated the 
placing of signs voluntarily as an association, have you ‘ 

Mr. Auten. As an association ? 

Senator Revercoms. Yes. 

Mr. Aten. I can cite cities that have. New Orleans, for example, 
has not put up any hotel billboards by mutual agreement. Philadel- 
phia didn’t for some time. Pittsburgh didn’t at one time. However, 
again getting back to this competitive position that we find ourselves 
in, in order to get our share of the business we fiind that we now must 
go out and put up boards. 

Senator Revercoms. That is all. 

Senator Gorge. Senator Neuberger ? 

Senator Neusercer. Mr. Chairman, I think in all fairness it should 
be pointed out that there have been some six references this morning to 
the fact that the bill proposed by Secretary Weeks calls for action by 
the States; S. 963, in section 4, very definitely calls for action by the 
States also. 

I would like to ask the witness this very brief question. 

You say that you think the States should handle this matter. Has 
your organization actively supported billboard regulation measures 
at the State level # 

Mr. Arien. Senator, the reason I hesitate, I am trying to recall 
what legislation might have been introduced recently. 

Senator Neusercer. The previous witness said legislation was pend- 
ing in most of the States. 

Mr. Auten. In 21 States. I don’t believe it is pending in Pennsyl- 
vania. But I would have to check on that. 

Senator Neusercer. The reason I ask this question is this: I have 
also had the experience of trying to obtain billboard regulation meas- 
ures at the State level, and nearly all the organizations that have 
testified today that such regulation should be carried out at the State 
level, opposed signboard control in the State legislatures. Where 
should we do it?) In the United Nations? 
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Senator Kerr. I think the position of the witness is that it should be 
left to the State as to whether there should be regulation, and in 
favoring the principle of States rights, he certainly would not be 
required to surrender the privilege equally cherished by every Ameri- 
can of making his position known even to a State legislature. 

Senator Hruska. Not only regulation by the State, but the kind of 
regulation. I imagine there is regulation that is proposed that is 
mighty different from the regulations proposed. 

Here, in the brief hearings we have had in 3 days, we have had 2 
proposals, both of which are quite a bit different. And I imagine the 
Hotelmen’s Association as well would be interested in preserving their 
right, maybe, in opposing one kind of bill and favoring another. 

Senator Neusercer. Definitely, and I say this for the record: I still 
think there is a certain amount of hypocrisy in the attitude of groups 
that come to the Congress of the United States and say this ought to be 
left up to the States, and then oppose effective regulation at the State 
level. I think they would be much more candid if they said, “We 
are opposed to billboard regulation, period, for the following reasons.” 

I have observed these same groups fighting at the State level. Now, 
although I have been a Member of the Congress for a relatively brief 
time, I find that they fight it at the congressional level. In other 
words, they are opposed to it. And that is their right, to be opposed 
to it. 

Senator Rrevercoms. Let me say the very purpose of my question, 
both to Mr. Allen and the preceding witness, was to ask them if they 
are willing to have regulation of signs. They say that they are. In 
the face of that testimony before this committee, it would be very 
difficult for these organizations to go before the States and say they 
are not. 

Mr. Aten. That is correct. 

Senator Revercoms. Because this is a record of what you state for 
your association. 

Mr. Arten. Right. Just one word on that. In this prepared state- 
ment the following sentence is included : 

If any limitation is to be imposed, we strongly recommend an airtight restric- 
tion across the board * * *. 

Senator Revercoms. I don’t like that “if any.” You have stated 
that you are willing to have regulations as to size, content of the sign, 
location, and number of signs; you are willing to submit to that kind 
of regulation by the States as to the hotel advertising. 

Mr. Atien. There is one qualification : 
which would be applicable to any and all business establishments. 

Senator Gorr. Thank you very much for your appearance, Mr. 
Allen. 

The committee will now hear Mr. John Dwight Sullivan, Advertis- 
ing Federation of \merica, New York. 


STATEMENT OF JOHN DWIGHT SULLIVAN, GENERAL COUNSEL TO 
THE ADVERTISING FEDERATION OF AMERICA 


Mr. Suttivan. Mr. Chairman and members of the committee, my 
name is John Dwight Sullivan. I represent the Advertising Federa- 
tion of America, whose office is at 250 West 57th Street, New York 
City, and I appear here at the direction of its executive committee. 
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It is composed of 119 advertising clubs, 18 national advertising 
associations, and over 1,000 company 1 members. It includes national! 
and local advertisers, advertising agencies, newspapers, magazines, 
business papers, farm papers, outdoor adv ertising operators, trans- 
portation advertising companies, and various suppliers to the adver- 
tising business. Its membership also includes radio and television 
stations. 

Its total member ship, consisting of associations, firms, and individ- 
uals, is over 30,000. It is a fair cross section of the groups, firms, 
and individuals who deal with the printed and spoken word in the ad- 
vertising business throughout the United States from coast to coast. 

One of the principal functions of the federation has been and is to 
promote truth in advertising, to establish and maintain standards of 
good taste, both as to form and content. 

The members of the federation, company or individual, are aware 
that any advertising, of whatever nature, which offends any substan- 
tial segment of the public is not going to help the advertiser to sell his 
product or his services and will react unfavorably upon the advertising 
business itself. There is no segment of the advertising business more 
acutely conscious of public opinion than the organized outdoor adver- 
tising business. I am not speaking of the local advertiser who, under 
subsection (3) of the first section of this bill could still erect signs of 
an objectionable nature, provided only that the signs are on his own 
property and that the property is accessible from the main highw: ay 
and in a commercial area 

Consequently the force of organized opinion within the advertising 
business and the desire of its members to promote good public relations 
within the several States and within the thousands of communities 
throughout the country in which their advertising appears is such that, 
as a matter of enlightened self- interest, the members of the advertising 
business make every effort to avoid giving offense. 

The advertising business has the force and the will to police itself. 
We believe that, in the long run, voluntary and cooperative action of 
this kind and regulation upon State and local levels produces an etfec- 
tive safeguard of the public interest and will prevent abuse of the right 
to advertise. 

Insofar as this particular bill is concerned and the interest of the 
members of the Advertising Federation of America in it, it is to be 
noted that outdoor advertising, at least by the organized outdoor ad- 
vertisers, constitutes something less than 2 percent by dollar volume 
of the expenditures for advertising i in the United States. 

This bill is not directed against offensive advertis sing. It is directed 
against all outdoor advertising and, as such, is a reflection upon the 
entire advertising business. Iti isan implication that outdoor advertis- 
ing per se is offensive, is not in the public interest, and is destructive of 
natural scenery and beauty. 

What the bill really calls for is the prohibition of all outdoor adver- 
tising. It attempts to impose a standard, a negative standard, for 
routes covering approximately 41,000 miles of highw ay, a distance 
equal to about 12 times the distance across the country. It makes no 
allowance whatever for the varied topography, scenery, and density of 
population along these 41,000 miles. What might be applicable to a 
densely populated State will not be applicable to a sparsely populated 
area. Nevertheless, this bill would treat them all alike. 
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This bill, despite the statement of its sponsor that the standards pro- 
posed are advisory only, in effect, tells each of the States that, unless 
they adhere to the negative standards set forth in the bill, they will be 
excluded from the Federal aid provided in the highway bill. The bill, 
in effect, says to the States, “Do as we say or you won't get any help.” 

Parenthetically, Mr. Chairman and gentlemen of the committee, I 
am aware that Secretary Weeks has offered a new bill which I have 
not seen, and so I cannot in fairness make any direct comment upon it 
except to say that I understand that, No. 1, it does provide that the 
standard will be set on the Federal level and not by the State; and 
No. 2, there will be a penalty or a forfeit. Whatever the amount, 
the facts still stand as I understand them. 

Senator Casr. May I suggest that you consult the bill, for I do not 
think it does what you say ? 

Mr. Sutiivan. I certainly want to consult the bill, Senator, and I 
will. I make no direct comment upon it except as I have heard about it. 

Senator Casr. It doesn’t set the Federal standard except to limit the 
standard from being all inclusive. It does permit certain advertising, 
so it isn’t a shotgun approach to the whole thing. And further than 
that, the matter is left to projects rather than to States as a whole. 
That as to an individual project, one project might qualify for a cer- 
tain standard and the other project might not, or need not. 

Mr. Sutiivan. I am glad to be informed and corrected, Senator. 
I shall certainly read the bil] which I have not in fact seen. I have 
heard about it; that is all. 

As it stands, referring to this bill, it would prevent the advertise- 
ments for United States savings bonds, the United States Marine 
Corps, the March of Dimes campaign, and many others which the 
organized advertising business contributes as a public service, any- 
where within 500 feet of the 41,000-mile stretch of highway. 

At least 31 States of the Union have their own advertising codes. 
To speak of the States that I know best: My own State of New York 
has had a provision in the conservation law for years preventing the 
use of signs and advertising structures within 500 feet of the border 
of any State park or parkway, except under written permit from the 
regional State park commission in which the park or parkway is lo- 
cated. Connecticut permits any town, city, or borough to establish 
zoning regulations and to regulate the height, size, and location of 
advertising signs and billboards within the limit of those towns, cities, 
or boroughs. New Jersey requires special permission from the State 
tax commissioner before any outdoor advertising sign can be con- 
structed and gives him the power to prevent the construction of any 
signs which in his judgment would be injurious to property or seri- 
ously affect the public interest. I cite these as examples of what States 
can do and actually do to preserve the natural scenery and beauty of 
their parks and par rkways. 

Ts it intended that this 41,000-mile highway is going to be a con- 
tinuous parkway? Cannot the individual States be entrusted with 
the preservation of the natural scenery within their borders or must 
it be preserved by a negative pronouncement from the Federal Gov- 
ernment applicable all across the country and regardless of local con- 
ditions? The Advertising Federation ‘of America opposes this bill 
upon the ground that it is a reflection upon the entire advertising busi- 
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ness, and presupposes that the individual States are not to be trusted 
to make proper regulations applicable within their borders. 

We respectfully ask that this bill be not favorably reported. 

All of which is respectfully submitted. 

Senator Gore. Thank you. 

Senator Neuberger ? 

Senator Neupercer. Mr. Sullivan, has your group actively sup- 
ported legislation at the State level ? 

Mr. Suxuivan. I will try to answer you, Senator, as accurately as I 
personally know. 

In the three States that I referred to in my prepared statement, 
there would be nothing to support because they have been on the books 
for years and years. As for other States, I don’t know either way, 
Senator. I don’t know of any matter that is pending. 

Senator Neupercer. I am not asking about a matter pending. We 
know that there have been many, many legislative battles in State 
legislative halls over signboard regulation for many years. As I 
recall, Stuart Chase wrote a whole series of articles for Reader’s Digest 
about it at one time. Has your organization supported signboard 
regulation laws in State legislatures or has it opposed them ? 

Mr. Suuuivan. I will answer you to the best of my knowledge and 
information. Ihave never heard, as counsel for the Advertising Fed- 
eration of America, nor have I ever been requested to prepare a state- 
ment opposing any State regulation of advertising. 

Senator Neupercer. You have these various member groups all over 
the United States, I presume. They are not all in New York? 

Mr. Suuiivan. Yes. 

Senator Neusercer. What have they done, these member groups of 
your organization ? 

Mr. Suxuivan. I couldn’t answer that. Naturally the federation, 
as such, would have no absolute control over any individual member 
to do anything. So I can’t answer your question, Senator. I don’t 
know on that subject. 

Senator Nevupercer. Thank you. One other question. 

At the bottom of page 3 you mentioned all these patriotic and elee- 
mosynary associations which your group contributes advertising sign- 
boards for. Don’t you think, to carry that argument to its logical con- 
clusion, that there should be absolutely no restrictions then, because if 
you limit it on a parkway such as you mention, or international park 
or international forest, that would prevent a sign being put up for 
United States savings bonds or the United States Marine Corps and 
the March of Dimes? 

Mr. Sutiivan. I don’t quite follow you. But I don’t think it fol- 
lows, no. I say that if this limitation in your present bill were to 
become the law, then, in fact, under the law, as I read it, these particu- 
lar signs that I referred to in my statement could not be constructed 
within 500 feet of the highway. 

Senator Neusercer. But it also would follow that it is therefore in- 
advisable to have any control at all because it would prevent these 
signs from being put up. 

Mr. Sutirvan. To me, respectfully, that is a non sequitur. 

Senator Neunercer. Thank you very much. 

Senator Gore. Senator Case? 

Senator Casz. No questions. 
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Senator Gore. Senator Hruska / 

Senator Hruska. No questions. 

Senator Gore. Senator Revercomb / 

Senator Revercoms. I have one or two questions. 

Mr. Sullivan, as a representative of the Advertising Federation of 
America, would that organization. be favorable to the regulation of 
signs as to size, the content of the signs, location and number, by some 
established authority ? 

Mr. Sutiivan. Ona State and local level ? 

Senator Revercoms. Whether it be State or local level or Federal 
level, if such an authority is established, would you be willing that in 
view of the inter est, widespread, to preserve the natural beauty of the 
land traversed, that such regulation be made, reasonable regulation 
as to those signs? 

Mr. Sutxivan. I will answer you as accurately as I can. If it were 
done on a local level, say, a State level as distinct from a National 
level. 

Senator Revercoms. As long as the purpose is effected, what differ- 
ence does it make whether it is on a National level or State level / 

Mr. Sutuivan. I think it makes this difference: If it is made on a 


national level, naturally it would have to be on a prety uniform basis 
to cover all 48 States. 


Senator Revercoms. Quite so. 

Mr. Sutxivan. It might not be as applicable in some States as in 
others. Now, then, the position of my people, as I understand it and 
as it has been stated to me, is this: What might be applicable in, say, 
an eastern seaboard State might not be applicable elsewhere. We think 
that the judgment of the people of the State is the judgment to be 
relied on. 

Senator Revercoms. Naturally a national authority would take 
that into consideration, such a situation in any State or any loe ality. 

Mr. Suttivan. Senator, I can’t answer what I haven’t seen. If they 
had that kind of regulations, which we thought was reasonable, natu- 
rally we would support it. But we would reserve judgment as to 
what is reasonable until we saw the regulation. I can’t answer any 
other way, Senator. 

Senator Revercoms. You do recognize the right of regulation ? 

Mr. Sutiivan. Oh, certainly, Senator. 

Senator Revercome. I believe you had made the statement here that 
this legislation is aimed at stopping outdoor advertising, prohibiting 
it. The bill submitted and spoken to by the Secretary of Commerce, 
Mr. Weeks, very plainly makes an exception in those sections that may 
be designated commercial or industrial. You recognize that there are 
exceptions where this may be done? 

Mr. Sutiivan. Certainly. 

Senator Revercoms. Contemplated by the bill itself ? 

Mr. Sutiivan. Yes. 

Senator Revercoms. And left in the hands of the States; is that 
correct ? 

Mr. Suuuivan. That is as I understand. But may I call your atten- 
tion, sir, that my comment today is directed toward S. 963. I can- 
not comment on any other bill. 


= 
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Senator Revercoms. Mr. Sullivan, going to another question on 
which inquiry was made earlier, you are counsel for the Advertising 
Federation of America? 

Mr. Sutxivan. Yes, sir. 

Senator Revercoms. What is your opinion of the right of a govern- 
mental body, be it State or Federal, to use the power of condemnation, 
eminent domain, to condemn one’s land for the purpose of preventing 
advertising? Is that such a public use or need as would fall within 
the right to use the power of eminent domain ? 

Mr. Suuxivan. Senator, as a lawyer I have some considerable doubt 
on that question. 

Senator Revercoms. Likewise, as to the exercise of police power, 
a State cannot just without reason or basis exercise its police power. 
What is your view as to the right of a State to exercise police power 
for the purpose of regulating or stopping advertising ’ 

Mr. Sutxivan. I begin with doubt that it would be sound legisla- 
tion. I ama long way from being convinced. 

Senator Revercome. It isn’t a question of legislation there. It isa 
question of legal right and authority. 

Mr. Suxuivan. And authority. I question the right—I question, 
without being certain about it, Senator, the right of a State or of the 
Federal Government to condemn property for the purpose under con- 
sideration here. I have some doubts about it. 

Senator Revercoms. I believe that is all. 

Senator Gore. Thank you. 

Senator Neuberger ? 

Senator Neusercer. I have one very brief question, Mr. Chairman. 
I am still interested in this passage at the bottom of page 3. I am 
willing to propose an amendment to my bill which would exempt 
from its provisions any sign bearing a religious, charitable, or pa- 
a message. If that were included, would you then support my 

ill ? 

Mr. Sutuivan. I couldn’t answer that as shortly asthat,no. I men- 
tioned one thing, one effect it would have. That wouldn’t cure the 
defects in the bill so far as we are concerned. 

Senator Nevsercer. Thank you very much. 

Senator Gore. Senator Hruska ? 

Senator Hruska. If a billboard were to advertise the March of 
Dimes instead of the Hotel Broadwater, would it less effectively shield 
from the passing motorist the view of a vista that is beautiful and 
inspiring ? 

Mr. Suniivan. I don’t think it would change my insight one way 
or the other. 

Senator Hruska. I thought you might have some special kind of 
structures for that type of sign. 

Senator Gore. Thank you very much. 

The Chair would like to observe that we will find it impossible to 
complete the witness panel this morning but hopes that all those pres- 
ent realize that the committee is giving serious consideration and mak- 
ing earnest inquiry of the witnesses. 

Since the Senate is not in session this afternoon, unless there is ob- 
jection, the committee will convene at 2 o’clock in order to accommo- 
date the people who are from without the city. 
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The next witness is Mr. George Link, Jr., National Outdoor Adver- 
tising Bureau of New York. 


STATEMENT OF GEORGE LINK, JR., GENERAL COUNSEL, THE 
NATIONAL OUTDOOR ADVERTISING BUREAU, INC. 


Mr. Linx. Mr. Chairman and members of the committee, my name 
is George Link, Jr. My address is 711 Third Avenue, New York, 
N. Y. Iam general counsel for the National Outdoor Advertising 
Bureau, Inc. 

The National Outdoor Advertising Bureau services and places the 
outdoor advertisements on a national and local basis. The National 
Outdoor Advertising Bureau is owned cooperatively by a group of 
national advertising agencies. These advertising ¢ agencies plan in co- 
operation with their clients’ national, regional and local outdoor ad- 
vertising campaigns, national outdoor advertising campaigns being 
defined as 24-sheet or 30-sheet poster advertising, painted display 
bulletins and electrical spectaculars of uniform size and specification. 
The agencies and the advertisers prepare the art and copy for outdoor 
advertising. It is not the function of the bureau to do so. 

The National Outdoor Advertising Bureau was organized many 
years ago to place national outdoor advertising and to service the cam- 
paigns on behalf of the advertising agencies who act for national ad- 
vertisers, By servicing the campaign is meant all the detail work 
beginning with negotiation of the contracts; securing the space want- 
ed; recor ‘ding and scheduling the space; preparing shipping lists and 
labels for the shipment of posters ; providing instructions for both 
poster and painted displays; assembling and organizing billing and 
payments and many other necessary steps needed for the smooth func- 
tioning of the ni itional outdoor medium. Among these functions are 
the verification of values delivered to the advertiser, which calls for a 
statf of well-trained and experienced field representativ es part of 
whose function it is to report on the condition, appearance and main- 
tenance of the structures which carry the messages prepared by the 
advertising agencies. This function will be further explained shortly. 

Any advertising ageney, whether a stockholder or not, may use the 
services of the bureau and many of them do so. 

Currently the National Outdoor Advertising Bureau places out- 
door advertising for 164 advertising agencies and their 54 local offices 
throughout the ‘United States. In 1956 these agencies placed through 
our organization the individual national outdoor advertising of 6/2 
national advertiser accounts. This national advertising represents in 
may instane es small contracts, whose average volume does not exceed 

$50,000 a year in the outdoor medium. National outdoor advertising 
as we know it is both a big company’s and in many, many cases a small 
company’s 2 y. aan to the public for the sale of its products and services. 
It reaches those moving out of doors, carrying trade’s message to 
traffic. 

The primary reason for the use of outdoor advertising is its local 
appeal as distinguished from most other advertising media. Many 
merchants rely upon national outdoor advertising to create the de- 
mand required for the successful maintenance of their local businesses. 
Many of these companies have no other local means for bringing to 
the attention of the public the products or services they have for public 
consumption. 
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I may say that in the last few years you gentlemen know the num- 
ber of local and county papers which have gone by the board and 
can’t keep up with the cost of production and all of the other increased 
costs that they have to bear. So that when I say that these local signs 
are essential to those local merchants I know from practical experience 
what I am talking about. 

Senator Casr. Do you mean that they are essential to take the place 
of the newspapers that have fallen by the wayside? 

Mr. Linx. For advertising purposes, yes, locally. The only way a 
local merchant can get his message to the local public and to the people 
that are doing business in the county in which these advertising signs 
appear, and that is becoming increasingly so. , 

Senator Nrusercer. Isn’t it possible that if some of this $70 million 
had gone to the weekly newspapers, not so many of them would have 
to fold? 

Mr. Linx. That is possible, and it may not be possible. I don’t 
know. Because probably in many instances the local residents of 
those communities prefer the news that they get from one of the larger 
papers from one of the larger communities. 

Whether outdoor advertising is used by large advertisers such as 
Ford, Chrysler, General Motors, Coca-Cola, General Foods, et cetera, 
and these names are only used by way of illustration, the ultimate end 
purpose of the advertising is local. It is by means of this local cover- 
age of national outdoor advertising that a product distributed through 
local merchants or the services rendered succeed and prosper. By 
reaching the prospective customers in the locality where they reside, 
and where they make the largest percentage of their purchases, both 
manufacturer and local dealer are benefited. 

By way of illustration the National Outdoor Advertising Bureau 
in 1956 placed $70,142,295 of national advertising in 12,000 localities. 
Outdoor advertising plants are owned in the main by many small- 
business men. As I have said above, much business in these localities 
depends upon outdoor advertising. Users include many small ad- 
vertisers who cannot compete with big business and heavy advertising 
budgets. 

Senator Case. If that $70 million had gone into newspapers, 
wouldn't it have saved some of the newspapers / 

Mr. Linx. If it had all gone to the newspapers it might have saved 
them, but not the local merchants. 

Senator Casr. Do you think that the billboards are a better advertis- 
ing medium for local merchants than a local newspaper ? 

Mr. Linx. It is my judgment that they are. 

Senator Casr. As a former newspaper country publisher I never 
thought so. 

Mr. Linx. I wouldn’t expect any different answer from you. 

Senator Gore. Objective interest. 

Senator Revercoms. Each for his own. 

Mr. Linx. Undoubtedly you have seen newspaper articles and edi- 
torials, many of them sponsored by Robert Moses, attacking that out- 
door advertising, and yet one of the greatest users of outdoor ad- 
vertising is Moses himself, and I should be very happy to give you a 
sample of his outdoor advertising. He regrets that he has to use it, 
but it serves its purpose. 

Senator Gorr. You may proceed with your statement. 
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Mr. Linx. In order to avoid the confusion which attends the use of 
descriptive terms without a clearly stated definition, let us define here 
what is meant by the national outdoor advertising medium. It is com- 
posed of three major divisions: the 24- or 30-sheet poster; the painted 
display; the electric spectacular. Each of these is built to accepted 
specifications and placed, for the most part, in localities where business 
functions and adjacent to stores, factories and other business struc- 
tures. 

The outdoor medium as purchased by the advertising agencies 
through National Outdoor Adveritsing Bureau and its use, is described 
in pages 15 through 22 of the booklet, Report No. 4, as issued by our 
organization. This booklet was published i in 1952 and is currently 
being brought up to date. However, the essentials covered have not 
changed. 

I am also presenting to you a copy of the Poster Annual of 1955 
This is the type of outdoor advertising which the National Gutason 
Advertising Bureau places on behalf of agencies representing national! 
advertisers. 

The proposers of the proposed discrimination against outdoor ad- 
vertising place their attack on the esthetics. Like the poor, the de- 
nouncers, sincere and insincere, reasonable and unreasonable, have 
been and always will be with us. Heretofore, these assaults have been 
local. They have been met locally and to a large extent, overcome and 
in many instances have served to point the way to a broader under- 
standing of outdoor’s innate usefulness. 

This is indicated by the change in the attitude of local women’s 
clubs, which from time to time have expressed their appreciation of 
outdoor advertising and the splendid work being done by the industry 
in obliterating unsightly and ill-placed outdoor panels. 

As previously stated, the National Outdoor Advertising Bureau 
maintains a force of 33 field representatives who cover all areas of 
the United States. And this is very important. One of their func- 
tions is to inspect and report to the Bureau and through the Bureau to 
the agencies, local and national advertisers, the type of outdoor adver- 
tising and the plant upon which it appears. 

Senator Case. Mr. Chairman, in view of the fact that this advertise- 
ment which Mr. Moses used has been passed around, I think the text 
of it ought to be introduced in the record, for as I read it, it clearly 
comes within one of the exceptions p1 oposed i in Secretary Weeks’ bill. 
It would be a sign advertising activities conducted on the properties 
on which such sign is located. I would like to read it, because there is 
an inference passing around that billboard advertising i is used by Mr. 
Moses, putting him in an inconsistent position, and it E ought to be in- 
troduced. With your permission, Mr. Chairman ? 

Senator Gore. Yes. 

Senator Casr. The board is on a playground apparently, or a beach, 
and reads as follows: 

ATTENTION 


Billboards are ordinarily undesirable. We don’t want them in parks or along 
parkways. But this one we must put up temporarily. Please read it carefully. 


L. I. State Park Commission 
Robert Moses 

Herbert Bayard Swope 
Angier Biddle Duke 
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When Jones Beach State Park was first opened to the public 25 years ago, 
we had a million visitors. This year, we expect almost 10 million. 

With this enormous increase, there has been growing evidence of the presence 
of undesirable, uncooperative, disorderly, and even lawless minorities who have 
no respect for decent standards and no regard for the comfort and pleasure of 


the overwhelming majority of our patrons. Among them are those who spread 
their litter all over the park. 


We shall not tolerate conduct of this kind and shall take drastic steps to pre- 


vent it. Jones Beach will not be turned over to hoodlums. It belongs to decent 
people and will stay that way. 


The cost of order and cleanliness has increased. We shall have more police 


and attendants. The bill will be paid by users and taxpayers. The more co- 
operation, the smaller the bill. 


Please help. We invite you also to report actual cases of disorder, discourtesy, 
and litter. 

I think that that clearly comes within the exception proposed in the 
Secretary’s bill of dealing with the business on which the site is located. 

Mr. Liyx. I haven’t had a copy of the Secretary’s bill so I do not 
know what it contains. 

Senator Nevupercer. It also comes within the exceptions of S. 963. 

Senator Case. That maybe true. Ido not deny it. 

Mr. Linx. It does illustrate the point that I am trying to make and 
that is this: that outdoor advertising serves a very useful and impor- 
tant public service. And the question is, Where does outdoor advertis- 
ing cease to perform, and point to that very important public service? 

I don’t think anyone can prepare a definition to say when an outdoor 
advertisement renders a public service and when it doesn’t. There you 
get into the line—that twilight zone where you don’t know whether you 
are in or out. 

But I shall continue. As I was saying when I was interrupted, 
and properly so, the National Outdoor Advertising Bureau maintains 
33 field representatives who cover all of the areas of the United States. 
One of their functions is to inspect and report to the Bureau—— 

Senator Casr. Mr. Chairman? 

Senator Gorr. Senator Case. 

Senator Casr. If a member of the committee, or the Senator from 
South Dakota, improperly interrupts a witness to ask a question, I trust 
the Chair will remind him. 

Senator Hruska. Mr. Chairman, it was my understanding the wit- 
ness said properly. He did not say improperly. 

Senator Gore. The Chair will undertake to protect both the mem- 
bers of the committee and the witnesses. 

Mr. Linx. AsI wassaying—to paraphrase—— 

Senator Gore. I think you will agree, Mr. Link, that this hearing 
is at least good natured. 

Mr. Linx. I think so. And it is pleasant to address the committee, 
and even the group that is here today. 

Now the users 

Senator Gore. What do you mean “even”? 

Senator Casr. You see, Mr. Chairman, it isn’t always the words that 
are used, but the inflection. 

Mr. Linx. Senator, there was no intention 

Senator Gore. We understand. 

Mr. Linx. I would love to be interrupted and asked questions. 

It stands to reason, gentlemen, as men of commonsense, that when a 
person uses—when an advertiser or businessman uses—outdoor ad- 
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vertising, he uses it for one purpose and one purpose only—good will. 
It is fair to assume that no sensible advertiser, and certainly none of 
the national advertisers and local advertisers that use the Bureau, 
would impose upon the public any type of advertising sign or poster 
which was offensive to a substantial portion of the people of the United 
States. That is definite and certain. Otherwise they would be throw- 
ing their money away. 

Tf the outdoor plant is not maintained up to the standards set by 
the industry, this fact is reported back to the Bureau, and the agency 
and the adv ertiser, and in the main the plant owner, the agency and 
the advertiser corrects the condition of outdoor adver tising which does 
not meet with the best interests of the public and the standards of the 
Bureau. 

It is fitting that these matters have been taken care of in the local 
area when and if any question arises. It is peculiarly a local problem 
and it should so remain. The Federal Government should not legislate 
upon a problem which is solely a local problem. 

We have worked for many years with local garden clubs and local 
women’s groups to meet their views. And in the main we have been 
successful in educating to the needs of business, and they have con- 
vinced us in many instances that we could improve our outdoor ad- 
vertising signs. ‘That has worked splendidly. There have been ex- 
ceptions, of course. But in the main they have worked. 

And so my first and important point here is that this entire subject 
should rest with the local authorities. And when Senator Neuberger 
asks—I see him getting ready, and he has a right to get ready—to 
shoot “ with the question that he shot at the ‘other witnesses here 
today can say this: that wherever we believe that a cooperative 
action or obipr th will bring about a constructive result from all of the 
interests involved, we are there and we endeavor to work with them. 

I might quote one of your own Senators, Senator Potter of Michi- 
gan, when this question came up several years ago. He said this: 

In my opinion, the States are the best judges of the type of advertising that 
should be placed along our highways. If the State of Oregon should decide that 
it can eliminate highway billboards, let the State of Oregon so decide. If the 
State of Michigan should decide that it wants some billboards along its higb- 
ways, let that be a decision of the people of the State of Michigan. 

Senator Gore. I seem to remember that speech. 

Mr. Linx. The proposed amendment discriminates against outdoor 
advertising, which is a legitimate and necessary form of selling in our 
economy. If the use of one advertising medium is prohibited by Con- 
gress, a dangerous and unwise precedent will be established. It may 
be the springboard for similar discriminations against other types of 
advertising media. An attack on one type of advertising media 
might well become an attack on all types faaeationn media. The 
same all-embracing so-called aesthetic attacks made upon outdoor 
advertising may be made against all types of advertising media. Some 
advertising appearing in the daily press, in the weekly, biweekly, and 
monthly magazines, as well as radio and television, is not in good 
taste, to various members of society and particularly to the dilettantes. 

To put it another way, we should not confuse good taste with the 
so-called esthetic crusade of the dilettanti. If they had their way, 
they would undoubtedly ask Congress to enact a law prohibiting the 
States whose flower is the goldenrod, such as Alabama, Kentucky, and 
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Nebraska, from the continued use of this flower, and substitute in its 
place instead one of the variety of roses—by way of illustration, the 
New York rose, the North Dakota wild prairie rose, the Georgia Cher- 
okee rose or the Iowa wild rose. They would surely ask Congress to 
pass a law prohibiting the use of cactus as the flower of the State of 
Arizona, and mistletoe as the flower of Oklahoma because it may en- 
courage kissing. 

They certainly would have a definite objection to the use of the 
golden poppy by the State of California as its State flower, because 
poppy is the source of opium, and might even condemn the Oregon 
grape, because it is the source from which wine is produced. 

If S. 963 were enacted, it would provide an entering wedge for 
groups who would seek other diser iminatory measures and which are 
using outdoor advertising as their pretext. It would place a great bur- 
den on the beneficial use of advertising in our economic system. 

The outdoor advertising medium is a legitimate business enterprise. 
We submit that this country’s greatness has been, is today, and must 
continue to be based upon the success and prosperity of the free busi- 
ness economy. Without the continued success of business there could 
be no beauty areas—there could be no prosperity—there could be no 
source of taxes—even to build the great highways which are proposed. 

One of the tools for continued business prosperity is the means of 
communication. Deprive business of any of its means of communi- 
cating and you start the attrition which, if carried to its logical con- 
clusion, can only yee the economy. Where, then, are the means 
of marketing the $570 billion national product which is predicted. 
As a spokesman representing the advertising agencies recently said: 

It isn’t inevitable that we will be at such an economic level in 1956 or 1966, 
or 1967. It is only possible—and a great deal will depend how sharply we de- 
velop and use our tools to create the wants to match our demonstrable ability 
to produce at such a high level. 

There is no longer any question in this country of our ability to 
produce. The problem today is how to move the vast output of our 
farms, mines, fisheries, and industrial plants through the channels 
of trade to consumers. 

By the use of machines, our production of goods and services has 
been multiplied. Advertising multiples selling messages and appeals. 
Hence advertising has the greatest opportunity—and the greatest re- 
sponsibility—for moving goods fast enough and in large enough quan- 
tities to keep our economy running. 

I want to leave with you today some samples of outdoor advertising 
which seem to have met with the approval of a great part of the pub- 
lic. Ithink that should go in the record. 

Senator Gorr. The committee will examine it and determine if it 
should go in the record. 

Mr. Linx. We believe that Congress will want to protect the right 
of any lawful product or service to use this force of advertising. We 
further believe that Congress will not want to subject this right to 
the dangerous precedent of placing a prohibition or an unfair and 
discriminatory restriction on the outdoor advertising medium. 

Outdoor advertising has been used as a means of communication 
centuries before the birth of Christ. It has been used and continues 
to be so used even by the dilletantes who are responsible for the pro- 
posed outlawing of outdoor advertising along the proposed Federal 
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highways. We cite as an example Mr. Robert Moses’ own outdoor 
structure which he erected on Jones Beach—a recognition of the value 
of such advertising which he now wishes Congress to deny to others. 
To deprive the small and large local business organizations of this 
means of communication in many instances would have the effect 
of destroying the businesses which they have built up. 

In one form or another, there are many thousands of people en- 
gaged in outdoor advertising or dependent upon it. It is an im- 
portant source of tax revenue. Some States place a tax on each out- 
door structure of each individual plant. Real property values are 
substantially increased through the erection of these plants. They 
bring increased revenue to the local communities in which they are 
erected. They relieve the National Government from the necessity 
of increasing directly or indirectly local taxation. Congress should 
not deprive these local communities from this inclusive source of tax 
revenue. Nor should Congress add further to the burdens of the local 
taxpayer which are already destroying individual incentive. 

In many parts of the country the revenue obtained by farmers—in- 
deed, in some parts the only cash revenue they get, for it is a cash 
crop—local workers and other small property owners contributes sub- 
stantially to their obtaining the standard of living which we are striv- 
ing to bring to all of our citizens. 

any studies have been made by insurance companies, traffic groups, 
driving laboratories at State colleges, all of which prove that outdoor 
advertising signs such as I have discussed do not constitute a safety 
hazard. Can such overwhelming findings be refuted by the wishful 
thinking of an uninformed minority or by humorous quips‘ 

The National Outdoor Advertising Bureau, Inc., believes that S. 963 
would be unsound public policy for the following reasons: 

There is no evidence that any majority of the public objects to out- 
door advertising other than the organized minority, which has con- 
tinually attacked outdoor advertising. 

Effective local regulations for the policing of outdoor advertising 
already exist; that Federal regulations are unnecessary. 

It would seriously impair the effective measures voluntarily adopted 
i adhered to for the self-regulation of the outdoor advertising 
industry. 

It would be a needless breach of a fundamental principle that out- 
door advertising should continue to remain subject to local laws where 
the outdoor advertising medium renders its service. 

It would set a dangerous and unwise precedent by discriminating 
against a lawful advertising medium—a channel and an important 
channel of communication. 

There is no evidence that these localities have failed in their duty. 
It is imperative that the local businessman’s right to use the outdoor 
advertising medium which is vital to his success, the local and the na- 
tional welfare, be preserved. 

Local businessmen need every encouragement to find customers to 
maintain a high level of employment and make possible a constantly 
rising standard of living. 

The National Outdoor Advertising Bureau urges that S. 963 does 
not merit this committee’s favorable report. 

Senator Gore. Senator Neuberger? 


90921—57——_9 
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Senator Neusercer. Not at the moment. 

Senator Gore. Senator Case ? 

Senator Case. No questions. 

Senator Gorr. Senator Cotton ? 

Senator Corron. No questions. 

Senator Gore. Senator Hruska? 

Senator Hruska. Mr. Link, I would like to refer to your statement 
at page 4 where you refer to certain standards set up by the industry. 
Are those formal standards, or what are those standards ? ; 

Mr. Linx. The Outdoor Advertising Association does have stand- 
ards and I would like to present copies to the committee. They relate 
to the character of the board, size of the boards, maintenance of the 
boards, et cetera, et cetera. 

Senator Hruska. Does it also refer to their location ? 

Mr. Linx. I believe there are some. I am not certain of that. 

: Searn Hrvuska. When were those standards adopted or formu- 
ated ? 

Mr. Linx. I believe within the last 3 or 4 years. I would like to 
send to you a copy of those standards. 

Senator Hruska. I should like to have them for the files of the com- 
mittee. And if they are not too extended I think they ought to be 
included in the record so that we may refer to this effort which, if it is 
in the character that you describe, would indicate some desire of self- 
policing and self-discipline of the industry itself. 

Mr. Linx. We do that in the bureau. As I say, unless these adver- 
tisers conform to our generally accepted standards, we won’t buy them 
or rent them. 

Senator Hruska. You do that because you are a profitmaking or- 
ganization, your components are, and unless they conform to certain 
acceptable standards and are acceptable, the customers won’t buy them. 

Mr. Linx. That is correct. 

Senator Hruska. That is a pretty good incentive in our system of 
doing business. 

Mr. Linx. It is a selfish incentive but an important one because 
after all they don’t want to buy something that doesn’t deliver. 

Senator Gore. Senator Revercomb? 

Senator Revercome. Mr. Link, you are general counsel for the Na- 
tional Outdoor Advertising Bureau Corp. and you speak for that 
organization before this committee / 

Mr. Linx. Ido. 

Senator Revercoms. Does your organization recognize the right of 
governmental bodies, established for the purpose, to regulate signs and 
the placing of signs ? 

Mr. Linx. We do on a local and community basis and State basis. 

Senator Revercoms. Would your organization be willing to have an 
established Government authority to regulate the size, the content, the 
location, and the number of signs of billboards? Let’s say signs. 

Mr. Linx. I would say yes, if those regulations were reasonable 
regulations, taking into consideration the rights of the property own- 
ers, the rights of advertisers, the rights of communication, and the 
other rights inherent to a citizen of the United States. 

Senator Revercoms. Have you, as counsel for your organization, 
had occasion to inquire into the right or power of a State to use emi- 
nent domain to condemn private property with respect to advertising, 
or for use for advertising, or to prevent advertising ¢ 
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Mr. Linx. I have never studied that question so that I could answer 
it with any assurance that I am right. The question of whether you 
can condemn property so it can’t be used for advertising or outdoor 
advertising is a difficult one to answer. I don’t think it will be finally 
determined until a court passes on it. 

Senator Rrvercoms. I ask you the same question. Have you given 
attention to or inquired into the power of a State to use what we know 
as its police powers for the purpose of preventing or controlling adver- 
tising on private property ? 

Mr. Linx. As you probably know, police powers are one of those 
powers of the Government which have never been accurately defined. 
But in the last probably two generations the courts have expanded 
police power to a degree that I believe was never contemplated by the 
founders of our Government. 

Senator Rrevercoms. It is quite so, that they have expanded the basis 
for use of police powers. But do you know of any instance where the 
use of the police power has been expanded or recognized by the courts 
as being in the State, National, or local government interest, to control 
advertising or to prevent advertising as a proper exercise of that 
police power / 

Mr. Linx. When you say to control advertising, you of course have 
the Federal Trade Commission where you have—— 

Senator Revercoms. You also have the power of zoning. 

Mr. Linx. I believe this: that the State and local communities that 
have legally adopted zoning laws have the power to regulate advertis- 
ing billboard signs. Does that answer your question ? 

ones Revercoms. Yes. 

Mr. Linx. I believe they do: ves, sir. 

Senator Revercoms. That is all, sir. 

Senator Gore. Senator Neuberger ? 

Senator Neunercer. I was just reading over the statement here. On 
page 6 you predict that this would be the entering wedge, and that 
perhaps Congress would then dictate the various official State flowers 
of the various States. Do you recall that section in your text? 

Mr. Linx. Yes. 

Senator Neusercer. Do you think there is any valid comparison ? 

Mr. Linx. I think that section relates to esthetics, doesn’t it ? 

Senator Nreusercer. That is right. 

Mr. Linx. Esthetics is a matter of opinion. No group of people 
agree—in other words, I like a blue tie. You probably like—you 
apparently also like a blue tie. Someone else might like a red tie. 

Senator Neusercer. The point that I am getting at is this: Does 
Congress put up 90 percent of the funds whereby State flowers are 
selected, promoted, and heralded and designated ? 

Mr. Linx. When Congress puts up the money, don’t you put up 
some of that money ¢ 

Senator Nevpercer. Yes, as taxpayers of the United States—— 

Mr. Linx. We all put up the money. 

Senator Neupercer. Let me finish. Tiet you finish. We put it up 
as taxpayers of the United States of America, through the Federal 
Government. 

Mr. Linx. You authorize the expenditure of the money but we put 
up the money. I say “we”: that includes all of us. 
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Senator Neusercer. Does that mean that Congress should not desig- 
nate how the money spent by the Federal Government should be 
allocated ? 

Mr. Linx. Within the Constitution Congress has that absolute right. 

Senator Neusercer. The point I am trying to get at is this: You 
have compared this right of the Congress to designate billboard con- 
trol standards along Interstate Highways, for which the Federal Gov- 
ernment pays 90 percent of the total cost, with congressional impo- 
sition and dictates of various State flowers, including my own Oregon 
grape, for example. Congress doesn’t contribute 1 cent toward the 
cost of Oregon’s selection and promotion of the Oregon grape. Is 
that not true? 

Mr. Linx. That is true. But may I answer that in this way: The 
basis, as I understand it, of this whole proposed law, is that it in some 
way offends the esthetic viewpoint of various people. And in my 
judgment a minority of the people of this country. Therefore, I say 
that if you are going to legislate, based on the esthetic views of a 
minority, then you might continue and legislate even on the flowers 
of the various States. 

Senator Gore. Thank you very much. 

Are there any views which the committee members wish to express 
before we adjourn ? 

Senator Cotton ? 

Senator Corron. Mr. Chairman, I want to make one request. In 
the hearing yesterday I raised a point of inquiring about the propor- 
tion of the new Interstate Highway System that followed present 
routes, and the proportion that was built out into the country sep- 
arately. I got the rather categorical answer that 75 percent new and 
25 percent followed the old routes. I was rather surprised at that 
answer. I thought there was a greater percentage following the old 
routes. 

The colloquy this morning has led me to believe that while that 
answer was technically correct that it may be that a larger proportion 
of the highway follows essentially the old routes, while it isn’t super- 
imposed. I think that is a point we ought to have some information 
on. I would like to request the chairman, if it is feasible, to have 
either the staff of the committee, or have the staff communicate with 
the Department of Commerce and see if we can get a little more accu- 
rate information as to what portion of this highway really is out in 
the country where there are no motels and there is no advertising, and 
where we are creating a new situation, and the portion which essen- 
tially follows an old route. I think we ought to have that. 

Senator Gore. I think the Senator has made a valuable suggestion. 
I would like to advise that I have already requested Mr. Tallamy, 
the new director of the highway program, to conclude these hearings 
at, such time as we can reach him, and I will ask the staff of the com- 
mittee to ask him to be specifically prepared to answer this inquiry. 

Senator Corron. Thank you, Mr. Chairman. 

Senator Revercoms. I want to join in that because I was in on the 
discussion on the question of how far relocations affected this very 
subject. 

cain Gore. I think it is very pertinent. Are there further sug- 
gestions on the part of members of the committee ? 

If not, the committee will stand in recess until two o’clock. 
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(Thereupon, at 12:12 p. m. noon, the subcommittee was recessed, 
to reconvene at 2 p. m., this date.) 


AFTERNOON SESSION 


Senator Gore. The committee will next hear Mr. Fred Beseler, 
Shreveport, La. 


STATEMENT OF FRED BESELER, PRESIDENT, B & B SYSTEM, 
SHREVEPORT, LA. 


Mr. Brseter. Mr. Chairman, gentlemen, I appreciate the opportu- 
nity of being able to present my objections to Senate bill 963 to this 
committee. 

My name is Fred Beseler. I am president of the B. & B. System, 
Inc., operating standardized outdoor advertising facilities in Shreve- 
port, La., and surrounding areas. My company has been in business 
for 35 years, and I can assure you that it plays an important part in 
the civic, cultural, and religious activities of the community. All 
of the land upon which our structures are located are owned outright 
or leased by our company. 

As part of my civic responsibility to the community, for more than 
15 years I have served as a member of our city and metropolitan 
planning commission, whose jurisdiction now extends beyond the city 
limits a distance of 5 miles into the parish. 

In my dual capacity as a member of the standarized outdoor ad- 
vertising industry and of a planning commission, I am in an excellent 
position to know the attitude of planners, zoners, public officials, and 
the citizens of my community in reference to outdoor advertising. I 
am very certain that the proper location of outdoor advertising in the 
general plan of a community is a matter of local concern and that no 
blanket provision aimed at national or uniform control of outdoor 
advertising or any other business will be welcomed either by planning 
commissions or local citizens. 

The fact that Senate bill 963 offers inducements to the States as a 
means of acquiring uniform control makes no difference. It could 
prejudice the free action of local authorities, Any uniform control 
of land use which Senate bill 9683 might accomplish violates the basic 
principles of good zoning in that: 

(1) Such restrictions would not be based on a sound, comprehen- 
sive land use plan applying to the entire community ; 

(2) The basic provisions of chis bill constitute “strip zoning” which 
is bad whether on a Federal or State level; and 

(3) It singles out but one recognized use of land for regulation 
rather than all land uses. 

Hence, on a basis of land use, the aims of Senate bill 963 violate good 
zoning. 

Since I have arrived here I heard quite a bit of discussion yesterday 
in connection with the safety angle as pertaining to the placing of 
outdoor advertising structures. 

I would like to place with the committee a citation from Governor 
Kennon of the State of Louisiana, as well as from the past president 
of the Louisiana Parent-Teacher Association, commending the mem- 
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bers of the Louisiana Outdoor Advertising Association for the con- 
tributions which the individual members have made to the cause of 
traffic safety. I would like to place those in the record. 

Permit me to also call your attention to a condition which exists 
in my State of Louisiana. At a meeting of the Louisiana Legislative 
Council last week, officials of the highway department reported that 
they did not have sufficient funds to carry out even a minimum pro- 
gram. Therefore, if any portion of the money to which they would 
be entitled from the Federal Government had to be spent for the se- 
curing of easements to prevent outdoor advertising, it would naturally 
decrease the amount available for actual construction of highways. 
This, I am sure, would not prove popular with the taxpayers. 

Gentlemen, for the reasons stated above, I respectfully request an 
unfavorable report by this committee on Senate bill 963. 

Senator Gorr. Thank you. 

Senator Kerr? 

Senator Kerr. No questions. 

Senator Gorr. Senator Revercomb ? 

Senator Revercoms. I believe not. 

Senator Gore. Thank you very much. 

Mr. Beseter. Thank you, sir. 

Senator Gors. The exhibits which the witness included for the rec- 
ord will be included in the record at this point. 


LOUISIANA PARENT-TEACHER ASSOCIATION, 


August 21, 1956. 
Mr. FRED C. BESELER, 


Secretary, Louisiana Outdoor Advertisers Association, 
Shreveport, La. 

Deak Mr. BESELER: Through your fine cooperation and that of the Louisiana 
Outdoor Advertisers Association, you assisted materially the safety program of 
on Seon Parent-Teacher Association in placing the 50 outdoor posters over 

e State. 

We wish to thank you and all who had a part in this program. The members 
of the State board of managers and the over 600 delegates attending the State 
P. T. A. convention at Monroe were informed of your plan to use the winning 
safety poster for this purpose. 

I wish to add my personal appreciation for this public service project pro- 
moted by your association. 

Sincerely yours, 


Mrs. J. S. Gorr, 
Immediate Past President. 


LOUISIANA PAREN?Y-TEACHER ASSOCIATION, 
August 27, 1956. 
Mr. Frep C. BESELER, 
Secretary, Louisiana Outdoor Advertisers’ Association, 
Shreveport, La. 

DeaR Mr. Beseter: May I add my personal appreciation to the several others 
that you have received from members of the Louisiana Parent-Teacher Associa- 
tion? In making possible the placing of 50 outdoor posters promoting safety in 
Louisiana, you have rendered a great service and one for which we are truly 
grateful. 

Although this project was begun under the administration of our immediate 
past president, Mrs. J. S. Goff, it is one which we shall enjoy and of which we 
are justly proud. In behalf of the board of managers and the membership of 
the Louisiana Parent-Teacher Association, I should like to extend sincere thanks 
and appreciation to you. 

Sincerely, 
ETHEL JANE WALTHER. 
Mrs. George B. Walther, Jr., President. 
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Certificate of commendation presented to members of the Outdoor Advertising 
Association of Louisiana, Inc., in recognition of the outstanding services and 
splendid cooperation in the public interest for their dissemination of informa- 
tion better to educate citizens of the State of Louisiana to safe driving practices. 
This support has greatly facilitated the work of the Louisiana Safety Commis- 
sion, the Governor’s Highway Safety Conference and all the statewide efforts 
to reduce traffic accidents, and therefore has been a major contribution to sav- 
ing human lives, preventing injuries and decreasing economic losses. 

This certificate is presented in the confident hope that this cooperative rela- 
tionship will be continued in the interest of Louisiana and all its citizens. 

Presented on this 12th day of April 1955. 

ALBERT F’. KENNON, 
Governor of Louisiana. 
WabdeE O. MANT, Jr., 
Chairman, Louisiana Safety Commission. 
BERNARD J. MCCLOSKEY, 
Chairman, Governor's Highway Safety Committee. 

Senator Gore. At the request of Senator Kerr, he will now intro- 
duce a witness out of order. 

Senator Kerr. Mr. Chairman, Mr. George Knapp, president of 
the Knapp Advertising Co. of Tulsa, Okla., is here representing the 
outdoor advertisers of Oklahoma. He is one of our long-time resi- 
dents, either a native of Oklahoma or almost so, His father before 
him, as long as I can remember, operated this company and he now 
does so with his family. I am happy to present him to the committee 
and share the committee’s opportunity of hearing his testimony. 


STATEMENT OF GEORGE KNAPP, JR., OF TULSA, OKLA., REPRE- 
SENTING ADVERTISING FEDERATION OF TULSA 


Mr. Knapp. Thank you very much, Senator Kerr. 

Mr. Chairman, as our distinguished Senator from Oklahoma told 
you, I am George Knapp, Jr., of Tulsa, Okla. I operate an outdoor 
advertising business in that State and I am here representing our 
industry and the Advertising Federation of Tulsa, of which I am 
immediate past president. 

I would like to present for your consideration a few short reasons 
why the passage of Senate bill S. 963 could directly injure the people 
of Oklahoma. We are not a wealthy State. We have had to do in 
50 years the road building and improvements that other States have 
had a century or better to await yet this bill will present our 
people and our highway commission with an added expense which 
will be tremendously difficult to handle. 

To illustrate the expense involved, I would like to point out the fact 
that in my city our portion of the Interstate System will be an express- 
way through the heart of downtown Tulsa. Property owners, includ- 
ing the city of Tulsa to whom we pay monthly rentals of substantial 
sums of money, will not give up this revenue for any nominal consid- 
eration. Gentlemen, the cost of buying a 1,200- or 1,300-foot easement 
and right-of-way strip through the heart of a city of 250,000 staggers 
my taxpayers imagination. 

Another problem that immediately presents itself is the multimil- 
lion dollar lodges built by the State of Oklahoma on our new lakes. 
These lodges must use highway advertising to attract business. 
There is no other practical way for them to reach all the interstate 
traffic. If these lodges, which are financed with self-liquidating 
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bonds, are unable to pay off these bonds, then the debt reverts to the 
people of Oklahoma. ss of outdoor advertising on the highway 
could put these projects into insolvency. 

These are just two examples of the financial problems which could 
be presented to a State that. because of its youth, must struggle con- 
tinually to remain on a comparative tax structure with its neighbors. 

Public opinion in my State will not support such legislation. Four 
years ago a bill similar to this one was introduced in our State legislu- 
ture. It was a rider attached to a piece of vitally needed highway 
legislation. In spite of this it was defeated by an overwhelming vote. 

‘o conclude, gentlemen, I would like to quote from a letter written 
by one of our advertising agency executives to our Senator: 

We cannot believe that supporters of this measure could possibly justify spend- 
ing enough of the taxpayers’ money to make so gigantic a purchase for no more 
sound reason than to eliminate a form of advertising which some few persons 
consider offensive. Even if we were to concede that certain outdoor advertise- 
ments might be offensive—which we do not—we could still not condone this mon- 
strous expenditure of our money, and the money of other American citizens, just 
to satisfy a desire on the part of a few selfish men to destroy something they huap- 
pen to dislike. 

If we must spend so great an amount of money to remove eyesores then let us 
by all means spend it to remove those more unsightly than advertising boards. 
Let us remove the shacks of the poor by providing industry the incentive to create 
new jobs; let us remove the caravans of homeless driven away from drought- 
stricken areas, by providing means of irrigation for their desiccated lands— 
if I can say something here, one of our landlords wrote us about this 
bill and said we are the only cash crop in Oklahoma that hasn’t dried 
up and blown away in the last 5 years— 
let us remove the schools of higher crime by providing programs of training and 
rehabilitation for those judged unfit to live with society, instead of bleak prisons 
where frustrations are jailed along with men and held immobile until they are ua- 
leashed again at the end of a sentence. 

There are so many needs more vital to a better and more productive America 
on which we might better spend this money than simply to raze signboards. 

Let me read an excerpt from the Conservation News Bulletin of 
March 1, 1957: 


House SLasHes INTERIOR, Forest SERVICE FUNDS—$60,794,000 Cur FRoM BUDGEI 
BurEAU ESTIMATES—OPERATION OUTDOORS CuT 24 PERCENT 


The proposed sum of $11,500,000 for recreational areas and facilities in the 
national forests was reduced to $8,770,000, a cut of 24 percent. This is the fund 
with which the Forest Service planned to start a 5-year program aimed at re- 
habilitating areas and providing new areas and facilities to accommodate the 66 
million recreational visits expected annually by 1962. These funds are cut, yet 
fabulous amounts are proposed to eliminate a needed business from the cities 
and prairies of Oklahoma. 


Gentlemen, I object to the elimination of some of my business, and I 
strenuously object to this elimination being financed by my own tax 
money. Thank you for the courtesy of your attention. 

Senator Gore. Senator Kerr? 

Senator Kerr. No questions, Mr. Chairman. 

Senator Gore. Senator Revercomb? 

Senator Revercoms. Just one question. 

Mr. Knapp, you have spoken entirely of the bill S-963? 

Mr. Knapp. Yes, sir. 

Senator Revercoms. Have you given consideration to the bill pre- 
sented here by the Secretary of Commerce? 
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Mr. Kwarr. Yes, sir. I am not familiar enough with it to express 


le much of an opinion to this committee. 4 
y Senator Revercoms. That is all. H 
Senator Gore. Senator Neuberger ? 4 

id Senator Neupercer. No questions, Mr. Chairman. 5; 
¥ Senator Gore. Mr. Knapp, you have presented an interesting and il 
vigorous statement. The committee thanks you. 1 

Wr Mr. Knarr. Thank you. i} 
- Senator Gore. The next witness is Mr. W. D. Billingsley, from Lit- i 
y tle Rock, Ark. h 
e. Senator Kerr. Mr. Chairman, I would like at this point to make the 
n observation that Arkansas serves many worthy functions, and demon- i 
strates its value in ways both known and unknown. 

i- One of the things that I like especially about it is that it is a con- f 
re necting link between Oklahoma and Tennessee. ; 
as Senator Revercoms. And is not a bridge of sighs. i 
- Senator Gore. And may I say it also furnishes a channel that takes i 
st a good deal of water, which Oklahoma needs to conserve, to the tl 
D- Mississippi, and thus to the gulf and to waste. i 
I hope to join the distinguished Senator from Oklahoma in the i 

S efforts to conserve that water for the benefit of the people of Okla- i 
be homa and Arkansas. i 
t- If Tennessee can benefit by the prosperity of her neighbors, we will i 
be pleased. 

is 
d STATEMENT OF WILLARD BILLINGSLEY, LITTLE ROCK, ARK. i 
9 

a Mr. Bruuinestey. And with that we can provide some fine duck- 1 
1s hunting grounds. 
a- Senator Gore. Will you put up some signboards to tell us where we | 


can shoot them ? 
Mr. Bitiinestey. We will be happy to guide you to them, sir. 

f I have a prepared statement, Mr. Chairman. 

I am W “ilard Billingsley. I operate a small outdoor advertisin 
business in Arkansas, and each week approximately 60 men = 

Ms women look to me for their paycheck; 193 persons representing the 

families of these men and women look to our little business to provide 

them with the staff of life. I represent a source of income to rural 


d property owners along the highways and byways of the area in which 

e- we operate. Rentals on Jands unsuitable for agricultural or other uses. | 

6 I represent a service which is available to the smallest merchant, in 

. the smallest town, to help him publicize his wares that he may grow 

and prosper in keeping with the American way of life, and that great 
free-enterprise system which is the backbone of our Nation. I 

I represent the vision, the work, and, to a degree, the money which 

x 


brought to the cultural life of our community a fine arts museum. 

I am not being an egoist or a braggart in making these statements, 
but I would impress upon you that we of the outdoor advertising 
industry have a very definite place in the business and economic 
structure of this Nation, and that we endeavor to be good neighbors 
contributing our part to business, to culture, and certainly to govern- 
ment. In appearing before you I neither demand nor expect. unfair 
advantages or special privileges for our business. I well know the 
price of such selfishness is the destruction of a nation’s character. 
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I make no bid for Government economic security ; I well know that 
a nation’s strength and the strength of business which has made the 
Nation great comes from each person standing on his own feet. 

I take a great pride in this Nation, and in its Government; I have 
dedicated myself in a spirit of humility to my responsibilities to this 
Nation and its Government. Yet I cannot sit idly by and condone 
legislation that would single out a particular industry and regulate it 
out of existence. Oh, there are those who would say that billboards are 
a blot upon the landscape. There are far greater blots upon our land- 
meee than billboards, and a short ride is only necessary to verify 
this. 

Outdoor advertising, or billboards, as they are here referred to, have 
a mission, and that mission is one which is common to all of us—to 
build a greater America through the medium of building business, 
promoting free enterprise, providing more tax dollars, that more 
and more miles of highways, for our people, might be constructed, 
and the economy of our Nation expanded. 

Our appeal to you today is for life. Upon your decision rests 
whether we shall have that life or whether it shall be snuffed out. 

Gentlemen, as I read the proposed legislation which we have pres- 
ently under discussion, we are concerned with a national policy for 
(1) the protection of scenic beauty and (2) safety of travel on the Na- 
tional System of Interstate and Defense Highways. Now, to accom- 
plish this particular national policy it is recommended that signs along 
the system, with three exceptions, be eliminated. 

In other words, take signs from the National Highway System and 
we shall have scenic beauty in abundance and we also travel in com- 
plete safety. 

If I thought for 1 minute that the objectives desired could be accom- 
— by the prohibition of signs, and signs alone, I would not be 

ere. 

Beauties of scenery are nice to look upon; a panorama of nature is 
restful and soothing to the eye and mind. 

Millions of dollars are spent annually by our highway departments 
in an attempt to maintain present right-of-way widths, and with little 
success, with the exception of a favored section here and there. 

Think of constantly maintaining and keeping in a scenic-beauty 
category 4,969,696 acres, an area equal to that of the State of New 
Jersey. Why, I dare say it would take a personnel equal almost to that 
of our Armed Forces. 

Safety—the second objective of S. 963. Who can say that the pro- 
hibition of signs along the system will protect safety of travel. No 
one is qualified to make such a statement, because no one has, or can, 
gather data that will serve to prove that signs make a highway unsafe 
for travel. 

The sign industry is one of the foremost proponents of the safety of 
travel and has given of its sinew as much, if not more, than any other 
group to encourage safer driving. But with the advent of new, wider. 
straighter automobile arteries the problem becomes increasingly more 
difficult. This can be verified by statistics, and by those who study 
the reasons for the upward trend in highway accidents. 
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Therefore, if it is not possible to substantiate those things sought 
by the proposed legislation, the protection of scenic beauty, and safety 
of travel, why the need of such a bill ? 

The National System of Interstate and Defense Highways is a com- 
mendable program, but to adopt Senate bill No. 963 “would serve but 
tomake a Frankenstein of it. 

I ask you to weigh carefully your decision with regard to this bill. 

Senator Gore. Senator Kerr 

Senator Kerr. No questions. 

Senator Gorr. Senator Revercomb ? 

Senator Revercoms. No questions. 

Senator Gore. Senator Neuberger ? 

Senator Neusercer. No questions. 

Senator Gorr. Thank you very much for your testimony. 

We will next hear from Mr. D’Amico, Central Outdoor Advertising 
Co., Cleveland, Ohio. 


STATEMENT OF R. A. D’AMICO, COUNSEL, CENTRAL OUTDOOR 
ADVERTISING CO., INC. 


Mr. D’Amico. Mr. Chairman, honorable members of the committee, 
my name is Rudolph D’Amico. I represent the Central Outdoor Ad- 
vertising Co., with main offices in Cleveland, Ohio. 

We respectfully request that you record ‘the unalterable opposition 
of this company to the enactment of the legislation introduced by 
Senator Neuberger. 

We constitute a major segment of the outdoor advertising industry 
in Ohio, and are proud of the contribution we make to its business 
prosperity. Our advertising displays and structures can be seen on 
rural as well as urban streets and highways in and around 98 Ohio 
communities. 

The statutes and case law of Ohio recognize outdoor advertising 
as a lawful and legitimate business, subject to reasonable regulation, 
together with all other highway businesses. Our State legislature has 
consistently refused to pass bills similar to the one now under consid- 
eration. And, I might add, these : always have been proposed by selfish, 
overesthetically minded minor ity interests. Our State supreme court 
struck down the attempts by the Ohio Turnpike Commission to con- 
demn easements such as are contemplated in section 4 of Senate bill 
963. I was privileged to appear in that matter and oppose the argu- 
ments advanced, including those regarding highway safety. 

We employ approximately 175 persons. ‘We pay Federal, State, 
and local taxes amounting to $375,000 annually. We pay lease rentals 
to property owners in the amount of $350,000 per year. And we own 
in fee simple vacant land and improved properties having a current 
appraised value of $1,250,000, 

The enactment of Senate bill 963 will eventually materially destroy 
our business, as well as eliminate our opportunities to service our ac- 
counts in the same manner permitted to other businesses. For what 
reasons must our business be made to suffer? Because some here 
would ignore the rights of private property guaranteed by the Federal 
and State constitutions and subject the already encumbered lands 
traversed by the proposed system of highways to further servitudes 
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and restrictions in the guise of necessity to preserve the scenic beauty 
and safety of travel. 

Who of us as part of a national policy is privileged to dictate what 
the owner of b batro property along the system of Federal highways 
may do regarding signs? Has that not traditionally been a matter for 
the State and local governments? Can we ignore the fact that the 
owner of private property owes no duty to provide scenic beauty to 
persons on the highways—indeed, must these same persons be forcibly 
exposed to so-calied scenic beauty? Surely, we must recognize that 
the National System of Interstate and Defense Highways will not 
traverse 41,000 miles of park lands. 

Much will be said by others regarding highway safety. We are 
convinced and you will be convinced that, on this subject, the need for 
Senate bill 963 is nonexistent. 

We laymen read much and hear even more of the financial problems 
of our Government in reducing Federal expenditures and the great 
task of keeping our accounts in good order. It is most difficult for us 
in the outdoor advertising sign business to conceive of the attempts of 
some to burden the vast, vast majority of our more sensible citizenry 
with the burden of increased Federal spending for the express purpose 
of ultimately putting us out of business. Yes, put us out of business, 
since that is the goal of the proponents of Senate bill 963. 

We say that individual private property rights are being flouted 
and completely disregarded. If this measure is to constitute our na- 
tional policy, we say amend the United States Constitution, and take 
the rights of our States and communities away if that be the will of 
the people. 

I respectfuly submit my statement for your consideration. 

Senator Gore. Thank you. 

Senator Kerr? 

Senator Kerr. No questions. 

Senator Gore. Senator Revercomb? 

Senator Revercoms. I have a question. Does Central Outdoor Ad- 
vertising limit its activities to the State of Ohio? 

Mr. D’Amico. Yes, sir. 

Senator Revercoms. The question that I have propounded to others 
in the advertising business is this: Do you recognize the right of Gov- 
ernment to regulate advertising if that policy should be adopted, to 
regulate outdoor advertising ? 

Mr. D’Amico. It is our position that outdoor advertising is a sub- 
ject for reasonable regulation. 

Senator Rrevercoms. Would it be acceptable to your company if 
there were regulations dealing with the size and content, the location 
and the number of signs in various places along the new Federal Inter- 
state System ? 

Mr. D’Amico. Senator, I don’t believe that I would be in a position 
now to answer unless I had an opportunity to examine what the regu- 
lations would be. 

Senator Revercoms. You have spoken entirely here today with 
respect to S. 963? 

Mr. D’Amico. Yes, sir. 

Senator Revercoms. Have you studied the bill that was presented 
by the Secretary of Commerce? 
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Mr. D’Amico. I have not had an opportunity to study it as I would 
like to. 

Senator Revercoms. That is all. 

Senator Neusercer. Mr. D’Amico, I would like to ask several ques- 
tions, if I may. 

You did say that you opposed efforts of the Ohio Turnpike Commis- 
sion to regulate billboards along the turnpike. 

Mr. D’Amico, Not to regulate, Senator Neuberger. They attempted 
to condemn the easement of control. 

Senator Neusercer. And you did oppose that / 

Mr. D’Amico. Yes, I did, sir. 

Senator Neusercer. What proportion of your company signs would 
you say were along U.S. 40 and U. S. 422, interstate highways in your 
area / 

Mr. D’Amico. I could speak for U. S. 422. Offhandedly, I would 
say that it would be less than 20 or 25. 

Senator Nreupercer. Percent ? 

Mr. D’Amico. No, 20 or 25 signs. 

Senator Neusprerr. What percentage is that? 

Mr. D’Amico. That is less than 1 percent. 

Senator Neupercer. And yet your statement says that my bill, 
S. 963, seeks to put you out of business ? 

Mr. D’Amico., I say eventually, Senator Neuberger. 

Senator Neusercer. Let’s speak about my bill—what is printed here 
in the bill. 

Mr. D’Amico. May I retract that statement? Not your bill; the at- 
titude of the proponents of your bill. 

Senator Nrupercer. It says: 


* * * put us out of business. That is the goal of the proponents of S. 963. 


I would assume that I am at least one of the principal proponents. 
Would you say that I was seeking to put you out of business when I 
introduced a bill that, if passed, would eliminate less than 1 percent of 
your signs ? 

Mr. D’Amico. My point was that eventually it would materially 
destroy—I refer to our possible expansion. 

Senator Nevupercer. You realize the bill applies only to the Inter- 
state Highway System ? 

Mr, D’Amico. Yes, I am very familiar with that fact. My point 
there is that when the highway is constructed you will have access 
roads. I speak from my knowledge of what has happened in and 
around the Cleveland area. When there is a highway constructed 
which will get people downtown to their jobs within reasonable driv- 
ing time you have an area that is fresh for development. And when 
it begins to develop, with homes, you have need for business. 

And when you have business, we are morally bound in the territory 
in which we operate to provide advertising where people shop. 

Senator Neupercer. Let me ask you another question, Mr. D’Amico. 
In the third paragraph of your statement you referred to the groups 
who are supporting my bill as “selfish.” Do you think that is fair? 
Do you think they are selfish people ? 

Mr. D’Amico. I don’t say that the people themselves are selfish. I 
say that. 

Senator Neunercer. Who is selfish ? 
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Mr. D’Amico. I say that their whole attitude in proposing the com- 
plete elimination of the outdoor advertising business 1s a selfish atti- 
tude. That has been my experience. 

Senator Neusercer. Nobody has said that you are selfish, but peo- 
ple might say that you come here to protect your business, which is 
certainly your right. Isn’t that true? You wouldn’t like to be called 
selfish, would you ? 

Mr. D’Amico. I am selfish where my business is concerned. 

Senator Neusercer. I would say that nobody involved here is selfish. 
You have a right to protect your business and you have come here and 
made a very effective statement. But I don’t think the people who 
are supporting the bill which you oppose are necessarily selfish people. 
They may not agree with you. I wouldn’t think it was right to call 
you selfish. I don’t think it is right to call them selfish. 

Mr. D’Amico. I disagree with you on that, Senator. 

Senator Neunercer. That is all, Mr. Chairman. 

Senator Gore. Thank you very much. 

Mr. D’Amico. Thank you. 

Senator Gore. The next witness will be Mr. Warner R. Moore, presi- 
dent, Outdoor Advertising, Inc., New York. 


STATEMENT OF WARNER R. MOORE, PRESIDENT, OUTDOOR ADVER- 
TISING, INC., NEW YORK; ACCOMPANIED BY WILLIAM FLOWER, 
PUBLIC RELATIONS 


Mr. Moore. Senators, this is Mr. William Flower, our public re- 
lations man. May I have him sit here with me in case we need any 
information ? 

Senator Gore. Yes, indeed. If he can help us find a way out of 
this. 

Mr. Moore. Let’s keep him here permanently. 

Senator Kerr. Is he there more or less to soften the impact of any 
adverse flow that might come from here to you, or vice versa? 

Mr. Moore. No; I will soften it to him. He is one of the fellows 
who does some of the work, I will help him out. 

Senator Gore. So long as he is a good back catcher, that is fine. 

Mr. Moors. My name is Warner R. Moore and I am president of 
Outdoor Advertising, Inc., which was formed in 1931. We have a 
national sales and promotion organization for the outdoor advertising 
medium, with main offices at 60 East 42d Street, New York City, and 
11 branch sales offices in principal cities throughout the country. 

The medium I represent is an organized segment of outdoor ad- 
vertising. It comprises two main outdoor advertising forms: The 
first is the poster, sometimes called a billboard. Today the poster 
is a highly standarized advertising display of 12 by 25 feet uniform 
size throughout the country. 

The second form comprising this medium is the painted display, 
about one-third larger than the poster, and painted by hand in color 
directly on the surface of the panel. These 2 main forms alone—- 
the poster and the painted bulletin—comprise a major part of the 
outdoor advertising medium known to business and advertising people 
as one of the 5 major advertising mediums. This is the measured 
medium which appears in comparative listings with newspapers, maga- 
zines, radio and television in business and advertising publications. 
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Last year American business, large and small, local and national, 
invested more than $200 million in this outdoor advertising medium 
in their urgent drive to sell the goods and services produced by millions 
of American workers. 

I understand that the full position of this medium relative to Senate 
bill 963 will be presented before your committee by the Outdoor Ad- 
vertising Association of America next Tuesday. There is a wide area 
of misunderstanding surrounding this medium—what it is—what it 
does—its importance to our economy. I prefer to believe that most 
of this misunderstanding is accidental, There is certainly a need ia 
this country for a greater understanding of the services of all ad- 
vertising mediums. The problem of the outdoor advertising medium 
is that while other mediums can explain and defend themselves edi- 
torially, outdoor advertising cannot very well defend itself editorially. 
My purpose here today, therefore, will be to present certain informa- 
tion from the point of view of the medium’s national sales organiza- 
tion. 

Outdoor Advertising, Inc., was formed in 1931 to sell and promote 
the medium nationally. 

National advertising accounts for approximately 70 percent of the 
total annual sales volume in our medium. You see that national 
advertising is vital to the business health of the local outdoor adver- 
tising cre which provide service in 15,000 markets across the 
country. You can also see that this volume represents an important 


investment to the national advertiser. If we look at the record since 
1953, we find that the national advertisers of this country have in- 
creased their investment in outdoor advertising no less than 6% 


times—from 21 million to 135 million. Last year the number of adver- 
tisers using this medium was 744—the largest in our history. 

I would like to call your attention to two reasons for the growth of 
the outdoor medium as a factor in the mass distribution of American 
products and services. 

The modern outdoor advertising medium, like most industries that 
have proved their value to the economy, has advanced steadily from 
adolescence to maturity. I would like to offer for the record two publi- 
cations which describe the organization and functions of the medium— 
Essentials of Outdoor Advertising, and See Power Is Sales Power. 

Today the location, form, and content of the outdoor advertisement 
is governed by science and research. Like the newspapers, with their 
Audit Bureau of Circulation, the outdoor medium has its Traffic 
Audit Bureau, established in 1934, to supply advertisers and industry 
members with uniform impartial data on outdoor advertising circula- 
tion. TAB is sponsored by the Association of National Advertisers, 
the American Association of Advertising Agencies, and the outdoor 
advertising industry. TAB publishes the audited circulation values 
of outdoor panels in each market, and these reports are then used by 
advertisers and their agencies in planning outdoor campaigns. 

Let me emphasize outdoor structures cannot be increased at will to 
meet the demand of the customer, as the number of pages can be in- 
creased in a magazine or newspaper. The location of outdoor panels 
is determined on the basis of securing for the advertiser the highest 
possible circulation and coverage based on scientific measurement, 
and subject to local zoning. 
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Another advantage in making the outdoor medium a more effective 
selling tool for the advertiser was the formation of my own company, 
Outdoor Advertising, Inc., in 1931. We perform a unique function 
in the mediums’ selling field. We do not sell specific markets or re- 
gions of the country. We sell the medium per se, the idea, the policy of 
using outdoors. Our mission is to help the advertiser and his agency 
in every possible way to realize the maximum sales results from his 
use of the medium. To do this we maintain a staff of 145 people, in- 
cluding experienced advertising, marketing, and creative personnel in 
12 offices throughout the country. Advertisers and their agencies 
make important use of our three art departments—in New York, Chi- 
cago, and Los Angeles—in planning their outdoor campaigns. The 
constant effort by advertisers, agencies, artists, and OAI to improve 
the quality, effectiveness, and attractiveness of outdoor advertising art 
is witnessed by the widely acclaimed awards made by the 25th National 
Outdoor Advertising Art Competition, sponsored each year by the Art 
Directors Club of Chicago. The grand awards, selected by a distin- 
guished national jury, including two fine arts museum directors, 
went this year to the Ford Motor Co., Procter & Gamble Co., and 
Theodore Hamm Brewing Co. Approximately 100 original paintings, 
from this competition, representing some of America’s finest creative 
talent in the commercial art field, will shortly go on a national tour 
following a 1-month exhibit at the Chicago Public Library. 

A little over a year ago we took another important step in our 
effort to better serve American industry. At that time Danie] Starch 
and staff, the National Research Organization, was engaged to begin 
the largest research program in the history of the outdoor advertising 
medium. 

Starch found that in a 30-day showing period, 4 out of 5 people in 
the United States urban markets remembered seeing national outdoor 
posters—82 percent of all men, women, and children over 10 years of 
age. It can be seen the outdoor medium afford a way for the adver- 
tiser to communicate with a truly massive audience. May I offer 
for the record our company’s latest publication on the Starch con- 
tinuing study (Characteristics of Urban Outdoor Poster Readers). 

I have cited but a few of the examples of this medium’s truly 
commendable progress toward maturity and greater service to the 
American business man. I could cite many comparable examples on 
the local community level, generated by the operators and their na- 
tional association. Among these are a constant improvement in the 
appearance of the standard outdoor advertising structures—the intro- 
duction of the new poster panel designed for the industry by 
Raymond Lowey ; the increased use of plastic and light metal materials 
on painted displays designed to give a more realistic and attractive 
rendition of the advertiser’s product and message; and the loyal par- 
ticipation of the outdoor men and women in public service campaigns 
and community affairs. 

What do some of our leading businessmen think of this medium— 
men who, in the face of ever increasing costs and competition, are 
charged with the unremitting responsibility of selling the goods and 
services produced by millions of American workers, of maintaining 
the high rate of employment which is the main support of our pros- 
perity. 


as, 
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Herbert M. Cleaves, vice president, General Foods Corp. says: 

We believe that the use of both indoor and outdoor areas is essential for 
balanced coverage of the consumer market. We are employing your medium 
to deliver in color our product, package, name and message at a very high rate 


of repetition. We get that tremendously important last word with the con- 
sumer—just before she enters the self-service store. 


As in the food business, competition in vacuum cleaner sales is 
extremely keen. Alex M. Lewyt, president, Lewyt Corp., makes the 
point that— 

Today over 70 percent of all vacuum cleaners are now being sold through dis- 
tributors and dealers, not door-to-door salesmen. And we think one of the 
important reasons why is outdoor posters. 

I think it’s basic that all sales are local. The ability of the outdoor 
medium to deliver impact close to the actual point of sale is recognized 
by the advertising manager of General Tire Co., who credits— 


The constant reselling of car owners by outdoor posters with the maintenance 
of steady store traffic in dealer outlets— 


and he adds: 


We use poster advertising constantly as an advertising medium, a public 


relations medium, as a merchandising medium, and we feel that our money is 
well spent. 


As a former newspaperman I have a strong appreciation for the 
local nature of all advertising. Incidentally, you may be interested 
te know that in a spot check of the top 35 cities in the United States, 
we find that 15 newspapers, 35 radio stations, and 13 television sta- 
tions—invested more than $3 million in outdoor advertising during 


1956 to promote the sale of their services in their localities. In this 
group newspapers accounted for the largest expenditure. 

Early this year, the Carnation Co., Los Angeles, launched its first 
major outdoor advertising campaign. Mr. Edward A. Gumpert, gen- 
eral advertising manager, dairy division, commenting on his com- 
pany’s new policy, said: 

In today’s economy everyone is a prospect, and the use of outdoor advertising 
extends the advertising message far beyond that which would be expected 
through the reasonable use of any other medium. 

The advertising manager of Atlantic Refining Co., according to a 
recent article in Advertising Age, reports that enthusiastic public re- 
action of the company’s series of historical posters, which they have 
been using since 1950, produces a voluminous correspondence with 
customers in its 17-State territory. Atlantic station dealers say that 
questions about the posters frequently are the subject of conversation 
while customers’ cars are bing serviced. 

Each year— 
says the advertising manager— 


we poll our dealers to get their preferences for next year’s advertising program, 

and our people consistently call for a continuation of outdoor poster advertising. 
In a recent address, Gordon C. Young, advertising manager, Beech- 

Nut Life Savers Inc., pointed out that on the basis of accurate life 

saver sales records over the past few years— 

Our records show that we are getting greater sales increases in the poster terri- 


tories than we are getting in the rest of the country. 
90921—57——_10 
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This year, when Morton Salt Co., a long-time user of our medium, 
decided to double its investment in outdoor, Mr. G. W. Carrington, 
advertising manager, stated : 

We are increasing our schedule because we feel that through the outdoor 


medium we can cover more people at lower cost than through any other medium 
now available to us. 


In such coverage, we are keeping in mind the repetitive value stemming from 
outdoor, since reminder advertising is our primary goal. 

One of the greatest reasons for the need for new highways is the 
expansion of our automobile industry. We have 64 million motor ve- 
hicles on our roads today. I invite your consideration to the role of 
the outdoor advertising medium in the growth of this industry. Here 
are some facts : Three of our leading automobile manufacturers—Ford, 
Chevrolet, and Plymouth—have been consistently employing this 
medium in a major degree for a combined total of 75 years. This year 
every major automobile manufacturer is using this medium. 

You will be interested in a few comments from the men who have 
the responsibility of keeping these cars moving off the factory grounds. 

Mr. L. F. Carlson, general merchandising manager, Oldsmobile di- 
vision, General Motors Corporation, says: 

We credit outdoor advertising with playing a definite part in helping Olds- 
mobile achieve an outstanding sales record. 

The Ford Motor Co. is a strong and consistent user of our medium. 
Mr. L. W. Smead, general sales manager, Ford division, Ford Motor 
Co., states : 

Our future plans call for continued use of this compelling and universal 
medium. 

We have many similar testimonials from the automobile accessories 
industry and from the petroleum industry. Indeed, the automobile 
and accessories group is the largest classification in our medium. 

Finally, let me quote from the president of the Advertising Council, 
of which both my company and the Outdoor Advertising Association 
of America are constituent members. Mr. Repplier declares that— 
Outdoor advertising has proved just as effective in helping to solve large public 
problems as it has been in selling a wide range of products from automobiles to 
ice cream. 

In asking for the opportunity to present my views to this commit- 
tee, my purpose has been to get beneath the welter of emotion and 
present some factual evidence as to its effectiveness as an important 
contribution to our national economy. 

Gentlemen, I do not say that outdoor advertising is our first line of 
economic defense, or that it is the sole key to our prosperity. I do say 
that it is an important and much-needed sales tool and I hope that my 
statement has succeeded in giving some indication of its importance 
as a sales tool—as an effective factor in creating and increasing, along 
with other media, our high level of employment. I believe that in our 
fast developing economy, outdoor advertising can contribute to the 
well-being and happiness of the American people. 

We have grown, we think, to maturity, and I have a couple of 
booklets here, or displays, that I want to put forth in the record. That 
- the Essentials of Outdoor Advertising, and See Power Is Sales 

ower. 
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Senator Gore. They will be received and held by the staff of the 
committee for consideration, 

Mr. Moors. The way our structures are located, the way outdoor 
advertising is operated, is on a very scientific-type basis. We have the 
traffic audit bureau that does the job of calculating and finding out 
what actual circulation figures are for various areas, towns, communi- 
ties throughout the United States, so that we more accurately can 
present those figures to the advertiser and the agency. 

Senator Gore. And the more drivers and passengers, or prospective 
viewers of the signs, the more it costs ? 

Mr. Moore. Circulation in any medium always is the determining 
factor on what that medium costs. Yes, sir. 

Senator Gere. I am not speaking critically. I have had to buy a 
few myself. I too have been interested in the statistics to which you 
refer here, but I would not want a sign out on a vacant farm near which 
no highway existed and no traffic passed, nor would any advertiser. 

_ Mr. Moore. I am sure that is so correct, Senator, in many, many 
instances. 

Senator Gore. So, it would follow that the creation of the highway, 
and the traffic on it, creates the advertising utility of whatever bill- 
board site you may have or anticipate. Is that correct? 

Mr. Moore. I think you are correct in the statements that you make, 
Senator. I would say that so often there are many roads in the United 
States, many highways on which you do not, as you go through it, see 
a lot of traffic. But over the period of a month—and our medium, our 
posters are up a month at a time—it accumulates to quite a few people 
that go by that, and are exposed to it, eventually though you and I 
might not see it in 1 day, 1 minute, or 1 hour. We have a different 
situation in many respects to other media in America along those lines, 

Senator Neusercer. I have one question along the line of that which 
the chairman raised. You said that as the circulation goes up, the 
price of buying the advertising media goes up. Is it not true, however, 
that billboards are different from other media in one essential respect : 
the more copies of a magazine or a newspaper that are distributed, 
the more it costs the magazine publisher or the newspaper company. 
However, the amount of circulation that a billboard has is entirely 
borne, by the general public who built the board and made the road 
available for traffic. Is that not correct? 

Mr. Moore. That is correct to an extent, Senator. Here is where I 
would disagree with you on that particular point. In other words, 
wherever there is more traffic, wherever there are more people, the 
real-estate values are higher and the rental values are higher. 

Senator-Gorr. And the farmer can make more profit than farming? 

Mr. Moore. Right. 

Senator Gore. By selling the billboard site? 

Mr. Moorr. Whichever way you put it, Senator. I am very willing 
go along. 

Senator Gore. I hope you will not mind the interruption. 

Mr. Moore. No, sir. As a matter of fact I am accustomed to it all 
during my life. You see, I have been a salesman a good bit of my life 
and have talked to advertising agency people and clients and they inter- 
rupt me quite frequently as I am going through a presentation, so I 
like it. 
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The statement here that I have made is that our industry cannot 
construct and put structures together to meet the demand of the cus- 
tomer as can a newspaper or a magazine by adding pages. In other 
words, we have got to determine our location, as I said before, on cir- 
culation and coverage, and coverage is an awfully important factor 
in our particular medium. 

We in OAL maintain a staff of approximately 145 people. And these 
are experienced advertising people in marketing, and creative person- 
nel and so forth throughout the country. The advertising agencies in 
New York or Los Angeles or Chicago or any other city work with us, 
and we work with them through our art departments in trying to re- 
fine their presentation of their particular product, or make it more 
effective, or do something with it that the people will perhaps be 
attracted by more frequently. 

I could mention a number of other examples here of things that we 
do. I would like to get down to just stating that I have listed in this 
white paper a number of important businessmen of America, such as 
Herbert Cleaves, vice president of General Foods, and his testimonial 
regarding outdoor advertising and its effectivenes. 

have other testimonials by Mr. Gumpert of the Carnation Milk Co., 
what he thinks of it, by the Atlantic Refining Co., by Morton Salt. 
And I would like to use one other thing as we mentioned before. 
There are 64 million motor vehicles on the roads today, I believe. And 
some of the important automobile manufacturers such as Ford 

Senator Revercoms. What was the last ? 

You mean 64 million, do you not ¢ 

Mr. Moors. Yes, sir. 

Senator Gore. That brings up a question which has already been 
broached, here, and that is the captive audience nature of the travelers. 
What percentage of those 63 million passengers, or what percentage 
of the people who ride in or drive those 64 million motor vehicles do 
you think desire to avail themselves of the advertising utility along 
the highway ? 

Mr. Moore. Senator, I would like to think that the whole 64 million 
do. And I will say it would be a pretty close approach to that on some 
particular message that they get from the outdoor medium. Whether 
they drink beer, buy automobiles, use toothpaste, drink Coca-Cola, or 
something else, I think there is an appeal of some particular poster 
to practically every one of those people. 

And I had read some of the surveys that had been made, such as 
the last Trendex survey that I looked at which was made by a friend 
of mine—he is no longer a good friend, which was just recently pub- 
lished a few days ago. I notice some of them were being distributed 
here today. 

That was a probability sample, just along the line of what you 
are talking about, Senator. It was a probability sample based on a 
thousand telephone calls throughout the United States, and then it 
was extended I guess to 165 of 170 million people. 

And that is how some of these percentages were arrived at. I do 
not understand that research and arithmetic, frankly. 

I have some other testimonials of men from General Motors, the 
Ford Motor Co., as to why they use outdoor, how they use it, and 
the profitable way in which they think they get their money back and 
how, and interest the people along the roads. 
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I will quote from Mr. Repplier who says: “Outdoor advertising has 
proven just as effective in helping to solve large public problems as 
it has been in selling a wide range of products from automobiles to 
ice cream.” 

In asking for the opportunity to present my views to this committee, 
my purpose has been to get beneath the welter of emotion and present 
some factual evidence as to outdoor advertising’s effectiveness as an 
important contributor to our great Nation’s economy. 

I believe that in this fast-developing economy our medium can 
contribute very, very much to the well-being and the happiness of 
American people. 

Incidentally, if I may say a few more words, Senator, I have been 
in the communications business for 33 years. I have been in every de- 
partment of a newspaper. I have been in the outdoor business a year 
and a half—2 years this coming June. It is a very creditable, stimulat- 
ing, effective business in my estimation, after being connected with 
newspapers, somewhat with television, somewhat with radio, and now 
definitely with the outdoor medium, of which I am proud to be a 
member. 

Senator Gore. Thank you, Mr. Moore. We appreciate your testi- 
mony. We appreciate too the vital interest that the industry which 
you represent has in the question under consideration. 

The right of petition is one guaranteed to every American citizen. 
T think you and others who have followed the procedure of this com- 
mittee today realize that this committee is trying to afford people 
ample opportunity to present their point of view, and the committee 
is glad that it can afford you the opportunity. 

Senator Neuberger? 

Senator Neusercer. No questions. 

Senator Gore. Senator Revercomb? 

Senator Rrevercoms. No questions. 

Senator Gorr. Thank you very much, Mr. Moore. 

Mr. Moore. Thank you. 

Senator Gore. The next witness is Mr. M. R. Ely, executive secre- 
tary, National Electric Sign Association, of Chicago. 


STATEMENT OF MAURICE R. ELY, EXECUTIVE SECRETARY OF THE 
NATIONAL ELECTRIC SIGN ASSOCIATION 


Mr. Exy. Mr. Chairman, gentlemen, I have a prepared paper which 
I would like to read. It will take about 5 minutes. 

I am Maurice R. Ely, executive secretary of the National Electric 
Sign Association, with headquarters in Chicago, 1]. This association 
represents approximately 5,200 manufacturers of all types of electric 
signs and advertising displays, both outdoor and indoor. It also rep- 
resents about 300 manufacturers and supply jobbers of material and 
equipment used in the manufacture, erection, and service of electric 
advertising displays. 

The electric-sign manufacturers in the industry employ approxi- 
mately 34,000 people with an annual payroll of about $125 million. 
All of these firms are in the small-business classification with the 
largest employing less than 100 people and the great majority having 
an average of fewer than 10 employees. The manufacturers and 
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jobbers who supply material and equipment to sign companies em- 
ploy at least 5,000 workers whose livelihood depends upon the business 
obtained from the electric-sign industry. 

The “bread and butter” business of the electric-sign industry 1s ob- 
tained from the millions of retail merchants throughout the country. 
With the continuing increase in automotive travel on the highways, 
more and more of these merchants, especially those in the smaller towns 
and along the highways, are dependent upon this mobile market for 
their livelihood. 

To stay in business these merchants must attract customers. As 
we all know, the best way to do that is by advertising. For those who 
largely derive their business from the motorists, the most effective 
form of advertising is along the highway, where their message can be 
seen by prospective customers who use these products and services. 
To deprive merchants of their inherent right to advertise to their 
best market is to unreasonably restrict their opportunity to make « 
living. Traditionally, no privilege is better established in America 
than the right to operate a business without discriminatory restric- 
tion. 

We believe the National System of Interstate and Defense Highways 
to be of great value and a boon to the American economy. While we 
certainly approve of reasonable regulation for the protection of areas 
of scenic beauty and safety of travel along this highway system, we 
believe its primary purpose to be functional arteries of commerce 
for the benefit of everyone concerned. Purely esthetic considerations 
are a matter of luxury and indulgence rather than of necessity, and it 
is necessity alone which justifies control and restriction of advertising 
on land adjacent to highways. No one will deny that advertising has 
contributed a great deal to the economic welfare of this country. It 
is an important factor in the consumption of this Nation’s high produc- 
tion of products and is a necessity in helping to maintain our pros- 
perity and high standard of living. Outdoor advertising is too im- 

ortant a segment of advertising as a whole to be legislated out of 
usiness. 

In our opinion, this bill does not properly take these factors into 
consideration and its enactment would result in widespread losses— 
to the traveling public, to retail merchants, to the outdoor advertising 
sign business, as well as in jobs, purchasing power, and tax revenue. 
All of these elements merit your consideration. 

Senator Gore. Thank you very much. Senator Neuberger. 

Senator Neusercer. No questions, Mr. Chairman. 

Senator Gore. Senator Revercomb. 

Senator Revercoms. No questions. 

Senator Gore. The next witness is Mr. Tony Wann, Pacific Out- 
door Advertising Co., Los Angeles, Calif. 


STATEMENT OF TONY WANN, ON BEHALF OF THE PACIFIC OUTDOOR 
ADVERTISING CO., LOS ANGELES 


Mr. Wann. Senator, distinguished Senators, I would like to answer 
two questions asked previously before I start by remarks. 

Senator Neuberger, you asked about the range and price. And I 
can tell you in my own company we pay from $20 a year to $1,500 a 
month, depending on the area and the price of the land involved. 
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In a survey. made in West Virginia, where they set up roadblocks 
and asked several thousand people, 70 percent said they liked outdoor 
advertising, 3 percent said they didn’t, and the other 20 percent said 
they liked it in general but had some pet peeve about some disreputable- 
looking sign along the road. 

Senator Revercoms. May I ask a question? What was the form of 
the inquiry made? You say it was made in West Virginia ¢ 

Mr. Wann. Yes. Opponents of outdoor advertising tried to put up 
some legislation. We set up roadblocks in West Virginia and asked 
them, “Do you or do you not like outdoor advertising?” That was the 
answer. 

Senator Revercoms. Who propounded the questions ? 

Mr. Wann. The motor vehicle department, I believe. I can get you 
the information if you would like. 

Senator Revercoms. I would like to have it. I suspect I can get it. 

Senator Neupercer. May I ask a question in general? Maybe the 
chairman would know this. Was there or not a Gallup Poll taken on 
this subject? Does anybody remember ? 

Mr. Wann. [have never seen it. 

Mr. Chairman, as a representative of a relatively small and inde- 
pendent southern California advertising company, Pacific Outdoor 
Advertising Co., and as chairman of the board of the National Sales 
Executives, an organization of over 28,000 sales executives, we protest 
the passage of Senate bill 963 as an infringement on one of the basic 
principles of our American competitive system. 

We believe that the basic concept that contributed so much to the 
miracle of America is the inherent urge of the freedom of the in- 
dividual or individual enterprise as long as the actions of that in- 
dividual or individual enterprise does not interfere too much with the 
rights of his fellow man. 

In the case at hand, outdoor advertising, we believe, is being singled 
out as an individual enterprise to be harassed and restricted in such a 
manner as to almost become a mandate to the States and local govern- 
ments to also harass and restrict our industry. 

We believe you will all agree, that one of the major factors in the 
American consumer economy is the creation of desires in the hearts and 
minds of people to want things, and then to be able to motivate those 
wants into the desire or the action of a purchase. And the American 
people today buy what they want, not what they need, and that is why 
we have such a strong economy in America. 

We believe that outdoor advertising has been a vital part of this, and 
has been a potent and legal business. We believe that this is the one 
place that I do not think has been drawn out properly in this area, 
and that is that we are classing outdoor advertising in the same class 
that we classify all types of signs. 

I would just like to present a few pictures. Here is a supermarket, 
a beautiful supermarket that everybody would love. Here is a little 
old grocery store with everything out in front of it that looks like the 
very dickens, but it does serve the community. Would we say that we 
should do away with all grocery stores simply because we don’t like 
this one, and make them all build them like this? 

I have plenty of pictures to show you, of nurseries, trailer courts, 
and so forth, to give you an idea of the fact that we are classifying 
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all types of signs as outdoor advertising. They are in the broad con- 
cept but not in the business concept. We believe that at the local 
level they can regulate the type of advertising that is necessary and 
that fits that particularly without the National Government setting 
up a pattern, because we believe, and it has been proven in many 
cases, that where the National Government sets up a pattern, then 
the local people, anyone who does not believe in outdoor advertising, 
uses that as a hook to go to people and say, “Look, the Nation has 
passed a law, they won’t let them on the freeway, therefore we ought 
to get rid of them all over” and that is the basis of why we are against 
this law. 

Senator Gore. Thank you. 

Senator Neuberger / 

Senator NeuperGer. I would like to have the record show at this 
point the results of a March 1957, poll by the Trendex organization 
which shows that 65 percent of the people polled favored restrictions 
on signboards along the Interstate Highway System, and 25 percent 
were against. 

I am not passing judgment on the validity of this poll, or passing 
judgment on the accuracy of the survey which the witness has very 
properly mentioned. I just believe, inasmuch as a survey has been 
mentioned, that the record might contain this Trendex poll. 

Senator Gore. Without objection, it will be included in the record 
at this point. 

(The Trendex poll article follows :) 


TreENDEX News Pott—2 OvtT or 3 FAVOR ANTIBILLBOARD BILL 


(By Jack Boyle, director, Trendex news poll) 


Trendex determines public opinion on questions of the day by fast telephone 
techniques proved successful in radio and TV. It can poll a scientific cross sec- 
tion of the Nation in less than 24 hours. 

Two out of three Americans favor congressional action to eliminate or 
severely limit billboards along roads built in the multibillion-dollar Federal 
highway program, a new Trendex news poll discloses. 

A poll of scientifically selected coast-to-coast sample gave these results: For 
restrictions, 65.9 percent; against, 25.9 percent; no opinion, 8.2 percent. 

The most frequent reason for restrictions was that billboards are a safety 
hazard because they distract drivers. Another recurring reason was that bill- 
boards destroy the beauty of the landscape. 

Paradoxically, among those opposing restrictions, safety was again a reason. 
Many said that billboards serve to keep drivers alert, especially on long drives. 
Other reasons given were that billboards are interesting, they tell drivers where 
goods and services can be purchased as they travel, and that they provide em- 
ployment for craftsmen and revenue for landowners. 

Opposition to billboards is strongest in the Midwest and Far West, the poll 
showed. In the Midwest, 67.3 percent want restrictions on billboards and in 
the Far West 85.7 percent favor restrictions. This compares with 61.4 percent 
opposed to billboards in the East and 61.5 percent in the South. 

Difference of opinion between men and women was slight, with 67.6 percent 
of the men and 63.6 percent of the women favoring restrictions. Women were 
more likely to oppose billboards on esthetic grounds. As one in the Deep South 
said, “I like for the highways to look pretty.” 

Those favoring Federal restrictions were also asked whether there should 
also be restrictions on hotdog stands, service stations, and similar structures to 
provide minimum standards of appearance. The answers: Yes, 75.0 percent; 
No, 21.6 percent. Don’t know, 3.4 percent. 

Criticism of many existing structures was strong; some were characterized as 
“dives,” “dumps” and “monstrosities.” Several volunteered that the number of 
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stands be limited on the grounds that autoists turning in and out created traflic 
nat tans opposed to restrictions, many said that shabby stands were self- 
eliminating, because drivers would pass them by. Some said they were opposed 
to laws that would limit a person’s right to operate a business on his own property, 
and a few said nothing should prevent the opening of more establishments to 
serve motorists. 

The question about Federal regulation stemmed from the bill introduced in 
Congress by Sen. Richard L. Neuberger Republican, Oregon, although the bill 
was not mentioned by the interviewers. 

The bill provides that the Secretary of Commerce set standards to control 
billboards within 500 feet of Interstate roads ; that the standards be automatically 
effective on Government-owned land, and that if States wish to apply the stand- 
ards to private land, the Federal Government will pay up to 90 percent of the 
cost of buying up advertising rights. 

All persons interviewed were asked also whether new laws should be enacted 
to eliminate or drastically curtail billboards on existing State and local roads, 
or whether present laws are adequate. The results: New laws needed, 47.6 
percent, present laws adequate, 24.3 percent, don’t know, 28.1 percent. 

Several in the second group qualified their answers by saying present laws 
were adequate only if they were enforced. 

Mr. Wann. I have one more thing to leave with the committee, 
showing how we have beautified the landscape rather than detracted 
from it. 

Senator Gore. Senator Revercomb. 

Senator Revercoms. Mr. Wann, you have spoken of a survey made 
in West Virginia. I would be very glad if you would let us have the 
benefit of that survey. I take it it was put in the form of a report? 

Mr. Wann. Yes, sir. And I will also send you some other surveys 
along the same line. 

Senator Revercoms. As I understand it from the answer that you 
have made, you believe that advertising is properly a suggestion of reg- 
ulation along the highways. 

Mr. WANN. At the local level, but the needs of the community vary 
throughout the country. A rule that is set up for size, let us say, of 
signs in one place, does not apply to another. 

Senator Revercoms. Did you hear the testimony of the Secretary 
of Commerce, Mr. Weeks? 

Mr. Wann. No, sir; I did not. 

Senator Revercoms. I will say to you that under the bill which he 
proposed here, that he makes exceptions, such as in industrial and com- 
mercial areas, where this regulation would go on. Do you think that 
is reasonable ? 

Mr. Wann. We believe that the regulation of our industry the same 
as any other industry in the local area, is right and just. But we hate 
to see the United States Government set up a pattern because the 
people in the local areas a lot of times do not have the vision that you 
gentlemen here have. And therefore they go more on what they like 
or do not like as an individual. We have developed in a lot of local 
communities people who are “aginers.” If they do not like cottage 
cheese, they think they ought to be against it. 

Senator Rrvercomn. Are you not arguing rather strongly for a 
general passage ? 

Mr. Wann. No, I am not because we believe that they would use this 
as a means and say, “Look what happened at the national level. We 
will follow it, only we will go further.” And that is the way things 
have always happened in this country. 
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Senator Revercoms. If you leave it up to the local people they may 
go further? 

Mr. Waxy. If they do, then that is a local problem and will not af- 
fect the industry nationally. We do not believe that the concept of our 
government is such that it should not be done at the national level. 

Senator Revercoms. Do I conclude correctly that you are willing to 
have regulation but you want it left to the local authorities? 

Mr. Waxy. We have regulation and plenty of it in California. 

Senator Revercomr. Take the other States. You want it left lo- 
cally ? 

Mr. Wann. Yes, sir. 

Senator Revercoms. And not ona general formula ? 

Mr. Wann. The thing that we particularly would like to have is 
not to have you fellows set a format and say we hope all the States will 
do just like this, because it does not fit all States. 

In our particular area we have a different problem than they have 
in New York City. And if you set the size of signs that you think are 
right here it might not go for Washington, Senator Neuber ger’s Ore- 
gon, Washington, or Nevada. It all depends on the area. 

Do you have : any other questions ’ 

Senator Nevsercer. I hope the people at the local level have some 
vision. They are the ones who sent us here. 

Mr. Wann. I could make some awful cracks about that, but I will 
not. 

Senator Gore. Mr. Wann, the committee hopes you will not feel 
restrained. 

Senator Revercoms. Particularly so since you are not from my 
State. 

Senator Gore. The next witness is Mr. George L. Bossemeyer, Na- 
tional Association of Travel Organizations. 





STATEMENT OF JAMES L. BOSSEMEYER, EXECUTIVE VICE PRESI- 
DENT, NATIONAL ASSOCIATION OF TRAVEL ORGANIZATIONS 


Mr. Bossemreyer. Mr. Chairman, gentlemen, my statement takes 
just about 5 minutes, so I think I can keep within the time limit, de- 
pending on the discussion which may follow. 

My name is James L. Bossemeyer. I am executive vice president of 
the National Association of Travel Organizations, which is a non- 
profit association devoted to the development of travel within the 
United States of America and travel from foreign countries to the 
United States of America. Our headquarters is in Washington, D. C. 

Let me say at the outset that we favor control of billboards but not 
their elimination. We note that elimination is the expressed goal of 
some of the groups which testified yesterday. 

We believe that travel services and fac ilities need to be advertised 
along the highways, which is not necessarily the case for many other 
types of goods : and services. 

Travelers are V itally interested in how much longer they must drive 
before they can stop for the night. They want a “choice of places to 
eat. They do not want to pass ‘by places of interest for lack of infor- 

mation about them. Hence, signs are important to them. 

Restaurants, motels, hotels, travel attractions, communities, and 
events such as fairs and celebrations need to get their message to 
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people actually approaching on the highways more than they need to 
get it to people seated in ease at home who may never take a trip to 
the specific area in question. 

Permit me to outline our activities and our further views on this 
subject. 

The people of this Nation presently spend about $23 billion per 
year on travel involving overnight stops away from home. Our mem- 
bers and cooperators supply the t transportation, accommodations, food, 
entertainment, information, services, and special items of clothing and 
equipment required by tr avelers. 

Our members and cooperators spend over $100 million each year 
in advertising and promotion designed to create within people the 
urge to trav el, and to provide them with the information they need to 
perform their travel. 

I believe it is now recognized by everyone that travel is one of the 
chief means of distributing the wealth created in this Nation, and 
that every State and community earnestly endeavor to capture its 
share of the travel business. 

It is a well-known fact that 85 percent of travel, as I have defined it, 
moves via the highways. Hence, it becomes plain that there is no 
group to which the control of the roadsides, including the number and 
kind of billboards is of greater importance than it is to our members. 

We vigorously supported the campaign for better highways which 
led to the enactment of the present building program for the Inter- 
state Highway System and increased activity in the improvement of 
the secondar y highways. 

We did this knowing that the limited-access highway principle 
would apply to the new “highw ays and would lead to drastic changes 
in travel habits and travel patterns. We also knew that it would 
work great hardships on existing travel attractions and facilities by- 
passed by the new highways. 

We know that we are going to have to prepare special folders and 
maps showing people where to turn off the new highways to get to the 
resorts and attractions they are seeking. 

We know that communities and resort areas, as the new highway 
system grows, are going to have to advertise and promote themselves 
more vigorously if “people are to know where they are. The principal 
highways will no longer lead right by their door. They must become 
terminal attractions or lose in their battle for a fair share of the travel 
dollar. 

We know that highway planners, and the advocates of parkwa 
style highways free of billboards have the best intentions in the ae 
with respect ‘to installing official signs along these highways that will 
direct people wherever ‘they want to go. 

But the turnpikes and parkways which have been built so far indi- 

cate that the official signs which will be installed on limited-access high- 
ways will be inadequate. The traveler gets only the name of the town 
or towns he can reach by using the next turnout. Or he is informed 
that there are service facilities or roadside business available at the 
next turnout. What services and what facilities he is left to discover 
for himself. 

Senator Gore. I would like to interrupt at that point to say that 
it is my understanding that the Bureau of Roads is now developing 
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a standard of highway signs—curves, turnouts, intersections, et 
cetera—examples of which you have just referred to. Before the hear- 
ing is completed it is my hope that we can have in the record, and for 
all to see, the type of signs which the Bureau of Roads itself will recom- 
mend to the various States in this particular regard. Do you think 
that will be helpful ? 

Mr. Bossemeyer. It certainly will be. My statement is that indica- 
tions we have had from limited access highways built so far is that 
the sign system is inadequate. We are not claiming it will be. But 
from past experience it is indicated as being inadequate. 

This paucity of information about existing attractions and service 
facilities near the highway leads inevitably to the installation of serv- 
ices and facilities enter a franchise system on the superhighway itself. 
Thus, the great highway becomes self-sufficient. It might as well be a 
pipeline draining the travel through entire regions and States without 
exposure to them. 

e submit that it is harmful to the overall economy to augment 
rather than ease the tendency of superhighways to siphon all traffic 
through to terminal destinations. 

Are communities, areas, even States which have assiduously de- 
veloped themselves as areas of interest for travelers, to be denied any 
Pie at to remind the travelers on superhighways that they exist ‘ 

individual motels, hotels, restaurants and attractions not only 
to be bypassed without specific mention of any sort, but also totally 
displaced by new restaurants and service stations on the superhighways 
and new hotels and motels clustered at the turn-outs ? 

We do not contend that the principle of installing facilities for 
travelers on controlled-access highways is wrong if done before an 
honest and exhaustive effort is made to make it possible for existing 
facilities near the right-of-way to serve the needs. 

Senator Gore. If pin respectfully interrupt there, I think I might 
answer “No” to the questions that you have posed on that page so far 
as my own intentions are concerned. To show my feeling about this 
question and this issue, and to demonstrate the will of this subcommit- 
tee, of which I have the privilege of being chairman, we have specifi- 
cally written into the law a prohibition against the circumstance which 
you set up and describe here. No facilities can be on the right-of-way, 
new or old. The right-of-way must be kept clear of facilities. 

Thus the only way that people can be served as travelers will be to 
avail themselves of facilities, the access to which is provided by the 
turnoffs. And surely neither the new bill nor the administration bill 
would contemplate that no notice to the traveler would be permitted 
that such facilities were available at a particular turnoff. 

So you see the committee has tried to meet the objections which you 
have raised here. 

You ask these questions, for instance : “Are communities, areas, even 
States which have assiduously developed themselves as areas of inter- 
est for travelers, to be denied any opportunity to remind the travelers 
on superhighways that they exist ?” 

I say “No,” No is the answer to the bill that is now the law on the 
highways. No is the answer as applied to either the new bill or the ad- 
ministration bill. 
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Now, I ask you a question: Should the traveler have either his 
pleasure or his safety infringed upon by undue, unsafe or unsightly 
and unnecessary advertising ? 

Mr. Bossemeyer. Senator, our whole point of view is that there 
needs to be control of advertising on highways. We agree with that 
thoroughly. However, it is our fees that these official signs that will 
be erected will be so general in nature that, for example, if you are 
going by Silver Springs, Fla., a short distance away, there would be 
no way probably under the Florida State law or under the official 
highway system of saying Silver Springs. You could say “Scenic 
area to the right” at the next turnout. 

The point comes up that our fear is that all of these official signs 
that can be erected will have to be generalized to such a point that 
they will not give attractions, resorts, hotels, motels, any opportunity 
to get their precise name and location before the public, and that is 
why we contend that it is necessary that there be a certain amount of 
controlled advertising along the highways. 

Senator Gore. Did you have a question, Senator Neuberger ? 

Senator Neupercer. I want to say that under my bill, and I believe 
the administration bill has the same provision, signs necessary for 
highway directional information are provided for. And I am sure 
the administration bill, which I don’t have a copy of it in front of me, 
makes the same provision. 

Mr. Bossemeyer. I would like very much to say if those signs can 
go through just a general sign statement as I speak of, such as applies 
along the Merritt Parkway in Connecticut. The signs are very gen- 
eral. They tell only the names of the town that you are going by. 
They are generalized to such point that travelers will have no oppor- 
tunity to express their own name and location unless there is a certain 
amount of advertising. 

Senator Gore. Let me ask you specifically. Suppose you and I are 
traveling down one of these magnificent new highways. A turnout is 
some 3 miles ahead of us. If we are adequately advised of the towns 
to which the turnout would lead, if we are adequately advised that 
restaurant facilities are available, would it be necessary that we be 
advised of the specific name of every particular restaurant, one special- 
izing in barbeque, and another in hotdogs, and another in chicken, and 
another in fish ? 

Mr. Bossemeyer. No, I wouldn’t say that. But you recall the testi- 
mony this morning by the gentlemen from the motel and hotel asso- 
ciation who gave instances, specific instances in which installations will 
suffer from lack of ability to place their own name before the public 
on the highway. I believe Mr. Mobley stated that a motel bypassed 
by a hundred yards or 3 miles, unless it can state its own name and 
get its own story very briefly before the passing motorist, they have 
no chance at all to survive. : 

Senator Gore. That might or might not be the case. Under zoning 
or under either bill, neither of which, as I understand it would prohibit 
advertising, it might be feasible that certain areas, not the inside of 
a curve or not the immediate area of an intersection, not an area that 
would obscure the beauty of a landscape, be available for such ad- 
vertising. 

Mr. Bossemeyer. That is precisely our point. We would have no 
objection to the bill under consideration if we felt sure that in practice 
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it would not work out that these signs were so simon pure that they 
did not fulfill their functions. 4 
_ Senator Gore. I gather you do not disagree with the basic objec- 
tive of either bill before the committee if it is to bring under adequate 
regulation outdoor advertising ? 

Mr. Bossemryrr. Exactly so. It seems inconceivable to us that this 
magnificent system of highways could be built and placed in operation 
without some reasonable regulation of the signboards along the high- 
way. 

Senator Gore. You may proceed. 

Mr. Bossemryrer. We are opposed to the elimination of them and 
we think under certain conditions they certainly ought to be allowed 
to be there. 

With respect to signboards, we think that signboards under a con- 
trolled system should be permitted only in designated areas, zoned for 
this purpose. Thus, many long stretches of open road could be kept 
free of signs. 

The signboards should be carefully designed, well constructed and 
maintained and no larger than necessary to be read with ease over 
the distances involved. The density, or number of signboards per 
mile, should be low. 

We recommend that considerable study be given to the allotment of 
signboard space or official sign space to each community bypassed, 
emphasizing the name of the community, turnouts leading to it, 
number of hotels, motels, restaurants available and possible reference 
to “resort area,” “historic area,” or similar brief message concerning 
attractions. 

We believe that if conditions are such that boards can be erected 
in sight of exits to turnouts, drawing attention to nearby facilities, 
this would help ease the problem. 

We believe that the new Interstate Highway System can be created 
with less injustice to existing services, attractions and facilities and 
made to serve the needs of the traveling public with greater efficiency 
if signs of the type needed by travelers are provided under carefully 
regulated conditions. 

We believe this can be done without impairing the aesthetic values 
of the highways. pity 

Thank you for permitting us to express our views. 

Senatory Gore. Senator Neuberger / 

Senator Neunercer. No questions. 

Senator Gore. Thank you very much for your testimony. 

The next witness is Mr. Bryce Holcombe, representative of the 
Brotherhood of Painters. 
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STATEMENT OF BRYCE P. HOLCOMBE, NATIONAL REPRESENTA- 
TIVE OF THE BROTHERHOOD OF PAINTERS, DECORATORS, PAPER- 
HANGERS OF AMERICA, AFL-CIO; ACCOMPANIED BY R. S. GIB- 
BONS, INTERNATIONAL UNION OF SIGN PAINTERS, LOCAL UNION 
OF KANSAS CITY, MO.; WILLIAM MORRIS, ALBANY, N. Y.; 
EDWARD DOSE, SOUTH BEND, IND.; AND DUNCAN WILSON, 
PATERSON, N. J. 


Mr. Hortcomse. Mr. Chairman, Senator Neuberger, I am especially 
appreciative of this opportunity to appear on this public works ques- 
tion, and perhaps I should apologize to the committee for not having 
come with prepared testimony. However it was not until Monday of 
this week that I learned that the Administration planned to and did 
submit a bill on the subject now before the committee. 

I should therefore like to identify myself for the record. 

My name is Bryce P. Holcombe. I am a national representative of 
the Brotherhood of Painters, Decorators, Paperhangers of America, 
AFL-CIO. 

I represent 15 million members of the AFL-CIO as a member of the 
safety standards board of the association. I am one of the directors 
of the labor division of the National Safety Council at Chicago. 

At the outset of my few moments here, Mr. Chairman, I would say 
that I had an occasion to appear at the State of Maryland Legislature 
the other day on a similar question. The appropriateness of my ap- 
pearance there was questioned by certain people professing interest 
in this type of public works. And therefore, for the record, should any 
such person be present here, or read this record, I would like to state 
that in 1913, while Chief Justice Taft was presiding over the United 
States Supreme Court, he said—and this case involved the United 
States Navy and the Stone Setters of Seattle, Wash.—he said there 
could be no question about the appropriateness of building trades craft 
unions appearing, testifying, and/or giving evidence in the courts of 
public works for two reasons. 

One, they have skill and ability in public works execution, and sec- 
ondly, they are taxpayers and citizens. 

Mr. Chairman, this hearing here has been one of a most unusual 
character for a full 18 months in this country. There was a program 
called the national defense program. I say to you, sir, that as you 
indicated here today, it is my opinion that the American landowners 
and the American people would not, have approved a limited-access 
highway had it not been definitely established in the minds of the 
American people that an access-controlled highway was the only high- 
way which could adequately serve as a defense highway. 

In fact, the first diagram-that I saw of this program was exhibited 
by the United States Army, and the record will show, I am sure, in 
the primary days of this program, this program was almost entirely 
a national defense program. And with the advent of the atom age 
and the use of nuclear power in industry, and the apprehension the 
American people have about the mobility or the immobility of the 
Armed Forces and the national defense and the civil defense of this 
country, this program was accepted. 
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And, finally, with the leadership of men such as yourselves in Con- 
gress, Mr. Chairman, and Fallon in the House of Representatives, 
they, too, I think, conceded to the fact that primary, first of all. were 
the requirements and the need for national defense and security of this 
Nation, as was illustrated by no one other than the authorities of our 
Defense Department. 

The program became wholly and solely, apparently, when it reached 
the legislative stage, a normal roadbuilding program. The only dif- 
ference being thut the concept of national lens limited-access high- 
ways could not be procured, nor could the program be prosecuted, on 
the basis or the principles which we had adhered to since about 1913, 
when we first started collecting income taxes by the Government. 

But rather it was agreed, and it was proclaimed by the military 
authorities of the Nation, that we must have a program that is fool- 
proof, bulletproof, and sure fire. And as a result of that and on that 
concept, the national defense needs of this country, we got a 12-year 
program. 

In 1955 the Congress had a Federal-aid highway bill before it. It 
was reported in the reliable press that there were partisans, or there 
were political conditions with regard to the financing of this trust 
fund out of which these highways were to be built. It was felt that 
completion of the highways was necessary for the defenses of the 
Nation. Certain interests worked in opposition to the bill, and the 
program didn’t come into being for a full year later. But in 1956 
the program was enacted and surely no one will dispute the fact that 
the Highway Act of 1956 is one of the greatest pieces and one of the 
most needed legislative actions ever undertaken by our Congress. 

The Secretary of Commerce came before this committee. I am not 
yet—and I say this with the fullest of sincerity and honesty, and 
certainly you gentlemen know far better than a layman such as my- 
self—I am merely a labor representative for the sign and pictorial 
painters in this case—I am unable to know or fully comprehend just 
why we had a hearing. We did learn that Mr. Neuberger—and this 
is his inalienable right, and it may be his duty as one of the United 
States Senators to bring an amendment—he brought an amendment 
and then the Secretary of Commerce. We come to think about and 
talk about S. 963, and what we did here, and Mr. Weeks put it out. 

I say to you, sir, as a representative of 12,000 skilled sign and pic- 
torial painters, some of them possess and exhibit artistry that is not 
altogether horrible to look at, as has been related here. 

But if Mr. Weeks will treat this program as lightly as he con- 
fessed to this committee that he did treat it, I say, sir, in all sincerity 
if the national defense and the civil defense of this Nation is involved 
and engaged in this project of roadbuilding to the extent that it was 
claimed, then Mr. Weeks has done a miserably poor job in carrying 
forth this program. 

I further believe—and again I will state I am not a lawyer—Mr. 
Weeks got a temporary person to administer this, the largest, biggest, 
public works program ever undertaken by any government in the 
world. He gets a gentleman whose affairs are so involved in his home 
State that he can only work temporarily. 

Another man is so engaged with his personal affairs and activities 
that he can’t come to Washington until later on. Here is how serious 
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it is: All of my life, all of my adult life, I have represented people 
engaged in public works of this Federal Government and of the States. 
And I know something about Federal public works. 

No program of this magnitude, no program of this size—there are 
83 agencies of this Federal Government that execute and carry on 
public works as a result of actions of Congress—there is no program 
and no department or agency of this Government operated in the 
fiimsy manner that this one has been operated in. And then after he 
gets underway he tells us, and he tells the committee, he takes $875 
million appropriated by Congress, out of the funds available for farm- 
to-market and primary roads and puts it in the Federal Interstate 
Highway System to get going. 

All right. That, perhaps, was expeditious. But I didn’t hear him 
come to the Congress and say, “My trust fund is going to be into 
some difficulty.” Rather, he talks of this program as being a pro- 
gram, a specific program, and therefore by what rhyme or reason does 
he reach out and broaden his authority, his administration of the de- 
fense highway program, to include and take these funds out of there ? 
He doesn’t come and tell you. He madea glowing report. He didn’t 
come worrying about this trust fund. The only thing in the world 
the kind gentleman asked was at the end of his testimony he said 
there has been a good deal of talk about signboards on the highways. 
But he says, “I am supposed to do something about that in this ; legisla- 
tion.” 

In my opinion he was no more than inviting legislation, and he 
brought it here the other day. And if the Congress, from the figures 
that I have been able to read, if they followed his bill, they would take 
one-third of the trust fund of his bill and they would then run the 
danger of the continuity of this program because. such legislation 
would require the Appropriations Committees and other committees 
and the overall Congress to either now, immediately, take up the ques- 
tion or at a later date when fully one-third of the program would be 
chopped off. 

The American Federation of Labor, its executive council—27 mem- 
bers on it—considered this legislation and they resolved without dis- 
sent, and they have published ; a regulation which I should like to pre- 

sent for the committee’s record. 

Senator Gore. It will be printed in the record at this point. 

AMERICAN FEDERATION OF LABOR AND 
CONGRESS OF INDUSTRIAL ORGANIZATIONS, 


Washington, D. C., March 7, 1957 
Mr. L, M, RAFTERY, 
President, Brotherhood of Painters, Decorators and Paperhangers of 
America, Painters and Decorators Building, Lafayette, Ind. 

DEAR SiR AND BroruHer: The resolution concerning billboard advertising was 
brought to the attention of the executive council of the AFL-CIO at its meeting 
on February 6, 1957. 

It is with pleasure that I inform you that the executive council acted fav- 
orably on this resolution, and I would appreciate your notifying Brothers Free- 
man, Byron and Blaier of this decision. 

With every good wish, I remain, 

Fraternally yours, 
Wo. F. SCHNITZLER, 
Secretary-Treasurer, AFL-C10. 


HOM2T OT 1} 





156 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


JANUARY 29, 1957. 
Hon. GrorGE MEANY, 
President, American Federation of Labor and Congress of Industrial 
Organizations, Monte Carlo Hotel, Miami Beach, Fla. 

DEAR PRESIDENT MEANY: The recently enacted highway construction legisla- 
tion involving some $50 billion has brought forth a proposal that highway ad- 
vertising displays be limited or even entirely eliminated from view of motorists. 

Much of this campaign is in the guise of beautifying the highways. 

There are involved in the industry informing the traveling public four prin- 
cipal unions, as follows : 

1. International Brotherhood of Electrical Workers. 

2. Brotherhood of Painters, Decorators and Paperhangers of America. 

3. International Association of Sheet Metal Workers. 

4, United Brotherhood of Carpenters and Joiners of America. 

In addition, a great deal of the inspiration for this campaign originates among 
the publishers, notably newspapers and magazines who apparently desire to 
see the full advertising budgets or the lion’s share diverted into their channels 
rather than partly in outdoor displays. 

Engaged in the industry directly are many thousands of wage earners in ad- 
dition to those employed in related lines of lithography, metals fabrication, manu- 
facture of electrical appliances, reflectors, bulbs, switches and transformers. 

The new highway avenues are bound to create great and new wealth in taxable 
values through all types of construction and in new employment opportunities 
on a permanent basis even after construction work has been completed. 

We have no desire to see America defaced. On the contrary, it is our hope 
that we can contribute materially toward the actual beautification of the country- 
side wherever to be found. 

It is hoped that the executive council at its present session will endorse the 
position that the Federal Government not interfere or intercede in any way with 
the orderly functioning of the arteries of commerce. But, rather, that we en- 
dorse the proposition that those engaged in the arts of outdoor advertising be 
encouraged, with the active assistance of our unions, in promoting a common- 
sense approach to the continuance of this necessary industry in the promotion 
of accident prevention, advertising, patriotic displays, and all other forms of 
institutional advertising as well as constructive commercial displays. 

Attached is a suggested draft of a resolution which might serve as a basis for 
expression or as amended in any suitable form. 

With best wishes, we are, 

Fraternally yours, 
Gorpon M. FREEMAN, 

International Brotherhood of Electrical Workers. 

L. M, RAFTERY, 
Brotherhood of Painters, Decorators and Paperhangers of America. 

ROBERT BYRON, 
International Association of Sheet Metal Workers. 

O. Wo. BLAIER, 

United Brotherhood of Carpenters and Joiners of America. 


DISSEMINATION OF INFORMATION TO TRAVELERS 


Whereas our unions as well as the American public have shared materially 
in the presentation of information of many types to the traveling public who 
traverse the mass transportation arteries of the Nation ; and 

Whereas such highway users are entitled to full information disseminated in 
the American way ; and 

Whereas new wealth and tax values invariably gravitate toward those centers 
which are best informed and are provided with the best means of increasing 
the Nation’s standard for better living; and . 

Whereas much of the public information so disseminated relates to institutional 
advertising including religious, patriotic and health: Now, therefore, be it 

Resolved, That if there is to be regulation of such dissemination of informa- 
tion, it be not on the Federal level, but rather that standards be originated and 
promulgated by government at the State and local levels. 


lai a tt le, mmm ll 
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Mr. Hotcomse. They say in there that if this type of free enterprise, 
sign pictorial work, is to be regulated, it should be done on a State or 
local level rather than on the Federal level. 

And I am using testimony that was here right after Mr. Weeks. It 
was a gentleman who is president of the American Association of 
State Highway Commissioners. He said his organization is con- 
ducting surveys of materials and work methods for the construction of 
these highw: ays, and he said that they were engaged 1 in running a num- 
ber of material surveys as to qué ulity and quantity, and then he was 
quizzed by someone and they asked him, “Are you running any surveys 
about taking signboards off the highw: ays,’ > and he said no, he didn’t 
know of any. There is no such plan and no such survey being made, 

These people whom I represent—and I do that as diligently as I 
know how, and I hope as Sieemily, as you gentlemen represent the 
population—if they are legislated out of “employ ment—they are 
trained, they serve 3 years in apprenticeship, and there are 1 50,000 
men and women engaged in this industry—I represent only 10,000 or 
12,000 of them—if ‘they are deprived of their employment for which 
they are trained and on which their families depend for their liveli- 
hood, they, for the first time as far as I know in the history of this 
Congress, would be displaced people in the American wage economy 
that we have come to help and we have come to lean on. Our 
organization is proud to help displaced people in other areas of the 
world as a result of war and ¢ alamity. 

But displaced persons and re 
when an American wage earner’s s repr esentative comes before the se 

ress and proclaims the solidarity of free enterprise, that is the thing, 
Mr. Chairman, which does not today happen in all the areas of the 
world. We support free enterprise completely and fully. 

Seventy-five percent of the new interstate highway being paid for 
by the taxpayers, bypasses and dislocates many units of free enter- 
prise. If they are strangled by any such method as the Secretary of 
Commerce suggests, what would he do? I am sure he would not want 
the 48 governors of the States to read his testimony. 

When he says “I will withold 5 percent from this, I will by the force 
of retention of this grant compel them,” he is confused about the 
American people. The American people are going along with this 
limited-access highway, Mr. Chairman, because the urge to support 
national defense, and the safety of the Nation, paramounts and super- 
sedes all other considerations. 

I apologize for taking up more than my 10 minutes. I will answer 
any question I know how. 

Senator Gore. Thank you. 

Mr. Hotcomer. I am opposed outrightly to Senator Neuberger’s 
bill and I am unalterably opposed to the administration bill. I don’t 
really know what kind of a hearing we are having here. 

This program had two ears in 1955. It was Democratic : and Repub- 
lican. Here we have a Democratic bill, and I suppose the administra- 
tion bill. But I am outspoken about it. I have no cards under the 
table. I am opposed to both of them. And I think your constituents 
are, too. 

Senator Gore. Thank you. 

Senator Neuberger ? 
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Senator Neunercer. I would like to say that I appreciate Mr. Hol- 
combe’s very effective presentation. I certainly agree with him com- 
pletely that he had every right to come here, and [ think whoever in 
the State of Maryland may have questioned the right of the spokesman 
of the great American labor movement to voice his views was cer- 
tainly not speaking consistently with the right of petition which the 
chairman mentioned earlier. 

1 would like to say this to Mr. Holcombe and ask his opinion of it : 
You will remember, I think it was several years ago, when I presented 
in the Public Works Committee an amendment to the highway bill 
known as the Davis-Bacon amendment to provide for the payment of 
prevailing wages on work which would be undertaken through the 
highway program. If I am not mistaken, the members of organized 
labor, ine luding } your union, were very heartily in favor of the ‘amend- 
ment which I sponsored in the committee with the aid of the chairman 
of the full committee and the chairman of the subcommittee, and it sub- 
sequently became a part of the final legislation. 

What I don’t understand is this, Mr. Holcombe: The great Ameri- 

can labor movement felt very definitely that it should be a Federal re- 
sponsibility to set the prevailing rate of wages which should be paid 
workers employed in the construction of this new highway system, 
of which the Federal Government is providing 90 percent of the financ- 
ing, yet the American labor mov ement does not believe it is a Federal 
responsibility to regulate or control signs along this highway. 

Mr. Howcomer. I will be glad to answer that, Senator Neuber ger 
It is a good question. The answer to it is as firm as the foundation on 
which this Government rests. And if any man knows the Davis- 
Bacon Act, I must. 

I represent 1,400 local unions of house painters, bridge painters, 
glass workers, and so forth. Since the day the Republican administra- 
tion enacted the law in 1931 and became effective January 1, 1932. 
there has been no decision issued by the Secretary of Labor except 
that the Secretary of Labor—and he is required to by the statute— 
the statute simply says this: A public works project costing $2,000 or 
more to be built in a certain area or location of the Nation, the Secre- 
tary of Labor shall go to or correspond with the building trades crafts 
or the employees involv ed in that immediate area and county. 

All that the act does is require the Secretary of Labor to go down 
to Memphis, Tenn., or go to Charleston, W. Va., and find out what the 
carpenter, bricklayer, and public works people get, and he does that 
not only on a county basis, but quite often in the city of Pittsburgh, 
he will not even take in all of Allegheny County. In your city of 
Portland you can go 9 miles from the city limits and another wage rate 
appears. 

Mr. Neuberger, that did not set any wages at Washington for build- 
ing contractors or building employers in Portland or in Charles 
Town, W. Va. It did not set one. The Secretary of Labor goes in and 
doesn’t tell a living soul how to run their business. He only goes to 
find out the wage rate. And the service you did for this highway pro- 
gram is appreciated. 

Senator Neusercer. When I was speaking—and I probably spoke 
too long and too often—on the floor of the Senate during the debate 
over the Bacon-Davis provision in the Gore bill and debating on that 
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matter with a substantial number of my colleagues—and I do not 
think I did very well; I was inexperienced but I did the best I could. 

Mr. Hotcomse. You did well. 

Senator NEUBERGER (continuing). The attack made on that proposal 
which I then was sponsoring was the question of States rights. They 
said that it interfered with States rights. I think if you will look 
at that debate you will find it was said repeatedly that the Secretary 
of Labor would come in and superimpose the will of the great Federal 
Government on the wage rates which local contractors were paying. 

I think, if I am not mistaken, the fact that Federal authority would 
come in and specify wage rates was almost, if not the predominant 
argument. You were in the gallery, if I am not mistaken. Certainly 
some of your associates were. 

Mr. Hotcompe. I was there. 

Senator Neupercer. I think you will remember that that was one 
of the principal arguments against it. 

Mr. Hoxcomse. I said to my associates then, Senator Neuberger, 
and I think you did a splendid job. It isa commendable job. This 
overall highway bill of 1956 is a cardinal accomplishment of this Con- 
gress. But Senator Neuberger, it was very regrettable that you had 
not been able to read this act. It is only three paragraphs long. There 
are about 40 court decisions on it. And even the remotest possibility 
of interfering with States rights. If anyone feels aggrieved they can 

take the Secretar y of Labor to court. His decisions are reviewable. 

Senator Neupercer. I did not raise the question of States rights. 
The opponents did. 

Mr. Hotcomsr. I know. There were no States rights involved. 
This Davis-Bacon Act is being applied now to highway construction 
and is still not setting any wage rates for the highwa ay workers on these 
bridges and highways. 

Senator NEuBERGER. Mr. Holcombe, the one thing I want the record 
to show is this, and I believe this is a very important thing: Nearly 
every single group in the country, whether it is of labor or business or 
industry or any other group, raises the question of States rights when 
it is opposed to some proposed activity of the Federal Government. 
I think that that is an almost universal thing. 

Mr. Hotcompse. It has to be, in this kind of situation, Senator. You 
have asked some people these questions and the Senator from West 
Virginia or some of the others may have questions to ask me, and I will 
answer any of them, if I can. This question of the zoning process of 
regulating industry, not only industry—there is the question of regu- 
lating hours, hours of work for women, minimum-wage rates for 
women—there is a vast category of zoning activities which could not 
conceivably be done at Washington and must be done in the area. 

Bryce Holcombe, representing 227,000 people, couldn’t sit here and 

say how you should regulate the size of the sign. C Say in Ne- 
braska you can get pretty sick of looking at corn ‘and hay from 9:hour’s 
driving. And, ‘therefore, the sign or dnance or the sign regulation in 
Ohio and that State of Nebraska would vary largely from that 
the mountainous area. 

My organization from Maine to California—and we have members 
in Canada—are taking part now in zoning processes of many kind 
having to do with public health and having | to do with signs. We are 
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on record now in Maryland, with the chairman of the finance commit- 
tee. We have given our approval and our support to a regulatory bill, 
and he told us, Mr. Chairman, a very interesting thing. A very fine 
gentleman is the chairman of that committee, from the city of Balti- 
more, Md. He said: “Bryce, I am glad to see you. I am being asked 
to run for Governor of this great Free State of Maryland. I need $7 
million to pay the schoolteachers an adequate salary and raise.” 

IT said, “All right, Senator.” He is the chairman of a Senate com- 
mittee. “I can’t give you $7 million, but I am here today to tell you 
that I can get you $30,000 from the outdoor advertising industry.” 

Senator Gore. For campaign funds? 

Mr. Hotcomser. No, no; not that. The industry got together in 
Maryland and they came up with a figure of a minimum of $32,000 that 
could be paid in the State of Maryland, license fees, and regulatory 
fees. And in our neighboring county, where I have the pleasure to live, 
in Montgomery County, Md., there isn’t anybody whatsoever, or who- 
soever, who is dissatisfied with signs, because they are sensibly and ef- 
fectively zoned and regulated. 

Senator Gore. Senator Revercomb? 

Senator Revercoms. I have a question or two. I don’t want to go 
into a discussion of the Davis-Bacon Act, because I think it is beside 
the question here, very much. I will go so far as to say that you are 
not dissatisfied with the Davis-Bacon Act. 

Mr. Hoicomse. No, sir. 

Senator Revercome. It is salutory legislation calling for inquiry 
locally upon prevailing wages? 

Mr. Hotcomee. That is it, sir. 

Senator Revercoms. Leaving that subject, I conclude from what you 
have said that you are against the Neuberger bill, and that you are 
against the bill to which the Secretary of Commerce testified. Is that 
correct ? 

Mr. Hoxicomsr. I am, sir. 

Senator Revercoms. You are definitely against any control over 
sign painting along the highways? Am I correct? 

Mr. Hotcomer. I did not say that. 

Senator Revercoms. No; you didn’t say it, but is that correct ¢ 

Mr. Hotcomse. To answer you, sir, I am not opposed to regulation 
through the democratic zoning process. 

Senator Revercoms. You want to use zoning as a way of control? 

Mr. Hotcompe. Yes, sir. 

Senator Revercoms. Then let me say to you that the administration 
bill presented here by Secretary Weeks is the bili that calls for local 
zoning processes. Isn’t that right? 

Mr. Hotcomse. No. Again, sir, I am not—first of all, I haven’t—— 

Senator Revercoms. Have you studied the administration bill? 

Mr. Hoxcomsr. As best I could, with my layman’s talents, but when 
a lawmaker says to a State of the Union—and they have gone a 
long—they have gone a long way on this interstate thing—when he 
says the Congress of 1956 gives him 90 percent of the cost of the high- 
way and in 1957 you are going to tell him look, we have another idea; 
there is an afterthought here. You are going to force your State to 
meet these regulations. 

Mr. Weeks doesn’t want, and he doesn’t seek from this committee, 
but one thing. He almost got his foot in his mouth here the other 
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day in talking to you good gentlemen. He wants this Congress to 
enact enabling legislation whereby he and Mr. Moses’ friends, who are 
running the public roads today, write regulations and disqualify 
States. And it could even happen to your good State of West 
Virginia. He only wants authority to write 

Senator Revercoms. I am not going to debate with you the penalties. 
If you were here you heard me put a question on that as to whether 
penalty was necessary. Is your criticism based entirely on the appear- 
ance here of Secretary Weeks and his testimony before this com- 
mittee, at this hearing? 

Mr. Hotcomrr. Not altogether. I said unequivocally that I was 
opposed to Mr. Neuberger’s bill, and he knew I would be before he in- 
troduced it. 

Senator, in my limited comprehension, when Mr. Weeks was here, 
he and his lawyer and his Moses-supported Administrator of this 
program, after he got through with all other kind of work for Mr. 
Moses—he came at a later hour—all three of those gentlemen were, 
if you will read the record, sir, as I recall it, unable to agree with each 
other. Senator Neuberger said he couldn't understand some of the 
things that Mr. Weeks and his lawyer were trying to propound, and, 
finally, before they left, the Honorable Secretary of Commerce, who 
I suppose was supporting the policy committee as a result of their 
meeting the other day at the White House—I heard about the meet- 
ing—he said that he couldn’t understand Mr. Neuberger’s bill. 

Tf anyone will read that record it was a jumbled-up affair. 

But Senator, seriously, the American people won't take it. I sat in 
these atomic energy conferences, one here the other day with 1,500 
people in it, about the use of the atom and nuclear power. And they 
are national defense conscious. 

The civil defense, for instance. Look how they paved the runways. 

Senator Revercoms. Mr. Holcombe, I am not getting off into that. 
I don’t want to prolong your presence at this table. 

You were drawing conclusions here of your own 

Mr. Hotcompe. I must, Senator. 

Senator Revercoms. I take it that you have made these statements. 
You made the statement that Secretary Weeks treated the program 
lightly ? 

Mr. Hoxtcomspr. That is my statement; yes, sir. 

Senator Revercoms. I want to definitely disagree with you on that, 
for the record. I think whether Secretary Weeks’ program is accept- 
able or not to this committee that he certainly didn’t deal with it lightly. 
He answered the questions propounded to him. He straightforwardly 
stated why he supported the bill. I can’t agree with you for a moment 
that his treatment of the program was light. 

He may not have said things with w hich we agree, but he was urging 
the program he presented. 

Mr. Hotcompr. Senator, in closing I would like to say one thing. 
= I said, I have lived with public works. I tell you that there are 

3 departments in this Government prosecuting public works; and 
sana is no program approaching the size of this one that is being 
handled in the manner that he is handling this one, and then espe- 
cially—and he is going to take the responsibility for this, it is the 
public record—he endangers that program by coming here and asking 
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you gentlemen to cut off one-third of the trust fund, and I am not 
sure—I don’t know, but the wind is full of budget talk, tax cuts, and 
when it can happen. This Congress I don’t believe—and I am not 
a lawmaker nor a member of your body—Mr. Weeks can’t go over to 
Congress and get six or eight billion dollars to carry out this thing 
when it would throw American industry and working people out of 
employment. He just can’t do it. 

Senator Gort. Thank you very much for your appearance, Mr. Hol- 
combe. 

The next and last witness is my friend and fellow Tennesseean, Mr. 
George D. Riley, who represents the American Federation of Labor 
and CIO merged. 


STATEMENT OF GEORGE D. RILEY, AFL-CIO LEGISLATIVE 
REPRESENTATIVE 


Mr. Rinxy. Mr. Chairman and members of the committee, our posi- 
tion on Public Law 627 creating a National System of Interstate and 
Defense Highways is that we wish to see the basic and original pur- 
poses of this act accomplished with the least delay. We believe in 
defense and having facilities for civilian use at the earliest possible 
date. 

At the time this legislation was being shaped, it was said on most 
sides that the program must be gotten underway quickly and that the 
act would not be reopened in less time than 2 years. Previously, to 
use the language of the House report— 
it had been the general custom for many years for Congress to enact in even- 


numbered years highway legislation containing authorization for the subsequent 
9 ~_ 
2 years. 


The report continued : 


H. R. 10660 changes this custom by providing authorizations over a longer 
period of years so far as the Interstate System is concerned. 


At another point, the report said: 


The witnesses from the road construction industry pointed out the ability of 
that industry to expand adequately in all phases to handle the job. 

However, they and others stressed the importance of authorizing the whole 
program now in order to avoid the possibility of inefficient and expensive build- 
ups and letdowns which otherwise might occur and thus interfere with the 
orderly planning and prosecution of a program of this magnitude. The commit- 
tee concurs in this reasoning. Accordingly, the authorizations are spread over 
a long enough period to complete the job efficiently. 


On the subject of acquisition of rights-of-way, it was stated in the 
same report that— 

It is recognized that it takes time to acquire the necessary rights-of-way for a 
highway program of this magnitude. 

As matters now stand, lands for rights-of-way under this law will 


be— 


acquired in the name of the United States by purchase, donation, condemnation, 
or otherwise upon request of the State. 
As section 4 of S. 963 appears, it would seem that, unless the States 
can be induced to donate ground 500 feet on each side of the Federal 
system, acquisition of such land must come about in the same manner 
as rights-of-way are furnished. 
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It seems appropriate to ask if this process means that where purchase 
or condemnation are resorted to, the money comes out of the 90-percent 
Federal share which would have gone to actual rights-of-way and out- 
right construction. 

‘If the money does come from that source what delay will this in- 
volve in getting together more money for construction to replace funds 
spent for supplemental land acquisition along the highways? How 
much more cost will then be due to delays? 

What sums will have to be levied in further taxes to get up the new 
funds involved under S. 963? 

Frankly, we do not know these answers. But the explanation of 
Public Law 627 is that the cost of rights-of-way themselves are “paid 
from funds apportioned to the State under section 108 of the bill”— 
H. R. 10660. Higher taxes must bring in the Ways and Means Com- 
mittee and the Finance Committee once more, of course. 

If money for this purpose does come or can come from any other 
source, it should be a relief to those who want highways to know this 
as soon as possible. 

When the Secretary of Commerce appeared here January 7, he spoke 
with praise of the job thus done on the highway program. He said: 

If we continue only at the same rate for the balance of the current fiscal year, 
an amount equivalent to all the fiscal year 1957 authorization of interstate funds 
will be committed to approved plans and right-of-way acquisitions by June 30, 
1957. This will be the first time in history that funds in an amount equivalent 
to the total authorized for any particular fiscal year will have actually been 
obligated for plan approvals during the fiscal year then current. 

In other words, he seems to have said that all funds soon will have 
been committed for the immediate future. 

The Secretary then took up a subject which he said, “presents many 
complexities.” The subject is covered in S. 963. He then returned to 
the purpose of Public Law 627 and said: 

Before closing my statement, I should like to say to you that I think this is a 
crucial year for the highway program and that we are laying the foundations by 
our various policy decisions for the long-term future highway growth of our 
country. 

It is evident that for rights-of-way costs alone thus far the figure 
on this program is more than one-third of the total of $901 million. 

S. 963 provides a further control of land 1,000 feet on both sides of 
any and all stretches of the National System. Any costs will consti- 
tute— 
an interest in land which may be acquired for right-of-way or other purposes in 
connection with a project for the construction, reconstruction or improvement of 
any section of the National System of Interstate and Defense Highways. 

Most of the Federal system rights-of-way seem to be 300 feet wide, 
or less than one-third the additional width involved in S. 963. Since 
more than one-third of the funds already have gone into rights-of- 
way, will that cost plus the cost of S. 963 take up the entire funds in- 
tended for construction ? 

Perhaps not, but real estate is expensive in urban sections, though 
less so in rural sections. 

A sampling of land costs in 245 projects covering 377 miles was 
28.8 percent of the total. But the cost of ground for highws ays beyond 
urban sections on 517 miles in 687 projec ts was 10.98 percent of total 
costs. 
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On a combined rural and urban area involving 932 projects extend- 
ing 794.9 miles for a total cost of $412,748,606, the land price was 15 
percent of the overall sum involved. 

The figures I have just quoted were compiled by the Bureau of 
Public Roads. Despite these figures, former Administrator Volpe told 
your committee recently that more than one-third of the $901 million 
total committed to the Federal system represents right-of-way ac- 
quisition. The following are his words: 


Approximately $350 million has been obligated for right-of-way acquisition of 
the $901 million figure. 


Whatever the percentages, must they not be multiplied by more 
than 3 to produce the overall cost involved in S. 963 for a total of 
1,300 feet, or by 5 to produce the cost under the Weeks plan ? 

Just what can happen to a huge highway system program is de- 
seribed in the New York Times of March 5 5, 1957. The news item says 
that, “Study of long-range program linked to National System finds a 
financial muddle and lack of initiative.” 


In part, the opening paragraph of that story declares: 


New York State’s highway program is as snarled as the traffic it is supposed te 
relieve. 

Virtually every highway expert in and out of public office agrees that the 
State’s millions of motor-vehicle users face long delays in getting new and 
better roads. Moreover, there is growing concern that some hoped-for con- 


struction may be curtailed owing to rising costs and specific restrictions of high- 
way allotments. 


Everyone will want to prevent such a situation overtaking the con- 
gressional Tianpe through whatever cause. 


We would like to see the construction program get on the road with 
no delay. 


APPENDIX 


(Multiply first 4 figures by 150 percent for the Weeks plan) 


1,000 feet controlled on both sides of the rights-of-way. 

216,480,000,000 square feet controlled on both sides of the rights-of-way. 

4,969,696 acres controlled on both sides of the rights-of-way. 

7,765 square miles controlled on both sides of the rights-of-way. 

7,765 square miles almost equal the land area of Massachusetts.’ 

7,765 square miles are more than equal 7 times the land area of Rhode Island.’ 

7,765 square miles equal 1014 times the area of Lake Okeechobee. 

7,765 square miles approximates the area of Lake Ontario (7,540 square miles). 

7,765 square miles approximates the area of 52 lakes of the size of upper Lake 
Klamath. 

The Weeks plan would control an area more than half that of Lake Michigan 
or a land area equal to Maryland and Delaware.* 


(Assume all States adopt standards along rights-of-way) 


Sstimated cost of Federal system 
Average cost of acquiring rights-of-way at 15 

percent on 90 percent Federal pete. - 

Neen a ia catalan naaiabiines » 577, 500, 000 
Further cost under Weeks plan of 1,500 os 7, 732, 500, 000 


—— 10,310, 000, 000 


Remaining for actual construction (Federal and States) under 
I ana) Ra i hile rere nrenmrensh eat 17, 090, 000, 000 






2 Massachusetts land area is 7,867 square miles. 
2 Rhode Island land area is 1,058 square miles. 
3 Delaware land area is 1,978 square miles ; Maryland, 9,887 square miles. 
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Mr. Ruuzy. Mr. Chairman, I am George D. Riley, and I am legisla- 
tive representative for the AFL-CIO. 

At the outset I might remark and express sincere appreciation for 
those whom I have the privilege to represent, for the earnest. way in 
which this committee not only this year, nor last year, but the year 
before that, went into this subject with great diligence and patience 
and thoroughness, and came up witha very remarkable piece of legisla- 
tion which I think is going to constitute a monument to the work of 
this committee for the 84th Congress. 

I have always been treated with great courtesy in this committee. 

I think that today I got more out of a committee hearing than I 
have in the 25 years or so that I have pounded the hallways of this 
Congress. 

There was the “banana” and the “bonanza,” and confusion over 
briefcases and a lot of other things, and believe me, if a billboard is in 
order anywhere, I think it ought to be outside this hall and you should 
have a gate on this hearing. 

With those few preliminary remarks, may I say that your committee 
and we have a vast stake in common. We want highways. We want 
nothing to slow down the process of getting those highways. 

It is evident that any plan that I have heard here will stir up con- 
siderable feeling. On the other hand, I wonder how many know wkat 
the real costs involved in buying up real estate or getting easements 
will involve. 

Former Administrator Volpe told your committee on January 4 
of this year that of $901 million in projects $350 million represents 
costs merely of acquiring right-of-way. How much more will 2,000 
feet cost, 1,000 feet to the left and 1,000 feet to the right, or 1,500 feet 
or 1,200 feet. 

The Secretary talked Monday of $6,000 a mile cost under his 1,500 
foot plan, as I recall. This figure doesn’t seem anywhere near the 
price Mr. Volpe mentioned. 

Recent cost figures on land acquisition show percentages ranging 
from 11 percent to 15 percent, and more than 33 percent. In Mr. 
Volpe’s statement, stretches of approximately 300 feet are for right- 
of-way. I offer these figures because they are the official figures from 
the Bureau of Public Roads on costs which the Department of Com- 
merce seems to have failed to supply your committee, and if they have 
supplied it, I haven’t heard of it. 

On the extent of the roadway involving both urban and rural areas, 
932 projects, extending 794.9 miles for a total cost of $412,748,606, the 
land price was 15 percent of the total. 

At the rate of land cost quoted by Mr. Volpe, 2,000 feet would cost 
nearly 7 times the cost of the right-of-way. This is separate and apart 
from any cost of actual construction, after getting the land and either 
getting fee-simple title to it or easement rights or what have you. 

It can well be that the land-acquisition cost can be just about any 
figure when you start buying up ground in easements. 

I mention cost here because [ think it is pertinent. I don’t see any 
way you can get around cost in one way or other. If you are going 
to buy easements or land, somehow or other you are going to get it 
under control. As I understand the procedure, the Federal Govern- 
ment buys it largely out of the 90-percent pocket, and then conveys 
the title to the States for administration and supervision thereof. 
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The procedure in purchasing would appear to be just as I have 
stated there, and assuming this to be true, and control passes to the 
States, I am wondering if thereafter the States can do just about as 
they see fit with this real estate which has been conveyed to them. 

Therefore the prescribed standards become only advisory and not 
compelling, if I place the cost correctly. 

I haven’t mentioned—I have tried not to mention—billboards. I 
have tried not to mention anybody’s bill or anybody’s plan. But I 
do say that if new taxes are involved in this proposed legislation, the 
Ways and Means and Finance Committees would have to take another 
look. 

I am turning to a statement by an organization which yesterday. 
expressed its approval of acquiring these lands, these roadside prop- 
erties, the American Automobile Association. In a recent release some 
10 days ago there was quoted a warning that mounting costs threaten 
to upset the financing plans of the 41,000-mile Interstate Highway 
System. I am quoting from the Scripps-Howard newspapers. Was 
cautioned that another round of inflation of rising raw material costs 
may push up construction costs before the roadbuilding program gets 
its full swing. 

The last paragraph of this newspaper story says: 

The AAA report said that Bertram D. Tallamy, new Federal Highway 
Administrator, is confronted with king-sized problems from other sources which 
threaten to push up the Interstate System’s costs and disrupt present) finaneing 
plans. 

So we do have, we think, some good company traveling along the 
same direction here, concerned about the trust fund, the taxes, whether 
you are going to be able to operate on the taxes that you have already 
levied or that have been estimated, and we go a step further and get 
real concerned about what this land-acquisition cost is going to be. 

I don’t know anybody who has even talked in terms, down-to-earth 
terms, of what these costs are going to bé: We are very much con- 
cerned about the progress of this legislation. We were, as you know, 
we thought we were down on a front street watching the whole thing. 
First of all, we. told everybody we want highways. And we still 
want those highways. We recognize they are defense highways as 
well as for the traveling public. The Congress recognized it as well 
because they changed the title of the legislation to include the word 
“defense.” ' 

Outside of that, Mr. Chairman and gentlemen, I have no remarks. 

Senator Gore. Thank you very much, Mr. Riley. 

Senator Neuberger? 

Senator Nreusercer. I appreciate Mr. Riley’s presentation. Most 
of the time in the past I have been accustomed to having his very 
effective Tennessee-born wisdom on my side, and I know it will be 
on my side again. 

Mr. Rinry. Yes, indeed. I might add, if I may interpolate, Senator 
Neuberger was the first to come to our side on this wage situation. 
The chairman of this committee said, “Why don’t you get”—he men- 
tioned Senator Neuberger—‘why don’t you see Senator Neuberger 
and see if he will introduce your amendment?” That amendment 
today is a part of the law of the land. We are very proud of it. And 
I know that it was diligently supported and helped at every turn by 
the chairman of this subcommittee. 
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Senator Gore. Thank you. I believe as long as Senator Neuberger 
may remain a Member of the United States Senate, which I hope will 
be a long career, one of the landmarks of his service and accomplish- 
ments will be the amendment which he sponsored and which finally 
became the law of the land. 

Senator Neusercer. Thank you, Mr. Chairman. I appreciate that 
very much. 

Senator Gore. Senator Revercomb? 

Senator Revercoms. Let me say to Mr. Riley that I think he has 
touched upon a very vital thing in discussing costs. He has discussed 
it in a very fair and forthright way. 

But Mr. Riley, do you not see a need of regulation of signboards 
along the interstate highways, aside from cost? Would it or would 
it not be a good thing to have some regulation of it ? 

Mr. Rirey. Senator 

Senator Revercoms. I mean by that as to placing and as to size and 
as to merit. Do you recognize a subject of merit in considering that? 

Mr. Ritey. I think there is merit to the proposition. What the 
degree of merit is I am not qualified to be of any assistance to you in 
saying. And I am not equipped to go a great deal beyond what I 
have said here because I don’t know of any resolution that we have 
adopted or direction from the executive council which says that I 
should speak on the broad general subject of controls. 

Senator Revercoms. The subject is presented here as a method of 
how far the Congress should go, and the means of going to any extent 
upon it. ; 

Mr. Rizvy. I think this committee deserves a great deal of sympathy. 
It has a perplexity 

Senator ovunsuien: Thank you. I appreciate that. 

Mr. Ritey. No, surely. I don’t envy the spot that I believe could 
be presented to you in this situation. You have much to work out 
and I give all of you full faith and credit in your efforts to work out 
this problem. 

Senator Gorr. Thank you very much. 

The committee stands adjourned until 10 o’clock tomorrow. 

(Whereupon, at 4:18 p. m., the subcommittee adjourned, to recon- 
vene Thursday, March 21, 1957, at 10 a. m.) 
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THURSDAY, MARCH 21, 1957 


Unrrep States Senate, 
CoMMITTEE ON Pusiic Works, 
SUBCOMMITTEE ON Pusiic Roaps, 
Washington, D. C. 
The subcommittee met at 10:15 a. m. in room 412, Senate Office 
Building, Hon, Albert Gore presiding. 
Present: Senators Gore Pohaitmat of the subcommittee), Kerr, 
Martin, Kuchel, and Neuberger. 
Senator Gore. The committee will be in order. 
The first. witness this morning is Mrs. Clifton H. Luce, National 
Capital Garden Club League, Alexandria, Va. 


STATEMENT OF MRS. CLIFTON H. LUCE, NATIONAL CAPITAL 
GARDEN CLUB LEAGUE, ALEXANDRIA, VA. 


Mrs. Luce. Mr. Chairman, gentlemen of the committee, I very much 
appreciate the opportunity to come and talk to you this morning. 
For the record I submit my statement. 

Lam Mrs. Clifton Luce. I live in Alexandria, Va., and I am presi- 
dent. of the National Capital Garden Club League, an organization 
of about 90 horticultural societies comprising a membership of about 
6,000 people in the District of Columbia and the surrounding sub- 
urbs of Maryland and Virginia. 

We should like to support generally the position of the National 
Council of State Garden Clubs in advocating passage of Senate bill 
963, 

Second, we have no desire to discriminate against nor legislate 
against the advertising industry in general, only specifically where it 
or a segment of it impinges upon the general welfare, safety, comfort, 
and contentment of the population as a whole. 

The advertising business declares its aims and accomplishments to 
be identical. May I respectfully refer the gentlemen of this commit- 
tee to the Trendex Survey submitted for the record yesterday by 
Senator Neuberger as evidence that there are some segments of public 
opinion in disagreement with their claims. 

If I am correct in my understanding, the purpose of this hearing 
is not to conduct a seminar on advertising or advertising philosophy, 
but rather an inquiry into why it should be restricted at controlled 
on the proposed Federal Interstate Highway System. 
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We present no brief against the advertising. We are concerned 
with where and how advertising is to be implemented on this new 
highway system. 

S. 963 does not prohibit advertising. It merely controls it. The 
bill preamble states, “to provide for control.” Also see page 2, lines 
8 through 12. 

We are concerned with where rather than where not to advertise. 
We concede—nay, we urge—the designation of commercial areas 
where advertising may significantly be displayed. 

Advertisements in publications or via air we can attend or ignore as 
we wish, but we are not allowed to ignore what lines our roadways. 
Billboards loom before us on curves, on crests of grades, obstructing a 
glimpse of mountains, a stream, or even Mr. Kerr’s wide-open Okla- 
homa prairie. 

They compete with traffic and direction markers. We can’t ignore 
them. But we have no election, or only rarely, on our present system 
of roads in the United States. 

However, where there does exist a choice of two roads to the same 
destination, how many of us elect a billboard blind alley rather than 
the present parkway ? 

If our signboards are all so saturated with beauty, packed with 
utility, so crammed with vital welfare messages that our primary 
instincts for shelter or food can’t function without them, why, I ask, 
does the general public so quickly forsake the old road loaded with 
these essentials to its well-being to travel a new one, relatively free or 
devoid of such guidance? 

Why does it prefer what has been scornfully dismissed as a green 
tunnel or a nurseryman’s bonanza? 

The general public’s only weapon of resistance is individual rebel- 
lion or a boycott or a petition here to you, our elected representatives, 
for the sort of Federal Interstate Highway System we wish. 

I would like to ask each of you gentlemen to do some individual 
research over the approaching weekend. 

Take a field trip, as it were, a drive into Baltimore and return, using 
the new Washington-Baltimore Parkway in one direction and U. S. 
No. 1 in the other. Then decide which route your prefer. Look at 
the ads, read the signs, buy this, use that, eat thus, drink so, stop here, 
stop there, if you haven’t already collided or driven off the edge of 
the road. 

Travel the parkway. Look at the countryside. It may be spring 
along those roads. Then tell us, Is your blood pressure up or down? 
Do you need a millpond? 

Thank you very much, gentlemen. 

Senator Gore. Senator Neuberger ¢ 

Senator NEuBErRGER. No questions. I want to commend the witness 
for her very able presentation. 

Senator Gore. Renster Kuchel ? 

Senator Kucnet. I have no questions. 

Senator Gore. Thank you very much for your testimony. 

The next witness is another fellow Tennessean, Mrs. Harold B. Hin- 
ton, now head of the Progressive Citizens of Georgetown. 
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STATEMENT OF MRS. HAROLD B. HINTON, ON BEHALF OF THE 
PROGRESSIVE CITIZENS ASSOCIATION OF GEORGETOWN 


Mrs. Hinton. Thank you very much for letting me come. I will 
read a short statement and then comment a little bit on the hearing 
of the day before yesterday. 

Mr. Chairman and members of the Subcommittee on Public Works, 
I am Mrs. Harold B. Hinton and I am here to represent the Progres- 
sive Citizens Association of Georgetown of which I am president. 
We favor legislation to prevent billboards and outdoor advertising 
on the new Interstate Highway System. 

We have more than 1,000 members from many different States who 
live in Georgetown and devote their efforts to preserving the esthetic 
values and out-of-doors spaces of our own area and of the Nation’s 
Capital as a whole. 

With Senator Neuberger, we support establishing standards for the 
use of land adjacent to the highway right-of-way. We support mak- 
ing Federal funds available to States for the acquisition of border 
easements. We are convinced that the authority to effectuate these 
provisions must be legislated now and at the Federal level. 

The Congress has helped Georgetown immeasurably by passing in 
September 1950 Public Law 808, putting the exterior appearance of 
Georgetown buildings under the advice of a special Architectural 
Board of the National Commission of Fine arts. 

This protection of esthetic values has paid off both spiritually and 
materially, spiritually in our right to view harmonious types. of 
buildings on our shady streets and materially in stabilized and im- 
proved property values. It has helped us restore Georgetown from 
a blighted area to one of the preferred residential sections of the 
Capital. 

How much more should the “right of view” be protected for the 
millions of Federal taxpayers who, after furnishing 90 percent of 
the cost of our new Interstate Highway System, have the right to 
expect an approach to nature and out of doors, unspoiled by the eye- 
sore commercialism of billboards. 

If this vast and definitive expansion of our Interstate Highway 
System is not protected from advertising, our children and grand- 
children may never see more of our beautiful countryside than fleeting 
glances between billboards whose wild colors put the wild flowers 
to shame. 

The commercial enterprises that advertise their wares on the bill- 
boards use many other mediums to reach their markets: newspapers, 
magazines, radio, television, and signs ad nauseum in commercial 
areas. Why use the taxpayers’ money to give the outdoor advertising 
company advantage over the other mediums? It would be undemo- 
cratic discrimination. 

Why use the taxpayer’s money to set the scene in the open country 
for the.roadside slums that.are invariably created by billboards, while 
at the same time tax dollars are being used in the city to clear and 
rebuild slums ? 

This would be uneconomic, unsound, and corrosive of one of the 
basic values of life, freedom of contact with nature through right to 
view the open countryside as God made it. 

90921—57——12 
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We therefore submit the following proposed amendment to the 
Federal Highway Act of 1956 for your consideration : 


Section 112. Agreements relating to the use of and access of right-of-way 
and to the control of roadsides. 


The new words are italicized in this. This is the new suggestion : 

Such agreements shall contain, also, a clause providing that the State will not 
permit any outdoor advertising signs or devices within 500 feet on either side 
of the outer borders of the right-of-way. 

I earnestly urge your favorable consideration of this proposed 
amendment. 

It is very encouraging to find both Republicans and Democratic par- 
ties sponsoring bills to save our new Interstate Highway System from 
eyesores and roadside slums. I should like to suggest that to make 
Secretary Weeks’ bill effective, if that is the bill the Congress wishes 
to pass, the penalty should be at least 10 percent for not preventing 
signs within a visible distance of the roads. 

The Secretary’s permissive clause regarding areas zoned “commer- 
cial” should be amended to read: “Areas zoned ‘commercial’ at the 
date of passage of this bill.” Otherwise, that permission would put 
a premium on zoning a strip all along the roadside “commercial” just 
in case an advertising man shows up with a fat billfold. 

T should like to express my opinion as to the instability and variable 

uality of zoning. I have been chairman of the zoning committee of 
the Progressive Citizens Association going on 9 years, and almost 
constantly in a fight to prevent commercialization of zoning regula- 
tions and lowering of standards. 

In Washington an appeal for change of zoning can be appealed 
each year and I am sure it is the same elsewhere. Even if the em- 
battled roadside farmers cared more for the beauty of nature than 
for commercial rights, they would eventually be caught either ex- 
hausted or unaware or too busy haying io go to protracted zoning 
hearings. You can’t go on fighting these things every year. 

People who want to commercialize will come back every year with 
their appeals. Also, it would be too much te expect them all along the 
roads to resist rezoning for commercial. Someone would give in, and 
an avalanche would follow. 

Billboards are eyesores even in commercial areas. 

Two years ago the advertising people tried to get the regulations 
in the District of Columbia changed so they could put billboards 
downtown in Washington. We protested that at the time. The Com- 
mission has decided not to permit that. But there really isn’t any- 
thing that is sacred. There would be one wp here on the Capitol if 
it were permitted. We have had firsthand experience with billboard 
methods in Georgetown. There was a huge one on 36th Street be- 
tween P and O. It was there before zoning. In the meantime, all the 
houses there had been restored and lived in by owners, and very at- 
tractive, and here was this huge billboard. It had a permit and it was 
perfectly legal. 

We wrote and asked the billboard people if they would take it down, 
that nobody saw it but the residents who were enraged and said they 
would never buy anything advertised on it, and relatively few people 
who used the Cabin John streetcar bevond 35th Street. Those are 
the only people who ever saw it really, and a few motorists. 
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They wrote back and said that they would be just delighted to take it 
down if we would find them another place in Georgetown to put it up. 
I didn’t fall for that. I didn’t even ask them, because then they would 
have had one of a more recent date which was more legal. 

It developed about a month later—they must have known this was 
going to happen—they wrote and said they were so delighted, they 
were taking itdown. What happened i is that the man who owned the 
lot decided to build a house. So if we had fallen for that. we would 
have gotten them a new place in Georgetown - ~t the billboard just 
before it was going to be done away with anyw: 

I suggest this be very carefully done. 

I have here the act of the Supreme Court which was spoken of the 
other day. We have been very interested in this because we feel it 
makes our Public Law 808 constitutional. I could leave it with the 
committee if you care for it. It is Berman and Solomon Feldman v. 
Andrew Parker and John A. Remon, et al. 

They speak here, the Supreme Court does, of slums: 

They may also be an ugly sore, a blight on the Community which robs it of 
charm * * *— 

I think that is the first time charm was ever mentioned in the Supreme 
Court— 


which makes it a place from which men turn. 


Senator Gore. Are you sure it was considered ¢ 

Mrs. Hinton. I think it is the first time it has been legally stabilized. 

The concept of the public welfare is broad, inclusive. * * * the values it rep- 
resents are spiritual as well as physical, aesthetic as well as monetary. 

That was very impressive to me because for vears before this I had 
gone to zoning hearings. If you even mentioned “aesthetics” it was 
like saying a dirty word. You ean ss ay “eyesores.” Eyesores seem to 
have ast: anding i in the zoning hearing, appi arently in court. 

Senator Gorr. I thought you were going to say that eyesores had 
a standing in congressional conunittees. 

Mrs. Hinton. I hope not. I hope they won’t have any. It says 
here in the Supreme Court: 

It is within the power of the legislature to determine that the community 
should be beautiful as well as healthy, spacious as well as clean, well-balanced 
as Well as carefully patrolled. 

And again they say: 

If those who govern the District of Columbia decide that the Nation’s Capital 
should be beautiful as well as sanitary, there is nothing in the fifth amendment 
that stands in the way. 

Over here it says: 

It was important to redesign the whole area so as to eliminate the conditions 
that cause slums and overcrowding. 

That impressed us a good deal, too. 

I think that that would relegate away from the trouble about 
States rights. 1 am a very keen States righter myself. I note that 
States have the right to do everything that they want to do, but 
nothing they don’t want to do. 

Senator Gorr. Thank you very much. 

Senator Nevsercer. | would like to make one comment. if I may. 
Inasmuch as you come from Tennessee, I would like to tell you that in 
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my opinion the first opportunity the United States Senate ever had 
to consider billboard-control legislation would not have occurred had 
it not been for the junior Senator from Tennessee. I am not trying to 
commit him in advance to any legislation now before us, but I think 
you people from Tennessee who are interested in this type of legisla- 
tion should know the background of it in the past. 

Mrs. Hinton. We appreciate that very much. I have been in com- 
munication with my niece, who lives at Chattanooga, near Lookout 
Mountain. I asked her about it. She found many people in favor 
of restricting the billboards because she said actually many people here 
live by Coca-Cola. I think Coca-Cola is a good product and I don’t 
think they get anywhere by trying to pour it down people’s throats 
by billboard. I don’t think they need that. 

Senator Neusercer. Speaking of that, don’t you think it might be 
interesting, Mrs. Hinton, if we were to ask some of these great com- 

anies like Coca-Cola, or some kind of tobacco, or any other product, 
if they had suffered a dimmution in their sales in Hawaii, for ex- 
ample, where the billboards have come down ? 

Mrs. Hinton. I am sure they haven’t. 

Senator Gorr. I would think so, too. 

Mrs. Hinton. I think mostly American women who do most of the 
buying now buy things rather than have them sold to them. I know 
that I do. And I think one of the best ways to sell things is to give 
people samples. I always loved samples when I was a little girl. 
And Dial soap gave me a sample on my doorstep and since then I 
have always used it. 

If you have a really good product that is what you need, and not 
have it. screaming all over the countryside. 

Senator Gore. Speakmg of the value of samples, since I am coming 
up oe election next year, do you think sample ballots would do any 
good ? 

Mrs. Hinton. I think they would be fine, especially if they are 
marked for you. 

Senator Gore. Thank you very much. 

Senator Kucuex. Albert, you stay away from billboards and also 
from commercial jingles, and you will do all right. 

Mrs. Hinton. You won't get the feminine vote if you advertise on 
billboards. 

Senator Gore. The next witness is Mrs. Vance Hood, Blue Star 
Memorial Highway. 


STATEMENT OF MRS. VANCE R. HOOD, FORMER PRESIDENT OF NEW 
JERSEY ROADSIDE COUNCIL AND OF THE GARDEN CLUB OF NEW 
JERSEY, AND FIRST CHAIRMAN OF THE NATIONAL BLUE STAR 
MEMORIAL HIGHWAY 


i Mrs. Hoop. Mr. Chairman, thank you for the opportunity of being 
ere. 

I am Mrs. Vance R. Hood, of New Jersey, former president of the 
New Jersey Roadside Council and of the Garden Club of New Jersey, 
and first chairman of the National Blue Star Memorial Highway, 
a living memorial to those who served in World War IT, sponsored 
by the National Council of State Garden Clubs in cooperation with 
State highway departments. 
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Senator Neuberger has rendered a great service to the American 
people by introducing Senate bill 963. Comparatively few knew 
at the time the Federal-Aid Highway Act of 1956 was being written 
that attempts were made to control billboards along the “National 
System of Interstate and Defense Highways. Thanks to Mr. Moses’ 
exposé in the December 1956 issue of Harper’s magazine and to Sena- 
tor Neuberger’s bill, with their attendant publicity, the people from 
one end of the United States to the other are aware that the billboard 
eyesore is not one to be suffered as a necessary evil, but one which 
can be and should be controlled. 

My associates and I trust that the spontaneous grassroots response 
to S$. 963 and the recommendations given this committee Monday by 
Secretary Weeks, with the approval of President Eisenhower, have 
convinced Senator Neuberger as well as other members of this com- 
mittee that the time is now ripe for Federal restrictions of billboard 
and commercial advertising. 

Senator Neuberger’s bill 1s excellent so far as it goes. With Senator 
Neuber ger, we believe that Federal-aid funds should be made avail- 
able to States for the purpose of acquiring protective easements along 
the outer borders of the rights-of-way of the Interstate System. We 
endorse most emphatically the provision for a national sign policy 
and the establishment of standards with respect to these border strips. 

In order to promote safety, efficiency, and pleasantness of travel 
on the Interstate System, we urge, however, that the width of the 
border strips be not less than 750 feet and that the national sign 
policy should apply both to federally owned land and to all land 
adjacent to the rights-of-way of the Interstate System. 

We believe that this can be accomplished by authorizing contract 
agreements under section 112 of the Federal-Aid Highway Act of 
1956, as Mrs. Hinton has already mentioned. 

Yesterday you, Senator Gore, mentioned the decision of the com- 
mittee to include limited access in your Federal Highway Act of 1956, 
and I was very interested to see that the North ‘Carolina Supreme 
Court justified that opinion by sustaining the opinion in the case of 
Hedrick v. Graham just recently. It was to the effect that no State 
rights were involved nor property. rights violated regarding limited 
access in this particular case—Hedrick v. Graham (96 2d 129). 

Senator Kucner. Are you acquainted with that decision ‘ 

Senator Gore. No, I am not. 

Senator Kucuen. I wonder if the staff could get it? 

Senator Gore. I think it would be well for the staff to get that. 

It might be appropriate to observe, Mrs. Hood, that many States 
found it necessary to enact legislation providing for acquisition of 
property and the limitation of access. Some had to pass constitu- 
tional amendments. 

Nevertheless, the Federal Government’s contribution of 90 percent 
of the cost of the highway was dependent, and is dependent by law, 
upon the States meeting that condition. One might say that is an 
infringement of States rights to have free highways free to the 
public. Well, the States still have the right to provide limited access 
er not to provide limited access. They make their own decision. 
Each one of the 48 States is free to make its own decision. But unless 
it makes the decision to provide a limited access right-of-way, then 
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the Federal Government will not provide 90 percent of the cost of con- 
structing the highway. 

So it is a State right, with free choice. But unfortunately, all the 
States have not made the choice to provide limited access rights-of- 
way. 

Mrs. Hoop. We should like to see the same provision hold to control 
advertising along the highway. Withholding Federal-aid funds if 
a State does not take steps to protect its roadsides promptly is a device 
which would strengthen these agreements. 

For the consideration of this committee and the record of this 
hearing, I should like to submit the above suggestions in the form of 
a proposed bill which is attached to these remarks. 

It has been said that human nature does not change. Abraham 
Lincoln—and that man’s good intent must be reinforced by law. We 
urge in this regard that clear and adequate protection be given the 
taxpayer’s investment against billboards along the Interstate System. 

It has been our experience that differing points of view, misunder- 
standings—even semantic confusion—enter into the billboard prob- 
lem. An avowed policy of the outdoor advertising industry excludes 
the erection of billboards within 500 feet of a memorial, yet the de- 
velopment of memorials on the Blue Star Memorial Highway has had 
to be abandoned in many instances because of the intrusion of bill- 
board advertising. The incongruity of a billboard type of sign and 
a Blue Star Memorial is readily seen in the March 1957 issue of Ari- 
zona Highways—Scenic 89. Other industry policies have been given 
wide interpretation. For example, a gas station, a service to motorists 
in a rural section, has been held by the industry to constitute a com- 
mercial area, and so the blight starts—National Roadside Council, 
1948 Survey. A scenic area must approach the characteristics of the 
Grand Canyon to be recognized. it least, neither the Palisades of 
the Hudson nor the Delaware Water Gap has been immune to bill- 
boards—not to mention beautiful vistas of less dramatic quality. It 
follows, and has been proved, that many billboards erected for the 
display of so-called welfare and safety messages are soon found to be 
in strategic locations for beer and other commercial advertising— 
Warren Point Police Department, Bergen County, N. J., and others. 

We do not need the questionable help of the outdoor advertisers. 
We feel that governmental authority, and only governmental author- 
ity, is responsible for adequate directional and safety messages along 
the Interstate System, as well as for the protection of its amenity 
and investment. 

We urge this protection, now, at the beginning of the national pro- 


am. 
The billboard industry does its best to stir labor to protest that bill- 
board restrictions will take jobs away from many workers. Even if 
Congress should take action tomorrow on this issue, there would be 
no fewer billboards after such action than now. Actually, what is 
referred to concerns future job opportunities. With the demands of 
so many constructive enterprises and industries, for competent paint- 
ers, carpenters, and other workers, there should be no lack of job 
opportunity for all. I am certain that we can rely on the American 
economy as always to adjust to such changes. 

In view of the limited time at my disposal, I should like the privilege 
of supplementing these remarks with additional material for the rec- 
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ord on such pertinent considerations as the discrimination of the Fed- 
eral-Aid Highway Act of 1956, in favor of one industry, the billboard 
industry—the safety hazard of roadside advertising at speeds of 60 
to 70 miles per hour as indicated in the Minnesota Highway Depart- 
ment Survey, 1952—and if that has not been put before you for this 
record, I should like to see that it is included in the record of this 
heari ing. 

Senator Gore. Thank you very much. The committee will receive 
the information and must exercise its editorial opinion as to the length 
of it and whether or not it is a duplication. 

Mrs. Hoop. The results might be included. May Lask for that ? 

Senator Gore. If you will submit that for the staff, the staff will 
look over it. And, if it has not previously been included in the record, 
at least the summary will be included. 

Mrs. Hoop. Thank you very much. 

(The information requested is as follows :) 


MINNESOTA RuRAL TRUNK HigHwWAy AccIpDENtT, ACCESS POINT, AND ADVERTISING 
Sien Srupy’ 


The study was conducted on 420 miles of 2-lane highway with less than 5,000 
vehicles per day, located on U. S. 52 in the State of Minnesota. 
* ok * ok * * a 


SUMMARY OF FINDINGS 


The frequency of advertising signs per mile on curves was nearly half again 
as great as that found on tangent sections. 

Highway sections having low traffic volumes had a low frequency per mile 
of advertising signs. 

Highway sections having a high frequency of advertising signs had high 

accident rates. 

Intersections at which 4 or more signs were located had an average accident 
rate approximately 3 times that for intersections having no signs. 

* * * a * * ‘ 


(To obtain a measure of the association between accident rate and sign 
frequency, two statistical tests were applied to the data. The first produced 
a correlation coefficient of 0.97 and the second produced a standard error or 
estimate of 0.13. The results of these two tests practically eliminates the 
probability that this association is due to chance. It may be assumed that an 
increase in the number of signs per mile will be accompanied by a corresponding 
increase in accident rate.) 


SUPPLEMENTAL REMARKS, STATEMENT BY Mrs. VANCE R. Hoop 


I appreciate your consent to include in the record these further remarks 
which time did not permit for oral presentation Thursday, March 21, 1957. 


People do not want billboards 


It has been shown in this hearing beyond a shadow of a doubt that an over- 
whelming majority of the American people do not want billboards along the 
Interstate System.“ Only those economically interested in the billboard indus- 
try are opposed to regulatory measures. 


Safety 


In addition to the logical conclusion that billboards are designed to distract 
the attention of the driver and are quite different in their effect than natural 
scenery to which man is attuned, we have the Minnesota survey.2 This high- 


1Conducted by the Highway Planning Survey, Minnesota Department of Highways in 
cooperation with the U. 8S. Department of Commerce, Bureau of Public Roads, 1952. 

1a Maryland AAA poll, ‘1957 ; Trendex poll, 1957; letter, editorials, and news releases 
following the introduction of S. 963. 

2 Minnesota Roadside Study, 1952 (revised). 
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way department survey was conducted over 500 miles of roads. With variables 
removed, a definite correlation between advertising signs and accidents was 
found. 

It is our contention that unless speeds were lowered through commercial dis- 
tricts, thereby reducing the efficiency of the highway, billboards would con- 
stitute as great safety hazard in commercially zoned areas as in another. 


Action is necessary on the Federal level 


Years of effort in seeking roadside protection convinces us that any effective 
action along the Interstate Highway System must come at the Federal level. 
The same group that is now opposing any billboard control will turn right 
around (and have for years) and fight roadside protection measures in the 
several State legislatures, where it argues that action should come at the local 
level.’ It then turns around again, and at the local level, argues against regu- 
lation of any kind. In the end there is nothing that protects the public interest. 

The present condition of billboard infested highways and towns-is the result 
of a laissez faire treatment of this question and a naive trust in the theory 
of self-policing. Halfway measures are not sufficient. Unless advertising signs 
are banned throughout the entire buffer strip, the pressure of the billboard 
interests will continue. Regulation of the size and type of business signs to- 
gether with a directory or other system of information for roadside services, is 
the only solution to this problem. 


Billboards considered by courts an obnowvious use 


For many years the courts that have had occasion to pass on the matter have 
labeled billboards an obnoxious use of land and property, and have placed them in 


a class with other nuisances.‘ This basic recognition by the courts should justify 
effective Federal regulation of billboards. 


States rights 


States rights are preserved under the-kind of Federal regulation we-advecate. 
Direct Federal regulation is not sought in this legislation. Rather, what is 
advocated is the enunciation of a Federal policy, and adherence to such a policy 
by the several States, in the same manner as other Federal policies relating to 
the road program have been executed so effectively in the many years since 1916. 
This Federal-State partnership can be furthered by effective billboard regulation. 
Other precedents for such a partnership are the Pittman-Robertson Act for 
wildlife and the Dingell-Johnson Act in the field of fisheries. 


Regulation from standpoint of property owner 


There are some who may think that the property owner adjacent to an express- 
way who sells his rights of view is parting with a valuable property right. 
Actually this is not the case. Nor is the property prejudiced very much by 
parting with such rights. He can carry on any legitimate activity he desired on 
his premises; he can plow his land and seed it and cultivate. He can build any 
structures he wants on it, except billboards.® 

Also, it may be noted that approximately 75 percent of the mileage of interstate 
highways willbe on new location. This means that new rights-of-way will need 
to be acquired, and that easements of view can be acquired at little or no cost 
at that time, since no established locations for billboards would be encountered in 
such instances. 


Dollar costs of regulation 


A measure of the costs for easements of view might be the amounts which the 
billboard companies pay farmers and others for billboard sites. These values 
range from $5 per site to perhaps $50 or so per site, depending on the character 
of the location. It would seem that acquisition of easements of view would 
hardly begin to approach the $6,000 a mile figure suggested except in some 
instances ° 

Approximately half of the States that are authorized to acquire access rights 
for expressways are likewise authorized to acquire rights-of-view in connection 


3 Maryland, 1957; according to testimony given by Mr. Holcombe, counsel] to painters’ 
union, at this hearing ; countless other instances. 

*Commonwealth vy. Earl T. Trunium (Pennsylvania), Daughin Co. Reports, vol. 53, p. 91; 
Perlmutter vy. Green, 259 N. Y. 327, 182 NE. 5 (1932, N. Y.) ; United Adv. Corp. v. Borough 
of Raritan, 93 A (2d) 362, 152. 

5 Provisions of easements acquired for New York Throughway; Maine Turnpike; Ohio 
Turnpike. 

®° Hichway location, Roadside Development and Landscape Architecture, January 1957. 
Statement of Committee on Professional Services, American Society of Landscape Architects 
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with such facilities. The practice in some States has been to include easements 
of view along with the easements of access, air, and light, in the conveyance for 
expressways. If such easements of view are acquired at the time the original 
property for the expressway is taken, very littel if anything is paid additionally 
for the rights-of-view. This approach can easily be taken in connection with 
the new highway program. Furthermore, people are willing to pay for a satis- 
factory facility but not for one which is an affront to the senses and a waste 
of public funds. 


Legislation delays 


The billboard interests have suggested that extensive delays might result from 
litigation involving billboard regulations. The legality of billboard regulation 
is now firmly established, and there is little, if any, sound legal grounds for 
contesting it today. But even if litigation were to take place, a single suit 
would quickly resolve the matter for all time to come. Moreover, litigation on 
this point would not impede the highway program, since the areas involved are 
those adjacent to the highway rights-of-way, and not the rights-of-way them- 
selves. This argument is not a valid one. 


Interstate commerce and post roads 


One of the objections of the Federal highway program is to facilitate the free 
flow of interstate commerce. It has already been amply brought out at the 
hearings that billboards interfere with safety, capacity, and pleasantness of 
travel, generally speaking. If this is true, then billboards on the arteries of 
interstate commerce will tend to impede the free flow of such commerce, to the 
detriment of the Nation as a whole. In this connection, it may be observed that 
truckdrivers and others who are physically engaged in interstate commerce are 
also human beings and as such, respond to the same impulses as all of us do— 
in terms of safety and pleasantness of highway travel. 

These same comments are pertinent when one considers that the Interstate 
System is also a system of post roads to facilitate the ultimate distribution of 
the mails. 

Defense 

The Interstate System has been labelled by the Congress of the United States 
as a National System of Interstate and Defense Highways. This identification 
by the Congress is not to be taken lightly. The Congress was very cognizant of 
the important part which a system of modern highways could play in time of 
great national emergency. By the 1956 Highway Act, it sought to provide the 
means for the establishment of such a system. 

It has been demonstrated that billboard regulation contributes to the safety 
and efficiency of highway travel. This contribution would be made as effectively 
for defense uses as for peacetime uses of the Interstate System. Military per- 
sonnel on military vehicles are again humans like the rest of us, and their 
responses are the same. 


Discrimination 


The Interstate System is going to have full control of access, precluding 
direct physical access to business’enterprises along its entire length. To allow 
billboards along the Interstate System will permit one industry—the billboard 
industry—to have access to travelers on the highway. It is true that such access 
will be visual and not physical access, but its destructive influence, in terms of 
safety and pleasantness of highway travel, will be just as telling as physical 
access provided. 

For the above reasons and the several others given by the proponents of 8S. 963 
we urge prompt action in this session of Congress to amend the Federal Highway 
Act of 1956 to include a Federal sign policy and a means for its implementation. 


Mrs. Hoop. Also, I would like to have in these additional remarks 
some consideration given to recent polls which show conclusively that 
people do not want billboard-ridden arteries of travel. 

Thank you very much. 
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(The suggested changes are as follows :) 


A BILL To amend the Federal-Aid Highway Act of 1956 for the purpose of restricting the 


use of billboards and other outdoor advertising displays along the National System of 
Interstate and Defense Highways 


Be it enacted by the Senate and House of Representatives of the United 
States of America in Congress assembled, That section 108 of the Federal-Aid 
Highway Act of 1956 is amended by adding at the end thereof the following new 
subsections : 

“(m) CERTAIN EASEMENTS OR OTHER INTERESTS IN LAND.—In order to promote 
the safety, efficiency, and pleasantness of travel on the National System of In- 
terstate and Defense Highways, it is hereby declared to be the national policy 
to restrict commercial outdoor advertising along the Interstate System, to facili- 
tate the free flow of interstate commerce, assist in the common defense, and 
promote the establishment of a network of post roads. To that end, funds 
apporcioned to a State pursuant to this section may be used to pay the whole 
or any part of the cost of acquiring easements or other interests in land in any 
State as may be necessary to prevent the erection, use, or maintenance of bill- 
boards or other outdoor advertising displays within 750 feet on either side of 
the outer right-of-way boundaries of any section of highway constituting a part 
of the Interstate System. 

“(n) Sratre Action RestrRicTInG BritBoarps.—Ten percent of any funds ap- 
portioned to any State pursuant to this section shall not be available for ex- 
penditure unless such State agrees to take appropriate action to prevent the 
erection, use, or maintenance of all billboards and other outside advertising dis- 
plays within 750 feet on either side of the outer right of way boundaries of any 
section of highway constituting a part of the Interstate System, pursuant to 
section 112 of this Act, except the following elasses of signs: 

“(1) Signs necessary for highway directional information and official notices ; 

“(2) Signs indicating the availability for sale or lease of the property on 
which they are located; 

“(3) Signs showing the name and type of a business or profession conducted 
on the property upon which they are located ; and 

“(4) Signs upon land that is zoned industrial or commercial by zoning au- 
thority having jurisdiction thereof, on July 1, 1957. 

“In this connection, the Secretary of Commerce is directed to propose, publish, 
and disseminate a set of recommended standards governing the size and charac- 
ter of the excepted signs indicated above. 

(0) ROADSIDE PROTECTION ON FEDERAL LANDS.—With respect to federally 
owned or controlled lands, the Secretary of Commerce shall carry out the na- 
tional policy enunciated in subsection (m) above by the promulgation of regu- 
lations prohibiting outdoor advertising signs and devices within 750 feet on 
either side of the outer right-of-way boundaries of any section of the Inter- 
state System, after consultation with the Federal departments and agencies 
having jurisdiction over lands affected thereby, and such Federal departments 
and agencies are hereby directed to cooperate in the implementation of this 
national policy. 

“That section 112 of the Federal-Aid Highway Act of 1956 is amended by 
adding the following to its title: ‘and roadside protection’. 

“And by adding the following sentence following the first sentence of the 
section: ‘Such agreements shall also contain a clause providing that the State 
will not permit any outdoor advertising signs or devices to be established or 
maintained within 750 feet on either side of the outer right-of-way bounda- 
ries of any section of highway constituting a part of the Interstate System’.” 


Senator Gore. Thank you. 

Senator Kuchel ? 

Senator Kucuet. Mrs. Hood, a very quick reading of your sug- 
gested legislation apparently indicates that you and your organiza- 
tion recommend both the theory of Senator Neuberger’s bill and the 
theory advanced by Secretary Weeks be combined. Would that be 
correct ? 

Mrs. Hoop. I would like to see it. 
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Senator Kuciur.. Your recommendation is for both? 

Mrs. Hoop. Yes. 

Senator Kucuer. That Federal funds be utilized for the purpose 
of purchasing easements by the States and, secondly, that the funds 
be given to the States in whole only w hen they have entered into 
an appropriate agreement relative to billboards. 

Mrs. Hoop. Yes, sir. 

I have another ‘thing I would like to ask. I received yesterday 
some material from Mrs. Thompson—Mrs. J. H. Thompson, of 
Kirtland, Ohio. I understand that she is a former Tennessean who 
has been’ living in Ohio for some time and is very much interested, 
and I know her in this connection, in her civic work, in conse1 rvation 
work. She has sent this material with regard to the ‘safety record of 
the Ohio Turnpike and the w ay they take care of the advertising 
that is needed for highway services. 

I thought it might be interesting to this committee. She asked 
if it might be included. She could not get here for the hearing to 
speak for herself. 

Senator Gore. The committee will be glad to receive it and con- 
sider it. 

(The statement is as follows :) 


STATEMENT OF Mrs. J. H. THOoMpsoN, KirtTLAND, OHIO 


OHIO TURNPIKE COMMISSION, 
Berea, Ohio, March 18, 1957. 
Mrs. VANCE Hoop, 
The American Planning and Civic Association, 
Union Trust Building Washington, D.C. 
DeAR Mrs. Hoop: At the request of Mrs. J. H. Thompson, Kirtland, Ohio, 
the enclosed material is being sent to you. 
Very truly yours, 
JAMES D. HARTSHORNE, 
Director of Information and Research. 


OHIO TURNPIKE COMMISSION, 
Berea, Ohio, January 8, 1957 
Memorandum to: Executive directors. 
From: Project manager, Ohio Turnpike. 
Subject : Traffic accident analysis report—Ohio Turnpike. 


Total number of accidents 


| | 





Property | Total, all 








| 
Fatal acci- Personal Property | 
1956 dents injury damage, $100 damage | accidents 
| accidents and over under $100 
‘ ee Ene epee serene er ES nee eee ee 
J december - — .| 0 | 22 58 po 33 | 113 
12-month period _- ° ral 14 | | 1, 097 
{ 


262 | 530 291 | 


Persons killed, injured, and estimated property damage 


Estimated 
1956 Killed Injured property 
damage 


December - earn cannes ici aiseshc Stl tae tian a Sco 0 42 $61, 159 
12-month period _. Sivicusiuiianialeletiebinas treats teat inated 15 436 717, 089 
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Location of accident 








INTERSTATE HIGHWAYS 


cs l 
| Toll | Inter- | Service | Turnpike| Service 
1956 plazas | change plazas traffic jand access 
| ramps | | lanes roads 
REL ESET TTT a vp 34 
SNES. tiiktewinis isi ast nn cess bcieineent L bgeiade 6 2 | 4 | 98 3 
12-month period 52 62 61 | 917 5 
| 
rune © of accident 
: a Pe ss 
1956 Rear Side- Fixed | Other | Noncol- 
end swipe object object lision 
Merete he Eira: oie eed oro era Poe oe ts 
December-.--- baat 2 3) 10 | 35 | 23 19 
I a ened cbc omeneen wegen senwene | 42 aH 90 | 344 | 129 292 
| | 
Light condition 
hina ‘aed encae, “he eaitainen 2 _— 
| Night 
1956 | Deylight (WW rare 
} | | 
Lighted | Unlighted 
— ——— - - ——|— - laa . ete 
' | 
December-. - _- 51 | 5 57 
12-month period. sree 594 66 437 
Roadway condition 
wnillialillciatiditetain ‘ acelin : 
1956 Ice Snow Wet Dry 
—— - eee eee —= ————_—_—_——_ | spencer os 
December-_- : 17 29 2 39 
12-month period ; romano il 148 178 132 639 
“iy eons a Piet oi | | 
Weather condition 
oli cl an 
1956 Clear | Cloudy Rain Snow High Fo 
winds 
December 24 | 31 10 42 0 6 
12-month period - a 516 | 230 118 | 194 1 38 
i | 
Violation of driver 
12-month 
period 
(a) Speed excessive for road and weather conditions_____________________ 458 
(b) Failed to stop within assured clear distance___._________-___________ 77 
en eet ee ae eee 271 
I nnn a an veal 256 
i Ee aces ches naabienhasbvensionmneneemmiasnctaid 33 


(f) Parked without lights on pavement ; 2 
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Primary cause of accident 
12-month 


period 
(ade Mipbery roadway. i222. be oes tegss sks ede sb oda Haken see 159 
(d) Driver: inattentive todwhy a. sidss ads Se sdeciceslde emda ncesiaincsne 322 
(6) Dieleniical: diert..2 pats anise wailed oepesie<uis dew eedel 73 
(@) sAnimal On TOaagwWAysq 406 sce ch bw ellie sts Shy riathwkeeieareabete 61 
(ekr ition: wim. 22216 Sth Sad ed cisis olka sl, bite sct ietantiate tans he. teeth tensed 10 
(7), eee in VeRO osetia thee al chs cheep 0h} dca 24 
(g) Object dropped from overhead bridge_____-____--_-____----__-----~-__ 47 
(h) Lost control of vehicle___-~- BLE cab bi aclip bie anche bd edible Medel o¢-tactnh ie paces td 372 

(1) Eiscesnive . Sne@Gs Joc 5k Do css, a inns, 193 

(By 1S - OMlOt. 2s lel ed et edd ow 103 

(3) Towewe sich. alt cl ate eee 3 pa istvadbebthauad Sukstose 37 

C2) FeO REIE IO AR ia ee svn ie eninne mers cee ~ 3 

C0) sR A a ei oils tite wit od i 9 

(G6) TaGoesens loth 26 5 ah eel 3) octet 24 

OF), Bree cr ks gee eg ee tei te ocd 1 

CER); BUI oe cine wnrciepen eftign netnanench ddan Pilih alas Sto lansah ohana haces 2 


(¢): e@isidle/ BiG By Died! tore Nels ob dette als omeem 8 
C5), CU OND ESRI IN ses ow seirpsriee wtp ge itm tert tig esto ae secre ms eats eon a CE EE en 7 
Ce ee ee en oe enc asuwoualdsncaucmanenuens atexcapinteeeese'es 4 
8 
9 


(1) Object thrown from roadway 
(m) Pedestrian 


Number of vehicles and miles of travel, 12-month period, 1956 


Nemper Of DaAtwOm Venielis iis a he a ee iii ee dnie= 9, 980, 954 
Patron mileage (includes ramp mileage) —~_-_____- ee eee T77, 604, 294. 6 
Neher, of Bonnevenue VeOhicleBnidé 45. aise nnd eh eee 8&4, 255 
INR TG + A il teal cienidecinck Hecate neni ol ate gente 8, 792, 551. 1 
ON IIe. TE WOURON ON steer Fv eee ck dc cheated ib cee end 10, 065, 209 


Titel melles teAVAIOG cng inie nas kd einer dncnee 


semem inches 786, 396, 845. 7 


Accident ratios per 100,000,000 vehicle-miles 
Number Ratio 


eT OTE anh ds she rate ee ban ends ced bredeieinn <snni 14 1. 78 
BIG) TESA IE aig Seas cnc tterecery ab ebere igen eenin cb eetena sani 262 33.31 
Reportable property damage ($100 and over) _-_---_____________ 5380 = 67, 39 





806 102.48 
Incidents or minor accidents with property damage of less than 


$100___ water Ma Sats Ft denichieed ee epbnedchcntaatens 291 37.00 
All accidents (ine luding incidents or minor accidents) __..._____ 1,097 139.50 
Total Mitatities. oe. a secck Ss Sapeieas thc att aaiocionartonaridnatib ash SI 15 1. 91 


Truck accident ratios per 100,000 vehicle-miles for 15 months of full operation 


So memagee eran o rarnern aioe a 1, 793, 021 
2. Number of truck- miles. copes ienrtee tency arcemteceree organo eae an tate aa area 121, 630, 859 
3. Number of accidents involving trucks_ ee tet gin ee 333 
4. Ratio Fat cisco atin cat amcener alae ieareatoet ta ay 


An accurate record of all accidents involving housetr: ailers was begun <Au- 
gust 1. During the 5-month period from August 1 through December 31, 1956, 
there have been recorded 22 such accidents. None of the accidents were seri- 
ous: 18 of them involved property damage only; and 4 caused personal injuries. 
Three of the housetrailers involved in the 22 housetrailer accidents were over- 
size vehicles and traveling under special hauling permits. 

Particular attention is called to the fatality rate shown on page 3. This 
fatality ratio of 1.91 deaths for each 100 mitiion ‘miles is, to my knowledge, the 
lowest known annual fatality rate for any highway or expressway system. The 
fatality rate for the rural State highways in Ohio fer 1955 was 9.5, and the rate 
for the entire country, according to the National Safety Council, was 6.4 for 
the same year. 

RuSsELr. S. Derrz, 
Project Manager, Ohio Turnpike. 


Copies to James W. Shocknessy, chairman; C. L. Teagarden, vice chairman; 
Robert S. Beightler, member; Charles J. Chastang, member; Samuel ©. Linzell, 
member ex officio; deputy executive director; director of information and re- 
search: traffic and safety engineer. 
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OHIO TURNPIKE COMMISSION, 
Berea, Ohio. 

The Ohio Turnpike Commission has developed a program, the primary pur- 
pose of which is to inform the turnpike patron as to the availability of sleeping 
accommodations along the route of the Ohio Turnpike. The program was ini- 
tiated to aid the stranger traveling along the route. Persons familiar with the 
territory need no such guidance. The persons most needing such information 
are those who desire to leave the turnpike for a night’s rest and then return 
to the turnpike the next day to continue travel. We regard this program de- 
sirable from the standpoint of safety as well as convenience, since a sleepy or 
tired driver who cannot easily locate sleeping accommodations might be tempted 
to continue his journey when he should stop and rest. 

Accordingly the program is intended primarily to advise the traveler con- 
cerning the availability of accommodations in the proximity of the various 
turnpike interchanges. 

The program is briefly defined in the attached application which we ask that 
you carefully consider and, if it is your desire to participate, please fill in the 
blanks, sign in the space provided for signature, and return one copy to the 
Ohio Turnpike Commission, Beria, Ohio. 

If you do not wish to participate, we shall appreciate that information also. 

Very truly yours, 
JAMES D. HARTSHORNE, 
Director of Information and Research 


APPLICATION FOR LISTING IN SLEEPING ACCOMMODATIONS BROCHURE 


To the Ohio Turnpike Conimission: 


It is our/my desire to cooperate with the Ohio Turnpike Commission in its 
efforts to advise patrons of the Ohio Turnpike as to the availability of over- 
night accommodations in the vicinity of the various turnpike interchanges, 
and to cooperate with the commission in the furtherance of its policy to do all 
that lies within its power, by legal and moral means, to limit, discourage, and 
otherwise prevent the erection of commercial billboards and other advertising 
devices which would deface the route of the Ohio Turnpike. 

It is our/my understanding that the Ohio Turnpike Commission intends to 
erect certain signs along the turnpike to advise turnpike patrons as to the 
proximity of such accommodations, and, further, that the commission intends 
to publish a pamphlet to provide specific information concerning available 
sleeping accomodations which are located near the turnpike. 

Please consider this to be my/our request that the following accommodations 
be listed in the pamphlet : 


Neen en igiipinainite ibe ei Sint 
I i ebaaamndinguenadelemena 
Telephone number and exchange 


I/we agree that, for and in consideration of the Ohio Turnpike Commis- 
sion’s listing of the accommodations herein-above described in the proposed in- 
formational pamphlet to be entitled “Sleeping accommodations along the route 
of the Ohio Turnpike,” to be made available by the Ohio Turnpike Commis- 
sion to its patrons, I/we will operate said accommodations so that the public 
may be served in the best possible manner and that public esteem will be won 
for me/us, and in accordance with the following: 

1. There shall be no discrimination against any person because of race or 
religion ; 

2. Rates charged for rooms shall be no higher than those rates filed with the 
State fire marshal : 

3. Accommodations shall be maintained to the highest standard of cleanliness 
and sanitation ; and 

4. No outdoor advertising shall be erected or maintained by or for me/us 
along the route of the Ohio Turnpike. 


Cl 


CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 185 


Oul10 TURNPIKE COMMISSION 


CERTIFIED COPY OF RESOLUTION NO. 99-1952 DECLARING POLICY WITH RBESPECT 
TO BILLBOARDS AND APPROVING ACTION TAKEN BY GENERAL COUNSEL 


I, John Soller, assistant secretary-treasurer of the Ohio Turnpike Com- 
mission, do hereby certify that the following is a true copy of the aforesaid 
resolution which was duly adopted at a meeting of the commission, duly called 
for and convened and held on December 2, 1952, at which a quorum was at all 
times present and voting: 

“Whereas the commission desires hereby to reiterate its declared policy of 
doing all that lies within its power to prevent the erection of commercial bill- 
boards and other advertising devices in the vicinity of Ohio Turnpike project 
No. 1 to attract the attention of motorists traveling thereon ; 

“Whereas the commission cannot by the exercise of any police power, for its 
possesses none in this connection, control the erection of such billboards and 
other advertising devices upon lands not owned by it, but may be able to limit or 
discourage the erection thereof not only by the use of suitable plantings but also 
by the acquisition of covenants, easements, or restrictions upon some of the lands 
which will be adjacent to Ohio Turnpike project No. 1; and 

“Whereas the commission’s general counsel has reported upen the actions 
taken by him or at his direction in order to acquire such covenants, easements, 
and restrictions: Now, therefore, be it 

“Resolved, That the Ohio Turnpike Commission does hereby reiterate and 
affirm its inflexible opposition to the erection in the vicinity of Ohio Turnpike 
project No. 1 of billboards and other advertising devices designed to attract 
the attention of motorists traversing the highway, and the commission’s un- 
swerving desire, intention, determination, and policy to do all that lies within 
its power, by legal and moral means, to limit, discourage, and otherwise prevent 
the erection of commercial bill boards and other advertising devices: and 
further 

“Resolved, That the commission approves the actions which have been taken 
by and at the direction of the commission’s general counsel in directing the 
commission’s right-of-way section and its negotiators to seek covenants, ease- 
ments, or other restrictions to prevent the erection upon the residual portions 
of lands acquired by the commission for right-of-way of billboards and other 
advertising devices which are visible from the travelway of Ohio Turnpike 
project No. 1, and general counsel’s report upon his said actions is approved 
hereby ; and further 

“Resolved, That the erection of any commercial billboards and other advertis- 
ing devices on the right-of-way of Ohio Turnpike project No. 1 shall be pro- 
hibited: Provided, however, That such prohibition shall in no way restrict the 
commission from erecting such signs as it may deem necessary for the direction 
and control of traffic, or from permitting the erection of such signs as it may 
deem to be necessary with respect to facilities established within the right-of- 
way of said project.” 

Witness my hand and the seal of the Ohio Turnpike Commission, on this 
2d day of December 1952. 

JOHN SOLER, 
Assistant Secretary-Treasurer. 


On1I0 TURNPIKE COMMISSION, 
Columbus, Ohio. 


CONTROL OF ADVERTISING Devices, INCLUDING BILLBOARDS, ALONG THE ROUTE OF 
Onto TURNPIKE PROJECT No. 1 


The problem of protecting the Ohio Turnpike from scenic blight and possible 
safety hazards arising from erection of advertising devices, including billboards, 
along the turnpike route has occupied the attention of the Ohio Turnpike Com- 
mission for more than a year. 

As a consequence of numerous expressions of concern by individuals and civic 
organizations such as garden clubs, the commission has taken two definite steps 
to assure to a high degree the prevention of erection of such devices along the 
route of the turnpike. Those steps were: 








186 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


1. The commission committed itself to an “unalterable determination” that 
billboards must be kept off the turnpike right-of-way. 

2. Owners of parcels of land of which a portion is taken for turnpike purposes 
are asked to covenant in the deed conveying the turnpike right-of-way to the 
State of Ohio that their “heirs, administrators, executors, and assigns shall not 
establish or maintain or permit any natural or legal person to establish or main- 
tain on any of aforesaid remaining lands any billboards, sign, notice poster, 
advertising device or other display which is visible from the travelway of Ohio 
Turnpike project No. 1 and which is not at the date hereof in existence.” 

Both of the above actions are reflected in Resolution No. 99-1952 adopted by 
the commission on December 2, 1952. 

To date, the commission has been successful in obtaining the “billboard 
covenant” from some 90 percent of the owners of land from whom property for 
turnpike right-of-way has been secured. Since this policy applies only to prop- 
erty of which a portion is taken for the turnpike and does not apply to property 
from which nothing is required to be taken for turnpike purposes, it affords no 
absolute guaranty that no billboards will ever be erected close to the turnpike, 
but it substantially reduces the likelihood that they will be so erected. In obtain- 
ing “billboard easements” only from owners of property of which a part is being 
taken for turnpike purposes, the commission is operating within the limits of 
what it is feasible for it to do. 

Mr. Frank C. Dunbar, Jr., general counsel of the commission, in a letter 
written January 12, 1953, to a resident of Cleveland Heights on the subject of 
billboard control pointed out that another basic way in which the billboard 
problem might conceivably be met is through the exercise of what is known in 
the law as the “police power” of the State. 

“That is a matter which lies within the discretion and control of the General 
Assembly of Ohio,” Mr. Dunbar stated in that letter. “It has not seen fit to 
exercise any such power to prevent or restrict the erection of advertising devices 
in the vicinity of any turnpike project to be constructed by the Ohio Turnpike 
Commission, nor has it delegated the exercise of any such power to the 
commission.” 

The commission has been informed by its consulting engineers that wherever 
landowners adjoining other turnpikes have attempted to circumvent the intent 
of the public body to keep billboards from view, that the public body has been 
able to discourage other threatened attempts by planting trees, shrubs, and other 
natural decorations within the right-of-way so as to obstruct the view of any 
defacement beyond the right-of-way. 


DEPARTMENT OF INFORMATION AND RESEARCH. 
FesrRuary 1, 1953. 
Senator Gore. Mrs. Jennings Bailey, Jr., representing the roadsides 
for the Federated Garden Clubs of Maryland. 


STATEMENT OF MRS. JENNINGS BAILEY, JR., ON BEHALF OF THE 
ROADSIDES FOR THE FEDERATED GARDEN CLUBS OF MARY- 
LAND 


Mrs. Battery. I should like to thank you for this opportunity, Sena- 
tor Gore, of speaking before your committee concerning bill S. 963. I 
am speaking as an individual citizen of Maryland and as a taxpayer— 
so far I seem to be the only one speaking as an individual and tax- 
payer—and I am also chairman of roadsides for the Federated Garden 
Clubs of Maryland. 

Having worked for nearly 2 years in our great free State of Mary- 
land for some control, I am fully aware of what a “hot potato” this 
bill is and can be politically‘and otherwise. In fact, I think-it is an 
elephant that I am holding by the tail in my own State, and the ele- 
phant is certainly pulling in the wrong way. 

I am definitely in strong favor of roadside control. I think that 
“commercial areas adjacent to and accessible from such highways” 
should be provided in which the erection of signs for advertising the 


a 


on 8 at 


CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 187 


business that takes place in that immediate commercial area only is 
permitted. I believe this is a matter of States rights to decide with 
their own policymaking body how these commercial areas are to be 
set up and where. I feel that any State not willing to cooperate and 
pass legislation necessary to carry out these desires of the Federal 
Government should definitely not be the recipient of its allotted 
moneys. 

I feel that section 1 (3) of the bill clearly permits anyone who is 
operating a business in a commercial area to ‘erect signs near the road 
in that commercial area even though the signs may not be located on 
the same premises where the business is conducted. 

In line 12 of paragraph 3, Senator Neuberger has said: “In adver- 
tising a business conducted on premises in “the commercial areas.’ 
Your commercial area under that could be any size that you w al 
3,4, or 5 miles. If Senator Neuberger had said, “The business con- 
ducted on the premises in the commercial areas,” the bill would have 
been quite different. 

I have worked for over a year with outdoor-advertising interests 
who have indicated a willingness to compromise with the garden 
clubs’ views and thoughts and I feel that some form of control can be 
worked out. I would like to put in here that yesterday, when it was 
stated by several of the people—and perhaps it was the day before 
also—that they had had no cooperation with the interests along the 
roadsides, that in Maryland, since U.S. 240 which runs from Frederick 
to Washington which is our pride and joy at the moment, which Sen- 
ator Gore has gone up and down I know, to Hood College, that road 
has no signs on it. It has been a gentlemen’s agreement with the 
outdoor people that they will not put signs on that road. 

Senator Gore. Between what parties, Mrs. Bailey, has the agree- 
ment been reached ? 

Mrs. Battery. I don’t know the names of the firms that have agreed 
to it. But I would naturally assume it would be probably the General 
Outdoor Advertising, National Outdoor Association of Advertisers. 
They have just met and felt that they would not be the first—their 
groups would not be the first to put a sign up on that road. A sign was 
put up on that road not far from my home. it was advertising a 
motel which had been bypassed by the new road. That motel had 
much business from the old U. S. 240. When the new U.S. 240 went 
through, they pr actically went out of business because they were off 
the road about 3 miles. 

This sign went up. I went to the head of the Francis Scott Key 
Hotel, which belongs to the American Hotel Association. I asked him 
what could be done about that sign. I then came and saw one of the 
gentlemen of the outdoor advertising who was meeting with me at 
the time in trying to write a bill for our State of Maryland. I spoke 
to him about that sign. In 2 weeks they had the sign down. They 
went and explained to the gentleman why we didn’t want a sign off 
the right-of-way but on that new road. And his answer was: “I 
thought it was strange that there were no signs on that road.” 

But it can be done. In the northwestern part of Maryland, run- 
ning from Frederick County to Mpgersionn and north, they have what 
they call the northwestern plan of Maryland—I suppose it is rea!ly the 
western plan. And it has been made up 4 or 5 years ago by business- 
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men who have incorporated the outdoor interests. And they have 

one along this highway and chosen scenic areas where they have felt 
that no billboards or signs should go up, and our road between Fred- 
erick and Hagerstown is perfectly lovely still. 

In a spot which is perfectly permissible because there is no view, 
they have advertised some of the local businesses in that area. But 
I thought in fairness to them that it should be stated in the record that 
they have done this in part of Maryland, and in part of Maryland 
it has not been done. But in my area it has been. 

I am interested in the establishment of commercial areas because 
coming from near Frederick, Md., which is going to be bypassed by 
3 miles or more, I feel that the businesses should have an opportunity 
to let the travelers know something of what they have to offer. Of 
course, this situation will in relation to small towns and cities be 
true over the entire United States. These businesses will undoubt- 
edly suffer materially unless the public is informed. Also, the 
public should be told in time what each community has to offer to 
avoid slowdowns and accidents on these new high-speed roads. 

We are building these roads for 1980, not for the present. We are 
using them for the present but they are not going to be obsolete by 
1980 the way Route 7 is, and the way Route 40 is now obsolete. We 
have to build a new one. And I think we should build our roads 
with the idea of high speeds, because speed is going to be 80 miles an 
hour by that time, even though it is hard for us to conceive of it now. 

Thank you very much for your kind attention. 

Senator Gore. Senator Neuberger? 

Senator Nevsercer. I am confused. TI wish you would enlighten 
me. Do you favor billboard control or not ? 

Mrs. Battey. I said very definitely I am in strong favor of bill- 
board roadside control. That also includes honkytonks, but that 
doesn’t interest on the four-lane highways because they are limited 
ACCRSS. 

Senator Neusercer. You do think that communities should be al- 
lowed to advertise what each community has to offer along the road ¢ 

Mrs. Batter. If there is a turnoff there, yes. 

Senator Neusercer. But only at a turnoff ? 

Mrs. Barrry. Only at a turnoff. Nothing in between. 

Senator Neusercer. How much before the turnoff would you say 
would be permissible / 

Mrs. Battny. That I think you should leave up to your State high- 
way commission. If your speeds are very high perhaps they should 
have a mile area, 2 miles or a half mile this side of the turnoff. 

Senator Neusercer. Would you be opposed to having the Secretary 
of Commerce disseminate a general set of standards? 


Mrs. Batiey. I think it would be excellent if he would disseminate 


it because it would be the same over the entire country. 

Senator Nevpercer. That was the main point. 

Mrs. Batrry. | think that is something that is very essential, be- 
cause we are going to travel from State to State very, very quickly in 
the future. 

Senator Neunercer. Thank you, Mrs. Bailey. I hope you are 
wrong about those 80-mile-an-hour speeds because we go too fast now. 
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Mrs. Baier. I hope so, too. We are going 55 now. But I think 
that is in the future. 

Senator Gore. Thank you. 

The committee will next hear Gen. U. S. Grant III, representing the 
American Planning and Civie Association. 


STATEMENT OF GEN. U. S. GRANT III, REPRESENTING THE 
AMERICAN PLANNING & CIVIC ASSOCIATION 


General Grant. Senator, I am U. 8S. Grant III, president of the 
American Planning and Civic Association, an old nationwide associa- 
tion interested in conservation and proper planning. 

For 30 years or more we have been struggling to try to get control of 
the roadsides, both for esthetic reasons and for safety, because certainly 
billboards and other small commercial dev elopments right on the road- 
side or nearby are contrary to safety and driving. 

We therefore are in favor of Senator Neuberger’ s bill or any legis- 
lation which will place proper control on developments outside of the 
right-of-way. 

Senator Gore. General, you have made a statement which has been 
controverted before the committee. You said that advertising along 
the right-of-way, or adjacent to the right-of-way of a highway affects 
safety of traffic. Do you have some doc umentary evidence of that 
whic ‘t you can submit to the committee ? 

General Grant. T have not searched for any, sir. Iam certain that 
some could be found. I think it is almost obvious that when you are 
driving along, if your attention is distracted—and that is what 
billboards are for, that is their purpose, certainly, to distract your 
attention—that you are not driving as safely as if you were not dis- 
tracted inthat way. And I would also like to point out, from personal 
experience, that billboards will frequently block out or prevent your 
seeing and noticing the signs for traffic control that may be smaller 
signs along the roadside. 

'T have, once at least that I can reme ‘mber, gone through a stop sign 
unintentionally, simply beecanse it was quite blotted out by a big 
billboard on the hill just back of it, above it. 

I feel sure Senator, that it does affect safety and it affects safety 
very much more now that we are traveling at 50 and 60 miles an hour 
on these highw: ays, and they are being built to permit faster travel. 
It interferes with safety much more than in the old days, 1913 to 1915, 
when we were traveling 20 to 30 miles an hour. 

Senator Gore. Thank you. You may proceed. 

General Grant. Our association is strongly in favor of this bill as 
a step toward that control. I believe that an amendment to the addi- 
tional legislation is necessary in order to prevent the new highway 
system which is being built ‘at great expense from becoming—from 
being injured or damaged in effectiveness and safety by billboards 
and distracting commercial developments along the side. 

May I add that I do not think that the mere zoning, unless it is 
condition of the building of the road that such nuisances shall : 
eliminated, I do not believe that mere zoning left to local adjustment 
will do the job, And therefore we hope that the committee will con- 
sider the fact that this is a value, a commercial value which is being 
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established by the expenditure of Federal funds, and therefore it is 
proper and legal that the Federal Government should insist as a 
condition of building the road and furnishing the money for it, to 
insist upon this just as they have insisted in the original legislation 
on the limited access. 


[ have a prepared statement. I didn’t want to take your time to 
read it. May I have it put in the record ? 

Senator Kerr (presiding). Indeed you may, sir. 

General Grant. I wanted to make that verbal statement which is 
not in the written statement. 


Senator Kerr. Thank you very much, General. 
(The prepared statement of General Grant IIT follows :) 


Il am U. 8S. Grant III, president of the American Planning and Civic Associa- 
tion which has long been committed to adequate roadside control on our high- 
ways. The people of the United States have reason to be grateful to this com- 
mittee and to the Congress for the passage of the Federal-Aid Highway Act of 
1956 which provides for the 41,000-mile Interstate and Defense Highway System. 
The act authorizes the Secretary of Commerce to determine geometric and 
construction standards and to limit access, and provides for the appointment 
of a Federal Highway Administrator. Certainly the committee has every reason 
to be congratulated on the progress reported in January and March by the 
Secretary of Commerce and the Federal Highway Administrator. 

The proposed huge investment by the Federal Government between now and 
1969 would seem to assure a modern Interstate System in all essential respects 
except one. The privately owned abutting property, which constitutes a large 
proportion of the 82,000 miles of frontage, may be used to exploit the Federal 
investment of 90 percent of the cost by the erection of billboards and signs 
unless curbed by State and local laws. 

Our organization, with funds supplied by Mrs. John D. Rockefeller, Jr., in 
the 1930's, made extensive studies of the roadside problem. At that time we 
recommended more extended use of limited access as well as State zoning and 
local roadside controls. Since then we have made much progress in the country 
at large and this principle should be required for the new Interstate Systetn. 

S. 963 calls for promulgation by the Secretary of Commerce of standards for 
design and protection of the new highways, which shall be effective for highways 
on Federal land, but I venture to invite your attention to the fact that section 
4 may prove ambiguous. It is manifestly the intent of this section to make such 
protection, namely, the control of signs within 500 feet of the right-of-way on 
land not federally owned, a condition requisite to the location of an interstate 
highway in each State. Our association is emphatically in favor of such a 
requirement. 

However, the wording of lines 4 and 5, page 3, “an interest in land which 
may be acquired for right-of-way or other purposes,” could be interpreted as 
authorizing the purchase of the required easement on privately owned land 
as a part of the cost of the project. If this is not intended, and it is meant that 
the States shall provide the needed protection free of cost to the Federal 
Government, by zoning or regulation, then the wording should be changed to 
make this clear, that is, to read, “an interest in land which shall be required 
for the right-of-way.” 

In this connection I will call your attention to a declaration of the Governors 
of the 48 States at the Conservation Conference of Governors called by Presi- 
dent Theodore Roosevelt in 1908. The Governors united in adopting the follow- 
ing principle: “We declare the conviction that in the use of the natural resources 
our independent States are interdependent and bound together by ties of mutual 
benefits, responsibilities and duties.” The interdependent benefits, responsi- 
bilities, and duties of the States in regard to the Interstate Federal Highway 
and Defense System are clear and it is our earnest hope that the Federal-Aid 
Highway Act of 1956 will be amended to permit the Secretary of Commerce to 
regulate billboards and signs along this important system of 41,000 miles. The 
system will confer upon the States very substantial benefits to which the States 
contribute financially only 10 percent. 

It is now well recognized that the highways themselves soon become obsolete 
and deplorably congested with traffic, if the use of the abutting property on 
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either side is unrestricted. The Federal Highway Act of 1956 through the 
authorized standards of the Secretary of Commerce provides the protection of 
limited access. Thus the owners of privately controlled lands along the highway 
have no right of access by automobile except by established access roads. 

But commercial and industrial establishments within sight of the Interstate 
System could erect blatant and illuminated signs advertising goods sold on the 
premises, though facing another road, and could erect high illuminated. bill- 
boards as permitted by State or local governments. No one familiar with the 
60 or 70 mile speed limits permitted on these modern highways can believe 
that these signs and billboards—which are useless unless they do attract the 
attention of car drivers—can be anything but a menace to safety, or, if not 
seen, a useless expenditure of money, as the Union Oil Co. has recently discovered. 

Is there any good reason why, in the Interstate System, signs and billboards 
should be favored on lands which have no other access to the highway? One of 
the indications of the growing sentiment of highway users against billboards is 
the wide interest created by Robert Moses’ article in the December 1956 
Harper’s magazine. 

The New York Thruway which was built under the supervision of Mr. Bertram 
Tallamy, the newly appointed Federal Highway Administrator, is noteworthy 
because it exemplifies what we need in the National Interstate System, including 
the standards already adopted by the Secretary of Commerce, and adequate 
control of billboards and signs along the complete length of the thruway. 

The Interstate Highway System is designed to serve industry and commerce 
by providing expedition of traffic without interference of access from abutting 
property. If access to the drivers’ attention by signs and billboards can be regu- 
lated through amendment to the 1956 Federal-aid Highway Act, we shall at last 
have achieved in this country the building of a safe highway system which will 
expedite traffic in an orderly fashion. 

--We-hope that this committee will recommend and Congress will adopt legis- 
lation which will insure this desired end. 


Senator Kerr. Senator Lucas is to appear at 11 o’clock, but it is 
hardly that. 

Mr. White, how long will it take you? 

Mr. Wuire. I assure you, Senator, I will be through at 4 minutes 
after 11. 
Senator Kerr. 


Very well. Proceed. 





STATEMENT OF RICHARD P. WHITE, EXECUTIVE VICE PRESIDENT, 
AMERICAN ASSOCIATION OF NURSERYMEN, INC. 


Mr. Wurte. Mr. Chairman, and members of the committee: I am 
a man that was referred to in previous testimony as the one having the 
“banana.” I represent the American Association of Nurserymen. We 
have a statement to make which I will read into the record in about 5 
minutes. 

The nursery industry has already been mentioned in these hearings 
by the able representative of the Pennsylvania Hotel Association, 
Mr. Allen. He quoted a quote from Life magazine, March 11, 1957, 
which by inference suggested that if the use to which |: inds adjac ent 
to the highways were regulated, it would be a “nurseryman’s bonanza 
(banana).” 

I am sure this committee recognized that this inference is not ger- 
mane to the issue involved here. It should be pointed out, however, 
that ever since man has built roads, plants have been used ae many 
purely economic and functional purposes along the right-of-wa : soil 
erosion control, stabilization of banks in cuts and fills, repinconient of 
ground cover that could not be salvaged during the construction proc- 
ess and reduction of annual maintenance costs. For these economic 
reasons, plants will continue to be used. 
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T have brought with me a little brochure relating to these functional 
uses of plant materials along the roadside. For the interest of the 
committee, I will supply them, but also with the understanding that 
this, too, is not germane to the issue involved. The issue is not whether 
plants are to be used for various purposes in this program, but, rather, 
the issue is: “Will the use of lands adjacent to the right-of-way come 
under regulation? Ifso, who will establish the rules, under what legal 
authority will they be established, and by whom will these rules be 
enforced ?” 

In the belief that the users of the highways should not be deprived 
of the natural scenic beauty of the countryside, without interference 
of extraneous structures, advertising devices, et cetera, our general 
ee is one in support of regulation of such structures and devices 

y some public agency. It is the vehicle, fuel, license, and other taxes 
of the general public that build and maintain these highways, and only 
a public agency expressing the will of all the public could result in 
acceptable and effective results. 

The Federal Government is to stand 90 percent of the cost of this 
new 41,000-mile Interstate System of highways. Regulation of the 
right-of-way and adjacent lands should primarily rest, in our belief, 
in the agency providing the major portion of the costs; in this case 
the Federal Government. If the States were providing 90 percent of 
the costs, then it would be our position that any desirable regulation 
should primarily rest in the jurisdiction of the States. 

There is no law prohibiting Federal-State cooperation in this area 
of desirable regulation. In fact, cooperation for uniformity of regu- 
lation should be a requisite of any legislation on the subject. Other- 
wise, the various States would have justified reason for objecting to 
Federal domination, or, if left entirely to the States, a confusion of 
requirements might result from 48 different sets of requirements vary- 
ing from none at all to very strict requirements. 

Tuesday morning’s press carried reports of possible penalties or 
bonuses for those States that did or did not comply with regulations 
that might be legislatively enacted. In Secretary Weeks’ testimony 
the other day he mentioned only a penalty of 5 percent. 

Senator Kerr. At that point, and in order that we might be sure 
that we are thinking together, do you recognize that that penalty of 
just 5 percent is in reality a 50-percent penalty on the States suffer- 
ing it? 

Mr. Wuire. That is correct, sir: I do. 

Senator Kerr. Very good. 

Mr. Wuire. This smacks of Federal domination, which the States 
might justifiably object to. Such a system would penalize some States. 
To hand out bonuses to other States would also penalize some States. 
The practical result could well be delaying to the program. For exam- 
ple, Jet us suppose a situation where State A lies between States B and 
C. If B and C complied with federally imposed regulations and A 
did not, and any system of penalties or bonuses were imposed, then 
the highway programs of States B and C would be accelerated and 
that of State A retarded. This is not desirable, in our judgment, for 
the good of the overall program. After all, the main purpose is to 
get highways built. 
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Regulations should be arrived at in a cooperative manner between 
Federal and State authorities and once agreed upon should be uni- 
formly applied by all. 

The position taken by this association is not directed solely against 
outdoor advertising signs. There are other roadside distractions and 
certain undesirable features that have been permitted to exist adja- 
cent to the right-of-way that also should be regulated, such as the 
automobile graveyard and municipal and rural dumps. 

The salvage of the native plant growth within and adjacent to the 
right-of-way permits the natural Pieddirie of the highway into the 
landscape. Natural scenery is unobtrusive to the eye. On the con- 
trary, artificial structures are intrusive to the eye and distractive to 
the highway user. If they were not so designed, they would have no 
value as an advertising medium. The first tenet of advertising is to 
get attention. 

Consequently, it is our contention that the salvage of the existing 
native vegetation within and adjacent to the right-of-way of this new 
system of highways, the replacement of that which cannot be saved 
during the construction period, plus the supplementation of the exist- 
ing ground cover where deemed advisable by the landscape architect 
of the agency having jurisdiction is of the utmost importance to the 
safety of the highway and for the protection and the welfare of the 
user. 

Anything which is designed to or does distract the attention of 
the highway user from his primary responsibility of safe use of the 
facility, runs counter to our basic position. Therefore, we believe 
legislation is needed to place responsibility for the regulation of the 
uses to which land areas immediately adjacent to the right-of-way 
may be put. We believe this to be a responsibility to be shared be- 
tween the Federal and State Governments since both share in the 
public reaction to the end result. 

If the public is pleased with the final result of this highway pro- 
orem as it is developed, they will support the taxes that it takes to 
build the system. If they are displeased, then opposition to taxation 
will develop and the agencies concerned will be in ill favor with the 
traveling public. The reaction of the millions of highway users is a 
factor in this question that might be a very powerful one. It should 
not be overlooked or underestimated in our judgment. 

One comment, Mr. Chairman, if I might, in regard to the Weeks 
bill which was distributed to this committee early in the hearing. 

The amendment proposed to subsection (e), section 108, the Fed- 
eral-Aid Highway Act of 1956, we would oppose because of the rea- 
sons I have indicated in my testimony. 

The amendment proposed in subsection (b), section 109, we have 
no position on. 

he amendment proposed, section 3 of the bill, which is section 106 
of the Federal Highway Act of 1956, we would approve, with the ex- 
ception of the last parenthetical clause 4. 

As it has been explained by the Secretary, whole projects could be 
zoned industrial, which in our opinion would defeat the purpose of the 
legislation. 

Subsection (c) of section 1 of the Federal Highway Act of 1938, 
which is section 4 of the Weeks bill, we would be opposed to because it 
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requires the purchase of such additional strips of land of limited 
widths and we are opposed to it on the basis of the fact that it would 
add an unnecessary expense to the program. 

Mr. Chairman, I appreciate the opportunity to appear here. 

Senator Gore (presiding). Thank you very much. 

Senator Kerr ? 

Senator Kerr. No questions. 

Senator Gore. Senator Martin ? 

Senator Martin. No questions. 

Senator Gore. Senator Neuberger? 

Senator Neuspercer. No, thank you. 

Senator Gore. Senator Kuchel ? 

Senator Kucuer. Let me understand. Do you favor Senator Neu- 
berger’s bill ¢ 

Mr. Wurre. I wouldn't say in its entirety; in principle, we do; yes, 
sir. 

Senator Kucner. And you favor only a part of Secretary Weeks’ 
proposal ? 

Mr. Wuire. That is correct. 

Senator Kucnwen. You look with disfavor on the part of the pro- 
posal that provides for penalties to States which fail to comply ¢ 

Mr. Wuire. We do, for the reasons I mentioned. 

Senator Kucuet. Then if you accepted the principle of Secretary 
Weeks’ proposal, how would you enforce it ? 

Senator Kerr. Would the Senator yield ? 

Senator Kucuen. Yes. 

Senator Kerr. I didn’t understand the gentleman to say that he 
favored the principles of the Weeks pr oposal, but of the Neuberger 
proposal. 

Senator Kucue n. Is that right? 

Mr. Wuirr. Yes, sir. 

Senator Kucuert. You do not favor Secretary Weeks’ proposal? 

Mr. Wurre. That is correct. Only in certain parts, Senator, which 
we would support. 

Senator Gore. Thank you very much. 

The committee arranged to hear Senator Scott Lucas at 11. It is 
now 10 minutes past 11. The Chair has found it necessary to schedule 
an additional hearing, which he hopes will conclude the hearing of the 
proponents and opponents, next Tuesday. So unless we reach those 
members on the list scheduled to appear today, they will be accorded 
the privilege of testifying from 10 to 11, Tuesday. All persons ap- 
pearing on this list live in the vicinity of Washington and the Chair 
hopes that will be convenient. 

Senator Lucas, will you take the chair 4 

Senator Martin. Mr. Chairman? 

Senator Gore. Senator Martin. 

Senator Martin. If Senator Lucas will permit, I would like to 
introduce in the record at this point a letter from the chairman 
of the board of the Pittsburgh Outdoor Advertising Co. He is 
against this legislation. 

Senator Gore. That is quite all right. It may be printed in the 
record at this point. 

Senator Kerr. It would not be inappropriate at this point? 

Senator Martin. No. 
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(The statement of Mr. Posner is as follows :) 


STATEMENT OF HENRY POSNER, CHAIRMAN OF THE BoOakb, PITTSBURGH OUTDOOR 
ADVERTISING Co. 


Marcu 18, 1957. 
Hon. Epwarp A. MARTIN, 
The United States Senate, 
Washington 25, D. C. 

DeaR Senator Martin: On January 29, Senator Neuberger introduced a 
bill, S. 963, which would bar outdoor advertising from all private property ad- 
jacent to the planned Interstate Highway System. 

Speaking as a director of the Outdoor Advertising Association of America, 
national director of the Outdoor Advertising Association of Pennsylvania, a 
director of Outdoor Advertising Inc., and as chairman of the board of Pitts- 
burgh Outdoor Advertising Co., I wish respectfully to state the objections of 
these groups to this measure. 

First. It is an invasion of States rights, and last year’s version—-Neuberger 
amendment to Senator Gore’s bill—was so denounced by Senator George. Sub- 
sequently the Senate rejected it. Communities can themselves best determine the 
uses of private property, having a firsthand knowledge of community needs. 

Second. Outdoor advertising is the only business selected for prohibition. A 
large amount of the property abutting highways is devoted to business and, 
by its public policies, the outdoor advertising industry voluntarily restricts itself 
to such areas. Planning and zoning authorities agree that outdoor advertis- 
ing should be subject to the same restrictions as any other business-—no less 
and no more. 

Third. The purchase of advertising rights in all the land on both sides of 
all the planned highway mileage will cost big money—and money not within 
the intent of the Federal-aid Highway Act of 1956. This expenditure—on top 
of inflated construction costs—will either reduce planned mileage or require 
increased taxation. 

Fourth. Outdoor advertising would be unreasonably curtailed. In Pennsyl- 
vania there are over 100 outdoor advertising companies employing several thou- 
sands of people. These companies own extensive real estate, largely if not en- 
tirely acquired for the purpose of outdoor advertising, on which taxes are paid 
to the local authorities. There are over 11,000 property owners who receive 
rentals for the use of their land by outdoor advertising companies. Many small 
businesses representing a lifetime of work and sole income—such as motels and 
gas stations—will be denied their only hope of survival after being bypassed. 
Travelers will have no knowledge of available facilities. 

The members of the Outdoor Advertising Association of Pennsylvania will 
support reasonable State regulation of outdoor advertising on private property 
adjacent to the proposed Interstate Highway System but they contend: 

Federal control of private property is unsound and an unwarranted exercise of 
Federal power. 

Determination of what is and what is not an appropriate use of land is a matter 
to be decided by States and communities. 

If land adjacent to highways is used for business, commercial, or industrial 
purposes, advertising in such areas is appropriate and should not be prohibited. 

Outdoor advertising does not belong in undeveloped scenic areas or in resi- 
dential areas where commercialism would not be in harmony with surroundings. 
Policies of the Outdoor Advertising Association of America fully respect this 
principle. 

Outdoor advertising is important to our country’s economic life and its public 
services are important to community, State, and Nation. 

Senator, the objection to billboards is not unanimous. I enclose for your 
attention an editorial from Life magazine for March 11, and a copy of a letter to 
the Wall Street Journal of March 5, 1957. 

I wish to urge you—in the public interest—to vote against S. 963. 

Sincerely and respectfully, 
HENRY POSNER. 
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(The items referred to above are as follows :) 


AMERICA’S FREE PRESS WARNS AGAINST FEDERAL LAws THAT WOULD 
Kitt HigHWAY ADVERTISING 


Although highway advertising is their competitor, newspapers and 
magazines protest efforts to eliminate or unfairly hamper it. 


{Mankato Free Press, Monday, January 21, 1957] 
BETWEEN Us—A Case For HIGHWAY SIGNns 


(By Franklin Rogers) 


A number of editors are getting their dander up over the possibility that large 
signs may adorn the roadbed of the new international highway system that is 
going to materialize one of these days. They are against signs. 

We don’t know whether we are being unsportsmanlike in our attitude toward 
the newspaper profession, but we’d like to disagree. We sort of like signs 
along the highway. 

The basis for the signboard opposition lies in the contention that the Nation's 
plains and hills and trees are to be enjoyed, and not hidden by hideous signs. 
This may be true to a certain degree, but not completely. 

Having done a certain amount of traveling around various parts of the country 
in recent years, we have come to the conclusion that signs along the highway 
tell a story about the territory you are covering as surely as do the climate, 
the cows and the grass. As a matter of fact, we have talked a bit about this 
subject before, and we have suggested that cities don’t do enough in the way 
of erecting signs. 

The particular city we had in mind, when we made the observation, was 
Mankato, and our point was that the town has things to brag about, and ought 
to do it. We wanted signs placed along new Highway 169 all the way from our 
Minneapolis-St. Paul suburbs to the north, and we wanted them to tell what 
Mankato has to interest the visitor. We proposed that they be informed there was 
good picnicking at Sibley Park, that Mankato is the retail and wholesale center of 
a large area, and that the place rapidly is becoming a pretty good manufacturing 
town. 

We might also mention, as an example, that a couple of men named Denison 
and Johnson, by the process of inventing a fishing reel, have worked up a 
hationwide business which converted them from a status of workingmen—like 
the rest of us—to a position as capitalists of considerable magnitude. And 
they built their business from seratch right in Mankato. 

X * * * ™ s * 

There are, to be sure, other things besides signs that ean adorn highways. 
The Victory Road from Mankato to Mapleton, for instance, will be a thing of 
considerable beauty when the trees planted thereon grow to their full height. 
Rut we could put up a sign about that, too. We might tell travelers on some 
other highway to be sure to travel the Victory Road if they wish to see beauty 
as nature intended. 

We hope, incidentally, that we aren’t the exception to the rule in this 
matter. We wonder if other people don’t like to know something about the 
cities they are approaching—things like how many people live there, what they 
do to earn their way, what attractions the place has and whether there are 
good places to eat or sleep. 

There are occasions each year when we have things to discuss with relatives 
in Lincoln, Nebr., but it isn’t a trip that we find of great interest. The reason 
is that for what seems miles on end in the “Beef State’ of Nebraska we see 
mainly cows and steers and fields. 

Now, we have nothing against cows or steers, or even fields of grain, but we 
have a notion that when you have seen one field of grain you have seen them 
all, and when you have seen one herd of steers your next interest in that 
animal is to see one of his steaks on your dinner plate. 

x cm * a * * x 

That being the case, we think a little of the beauty that is afforded by sign- 
clear roads goes a long way. If we get to travel the new international high- 
way, we'll want to know what towns are located thereon, what they have that 
might be of interest and how many people they contain. 
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[Life, March 11, 1957] 
GREEN TUNNEL V8. BILLBOARD JUNGLE 


I think that I shall never see 
A billboard lovely as a tree. 
Indeed, unless the billboards fall, 
T’ll never see a tree at all. 
—Ogden Nash. 


A movement to ban advertising billboards on the new $33 billion, 41,000- 
mile national highway network is gaining powerful momentum. One of its 
leading voices is New York’s fiery-tempered Park Commissioner Robert Moses, 
who helped get billboards banned on New York State’s new thruway. 

“Unless we are suspicious, farsighted, civic-minded, and unselfish,” wrote 
Moses in Harper’s recently, and “unless we promptly tell our legislators and 
administrators what we want done * * * we face the prospect of speedways built 
in gasoline gullies, obliterating scenery and confined between continuous rows 
of offensive advertising * * * put up by devilishly ingenious promoters whose 
purpose is to exploit a captive audience. They expect to cash in handsomely 
on great public works to which they have made no special contribution and 
for which we owe them nothing.” 

The prophet Moses quickly found a disciple. Oregon’s junior Senator, Richard 
L. Neuberger, introduced a bill which would ban billboards wherever the Inter- 
state System crosses Federal lands. The Senate bill would also authorize the 
United States Government to pay 90 percent of the cost for buying up the adver- 
tising rights on highways where the States are willing to join in such a project. 
Senator Neuberger waxed almost poetic in the argument he made for his bill: 
“Mr. President, America’s highways could be scenic corridors through the beauty 
and variety of our land, uninterrupted by unsightly billboards. But the tourist, 
instead of seeing a vista of green hills and white-foamed rivers, is pursued every- 
where by blatant demands that he buy this or that chewing gum or some partic- 
ular brand of soap or liquor or shoe polish.” 

Moses, not noted for temperate language, had prophesied that such a move 
would be met by “the billboard barons” with an “army of lobbyists, lawyers, 
representatives, and stooges.” So far the industry’s spokesman, the Outdoor 
Advertising Association of America, is meeting it chiefly with documents and 
studies purporting to show that billboards are a vital part of United States 
prosperity and, far from being offensive esthetically and creating traffic hazards, 
are actually becoming works of art (many of them designed by the famous 
Raymond Loewy) and also help promote safer driving. 

Certainly this argument has some validity. Many drivers, wearying at the 
montonous procession of prairie or desert, would indeed miss the old familiar 
Burma Shave rhymes (Passing School Zones, Take It Slow, Let Our Little 
Shavers Grow). Doubtless many another, approaching sharp curves too fast, 
has had his braking foot quickened by those apostolic warnings: “Prepare To 
Meet Thy God.” But there is still a third side to this argument that neither 
Moses nor Neuberger seems to have considered: that if the new highways are 
built with the same unrelieved, identical landscaping as that of many existing 
parkways, the accident rate from “highway hypnosis” (sheer boredom) is going 
to jump by leaps and somersaults.’ Riding along Connecticut’s Merritt Parkway 
one day—writes Critic Selden Rodman in his forthcoming “Conversations With 
Artists’—he told Architect Philip Johnson about New Jersey’s Routes 4 and 17: 
“Not a tree, not a blade of grass; nothing but billboards and gas pumps.” Re- 
plied Johnson: “I’d prefer that to this green tunnel. * * * It’s a nightmare of 
monotony. A nurseryman’s bonanza.” 

Maybe billboards should be banned on new highway construction and possibly 
restricted by the States on others. But unless highway planners can provide 
less monotony, an occasional billboard may be needed as a kind of benzedrine 
pickup to keep the drivers from dozing. 
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{Tulsa Daily World, Tulsa, Okla.] 


DEFACING OuR Roaps 


Robert Moses, New York’s efficient parks and roads administrator, was never 
one to duck a controversy. Hence, it comes as no surprise to find the astute 
gentleman raising a pertinent point concerning the $50 million interstate road 
network visioned under the new Federal Highway Act. 

There is nothing in the road law, says Mr. Moses, to protect the beauty of the 
country from billboards and other nuisances which have through the years re- 
moved whatever natural scenic wonders there were from the ken of the cross- 
country motorist. Nor, says Mr. Moses, does the new act prevent road entrances 
and exits from becoming clogged with service stations, hamburger stands, and 
other familiar roadside eyesores. 

Moses recommends that the next Congress amend the act to forbid signboards 
and.other commercial puffs from being constructed within 500 feet of right-of-way. 

He’s got a point, and a good one, but we can’t see how a highway law can re- 
strict the placing of signboards outside road alinements. 

Most property outside highways land is privately owned, to be utilized more or 
less at the whim of the owner. If an owner wants to rent space for a signboard 
or sell land for a service station just 1 inch from the highway right-of-way, we 
see little the Government can do about it. 

The New York critic’s claim is that developers of these “horrors” are devilishly 
ingenious promoters. Maybe so. A better description, however, confesses to 
their alertness in creating business where business is—on the highways. 

We doubt Congress will see things in the same light as Mr. Moses. 









































[Odessa (Tex.) American, January 23, 1957] 


BILLBOARDS 





We note a subcommittee of the United States Senate Public Works Com- 
mittee plans hearings on whether the Federal Government can prohibit bill- 
boards along the immediate right-of-way of the planned 41,000-mile Interstate 
Highway System. 

The committee staff, says Editor and Publisher, is analyzing a bill to determine 
if such a prohibition is permissible by regulation. 

Periodically, organizations interested in preserving the scenic beauty along our 
highways urge the various governmental agencies to ban billboards from along 
highways. Only last week, Clyde H. Stocking of San Jose, Calif., president of the 
American Association of Nurserymen, warned nurserymen against creation of 
highway “slums” along the Nation’s multi-million-dollar highway system. 

As was to be expected of a nurseryman, he wanted roadside planting. But, he 
also demanded “control of roadside businesses with minimum setbacks.” While 
he did not say as much, this control of the roadsides probably also would 
include elimination of billboards. 

Now, we don’t like to look at most billboards any more than the next. And 
a newspaper should be the last to defend billboards which compete with it for 
the advertiser’s dollar. 

But, we still stand on our principles that right is right and wrong is wrong. 

Just because we do not like to look at signs plastered along highways does not 
mean we have a right to prohibit them. If the owner of property, which prob- 
ably is deteriorated in value because of construction of the highway, chooses 
to rent his land to a billboard company, he should have that right. If an adver- 
tiser chooses to spend his money on billboards, he also should have the right. 

Personally, we think Union Oil Co. was being intelligent in its recently an- 
nounced decision to eliminate billboard advertising from its budget. But we don’t 
feel we have a right to get a law passed to require the rest of the advertisers to 
be equally intelligent. 

if people don’t like billboards they have an excellent way to eliminate them. 
All they need to do is to refuse to patronize firms using billboards, and let the 
advertisers know why. They'll soon stop them and without having any more 
“immoral” legislation cluttering up the lawbooks. 
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[The Cincinnati Post, Friday, March 1, 1957] 


BILLBoaRD Fors CALLED UNBALANCED—BUSINESS GRouUP DEMANDS ADS FOR 
NEW HIGHWAYS 


Attempts to keep billboards off the Nation’s coming Federal superhighways 
are un-American and highhanded, and are promoted by unbalanced people, 
speakers before the Roadside Business Association said here Friday. 

Bryce R. Holcombe, of Washington, general organizer for.the painters, decora- 
tors, and paperhangers union, charged congressional attempts to keep 500 feet 
on either side of the throughways free of advertising would “relegate large 
segments of American business to a second- and third-rate status.” 

Opposing groups, such as the Anti-Saloon League and garden clubs, were “unbal- 
anced,” he said, and called the luxury of sign-free highways “unrealistic and 
fantastic.” 

“Seventy-five percent of the new highways system,” Mr. Holcombe said, “will 
bypass established enterprises. If they can’t call attention to themselves in some 
reasonable manner, they’re dead.” 

“If we restrict billboards on new roads there won’t be any more highway 
advertising,” said Conrad J. Gunti, treasurer for King Edward Cigars, Jack- 
sonville, Fla. 

“The esthetes seem to think they should be able to go out on Sunday afternoon 
and look at all the scenery,” he said. 

“But there’s a man out there who owns that property to do with as he sees 
fit, so long as it’s not offensive. And we just can’t see any organized minority 
foisting off their views on the general public.” 

Mr. Gunti cited a Virginia highway department survey which showed 70 percent 
of motorists did not object to highway advertising. 


{The Wall Street Journal, Wednesday, February 20, 1957] 
HIGHWAY BLIGHT 


The highway billboard advertisers happen to be in disfavor with us. Come 
Sunday, when we take to the open read, we prefer the surrounding scenery to 
being surrounded by shaving jingles and 40-foot-wide puffs for this or that brand 
of tobacco weed. 

Nevertheless, we don’t think much of Senator Neuberger’s solicitous efforts to 
protect our esthetic sensibilities. The Oregon Senator has introduced a bill te 
bar outdoor advertising along any State or local road that’s built with Federal 
money. It suggests also that the Federal Government regulate the eating spots 
and filling stations on these roads—i. e., decide who gets the privilege of selling 
us a ham sandwich or a gallon of gas. 

The sentiment is excellent; a number of States and many localities already 
police the roads to keep them from looking like Coney Island. But what Mr. 
Neuberger is in essence proposing is that the Federal Government decide what can 
be advertised and what can be sold on the road between Albany and Buffalo or 
between New Orleans and Baton Rouge regardless of local wishes. 

One effect would be to grant a lot of little monopolies by Federal patent. 
Another would be to leave governments with little say-so about local zoning 
along their roads; if they wanted to make a distinction between a scenic parkway 
and a,busy thoroughfare they would have to ask Washington. 

The Government, of course, would be well within its legal rights to do this. 
If your State is going to take road money from the Federal Government, you can 
hardly be surprised if the Government ties a string to it. The Government is 
hardly going to give money to Arkansas or South Dakota to spend on roads just 
any old way. 

And that’s the rub exactly. If Uncle is going to pay, Uncle can make the rules. 
It’s a thought, we should think, that ought to be furrowing the brows not only 
of local highway officials but also of doctors in Seattle and schoolteachers in 
Minnesota who want Uncle’s help for those hospitals and schools. 
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[Charleston (S. C.) Post, January 18, 1957] 
KEEPING PosTED 
(By Basil W. Hall) 


There’s an organization of esthetes who’re stirring up a thing that may make 
them immortal. 

It’s their aim to outlaw outdoor advertising in rural areas. 

If things go according to plan, the battle will be waged by a powerful lobby 
and the backers expect legislation to be introduced in Congress that would 
withhold Federal highway funds from a State that fails to forbid roadside 
billboards and suchlike. 

The beauty lovers believe legislatures in 44 States this year will consider 
legislation in support of their stand. 

These folks are serious, I tell you. 

That great big yowl you hear, though, is from small-business men who depend 
on unhurried motorists for the bulk of the $25 billion a year that’s spent annually 
in their establishments. 

A lot of farmers aren’t happy over the plan, either, because the land a lot 
of the signboards stand on yield more than any crop going. And the biggest 
noise, of course, is coming from the owners of outdoor displays who collect an 
estimated $92 million a year from advertisers, 


[Reading (Pa.) Eagle, December 20, 1956] 
CALLING "EM STRAIGHT 
(By Larry McDermott) 


It’s about time that someone—and by someone, I mean a person who can 
speak authoritatively—should have a few words to say in favor of billboards 
and signs along the highways. Almost everything you have heard or read on 
the subject, I am sure, has been critical of such advertising, on the grounds 
that it detracts from the scenery. That’s the easy and the obvious way to look 
at it, if pleasant scenery is to be regarded as the only important consideration 
by and for, the automobile traveler. 

It has been my own idea for many years that those shaving cream people, 
with their roadside jingles, have saved uncounted lives during the last few 
decades. Now it’s a source of satisfaction to learn that a highway safety ex- 
pert finally has spoken up to corroborate my notion, and has had the courage 
to assert that signs along the roads aren’t hazards at all, but are helpful to 
motorists. 

The point is made by A. R. Lauer, of the Driving Research Laboratories of 
Iowa State College, in a letter to the editor of the Wall Street Journal. Mr. 
Lauer is editor of Driving Laboratory News, a monthly publication of Iowa 
State, where the Industrial Science Research Institute carries on research in 
driving and the college’s department of psychology administers courses in safety 
and human conservation. 

a * a a * ” . 

Writing in answer to a statement by another Journal reader concerning the 
alleged menace of signs along the highways, Mr. Lauer declares : 

“For the last 25 years we have been studying problems of highway safety in 
an attempt to reduce traffic accidents. In no case have we found any legitimate 
grounds for complaints against billboards or signs, as shown by two scientific 
studies of the effect of signs in relation to traffic accidents and driving efficiency. 

“One study was by the Federal Highway Department of Mexico on the effects 
of design and roadside features along a trunk line highway. The other was 
an experimental study by our laboratory. Both indicate that billboards and 
signs are not detrimental and do not create hazards, but are beneficial to 
motorists by helping to combat the monotony of driving and reducing the 
tendency toward highway hypnosis. Certainly no benefits can be derived from 
false diagnoses or prescription of pseudoremedies for a situation so important 
as our highway slaughter.” 

It seems to me that Mr. Lauer’s words are especially significant in view of 
the increased amount of turnpike driving made possible by the opening in 
‘uany States of new stretches of superhighways. A fund of facts is being 
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gathered in an effort to find the causes of these accidents and the cures for 
them. The pattern of turnpike accidents indicates the primary causes are 
speed, motorists driving with a false sense of security, and highway hypnosis. 

The average motorist, when he rolls onto a turnpike, seems to feel that he 
is safer, although driving much faster than normal. Accidents that occur at 
high speeds result in more deaths and more serious injuries. Also, minor errors 
in judgment at high speeds are more likely to result in accidents than the same 
error made when the automobile is traveling at a slow speed. 

s * * * * * * 


Researchers at Iowa State have ascertained not only that deficiencies in 
judgment are more serious on turnpikes, but the false sense of driving security 
that automatically develops in motorists when they turn onto a turnpike creates 
an atmosphere in which minor errors of driving Judgment are more likely to 
occur, 

Here is what they say about the causes of errors in driving judgment: 

“Some of these are due to lack of a frame of reference, which can be attributed 
in part to the absence of stimuli such as signs along the highway. Realizing 
that highway hypnosis results from overconcentration on a narrow range of 
stimuli, you should make certain that your attention is diverted enough to keep 
you alert.” 

Well, I learned many years ago that reading signs along the highway is a 
good way to keep from concentrating only on the highway. Nighttime seems to 
induce hypnosis much more than day. On long trips at night, it’s important 
to read signs along the road, to make frequent stops, to look to the right 
and the left, to vary speed from time to time and, if necessary, to run the wind- 
shield wiper occasionally to divert your attention. 

I have always regarded roadside signs as a safety factor. Maybe they spoil 
the appearance of the landscape, but 1 can’t consider that more.important than 
averting crashes which disfigure people’s faces. 


{Klizabeth (N. J.) Journal, January 25, 1957] 
BILLBOARDS ON THE NEW Roaps 


After struggling for years for domination of the roadside aolng State highways 
and pastoral lanes, the protagonists of unobstructed vistas for motorists and the 
outdoor advertising industry again are coming to grips—this time in the 
meadows and the hillsides along the forthcoming Federal trunk. lines: 

Wonien’s clubs, advocates of rural beautification, dilettante gardeners, and 
other diversified interests have cried out aghast at the commercialism crammed 
into borders of our roadways. New Jersey has been influenced to restrictive 
legislation ; parkways generally have been liberated, and an occasional sign that 
might be an actual hazard has been routed. New York attempted to clear 
its roads of lights and commands that the hurrying driver might misinterpret as 
traffic orders. 

Although commerce has inflicted thousands of unmitigated eyesores on the 
highway traveler, the fallacy of the attack on outdoor advertising is its dis- 
criminatory approach. In heaving brickbats at poster boards and signposts, 
unartistic though some are, the environment of many roadside businesses, com- 
mercial, industrial, agricultural, is overlooked by the uplifters. Acres of crum- 
pled motor vehicles, neon infested hotdog stands, and olfactorily offensive barn- 
yards are more detrimental to the fine esthetics of the highway than the better 
examples of bilboards and spectaculars. 

Much of the uncontrolled roadside placarding is displeasing and also probably 
ineffective advertising, but a sturdy self-policing by the industry would seem 
to be the primary requisite. Distances between legitimate billboards and road- 
ways and traffic markers should be established and preserved. A system for 
permits may be advisable, but it should be uniform. 

A huge billboard can hide a lot of charming scenery, but it also can cover up 
junkyards and dumps and pigsties that seem to be beyond the reach of highway 
legislation and the exponents of beautification. 

The inclusion of controls of roadside advertising, at this early date, is worthy 
of consideration for the interstate highway pattern. Blanket condemnation of 
all advertising, however, is not the best answer. 
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{Grand Valley News, Grand Valley, Colo., January 18, 1957) 


MARKED FOR DEATH 





A powerful lobby has indicated that in 1957 it will conduct an all-out campaign 
to enact legislation that would cripple practically all private businesses along 
our roads. Service stations, motels, restaurants, and other businesses that 
provide necessary services to motorists would be legislated out of existence if 
this lobby succeeds in getting only Government-controlled business along all new 
roads built with Federal funds. Should this attempt fail, the lobby will demand 
legislation that would severely limit the right of these roadside businesses to 
promote their services, thereby forcing them out of business. This would elimi- 
nate private business and the taxes they pay; then they would be replaced by 
Government-controlled monopolies that cost the public more to patronize and 
would pay no taxes. 


{The Times Recorder, Zanesville, Ohio, January 9, 1957] 


Protect LocaL BUSINESS 





Free enterprisers in smalltown and rural America applaud the new Federal 
highway plan. Better roads bring new profit to all local businessmen. Directly 
aided are motels, restaurants, souvenir stores, drive-ins and hotels. Indirectly, 
all others benefit from the prosperity of those who serve motorists. 

As new roads help businessmen, our community prospers in turn. Well- 
managed businesses attract tourists. These visitors spend thousands of dollars 
here every month. This puts new money into circulation and every citizen 
profits through lower taxes and a higher standard of living. 

But along with a greater mobile market, local businessmen face a danger, too. 
A well-financed lobby continues to call for legislation designed to stifle the 
rights of highway businesses to advertise to tourists and other motorists. With- 
out such a standard merchandising tool, many businesses could not exist. Their 
loss would be everybody's loss—in jobs, purchasing power, and tax revenue. 

Requirements of an along-the-highway businessman are modest. He merely 
wants to advertise to his*market. Ewery other American businessman has the 
same unquestioned right. 

Traditionally, our legislators have exercised sound judgment in squelching 
antiadvertising movements. This policy makes good sense. No privilege is 
better established in America than the right to operate a business without 
discriminatory restriction. 

Along new roads or old, lawmakers must continue to protect the merchandising 
rights of highway businessmen. 


{Printers’ Ink, January 25, 1957] 
OvuTDOOR ADVERTISING AND THE NEW SUPERHIGHWAYS 


Outdoor advertising should be outlawed on the new Federal-State $50 billion 
road network, says Robert Moses, New York’s parks and highways administrator. 

In a widely discussed article in the December issue of Harper’s magazine, 
Moses continues his long crusade against the outdoor medium. He writes in 
such vitriolic and exaggerated fashion that a patrician disdain toward all 
advertising is evident. 

Advocating an amendment to the Federal law setting up the highway program 
in order to control billboards and advertising devices, he says: “We tace the 
prospects of speedways built in gasoline gullies, obliterating scenery and con- 
fined between continuous rows of offensive advertising.” 

In his language Moses violates the good taste he is so concerned about with 
respect to the Nation’s scenery. His article contains ridiculous exagzerations 
in such phrases as: “continuous barricades of monstrous billboards.” Never- 
theless his acknowledged public service and the very violence of his opinions 
combine to get a hearing for his views. And, from his point of view, he evidently 
meaus there should be no outdoor advertising——not even along the highway con- 
nections that have a heavy and predominantly commercial function; that lead 
to and through urban areas; through thousands of miles of cities and business 
areas. 

Moses ignores completely the contribution of advertising in general and of 
outdoor advertising specifically to our economic welfare. He also ignores the 
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continuous and successful efforts made in recent years by the outdoor industry 
in voluntarily controlling their medium in terms of taste, crowding and location. 
He ignores the fact that the vast majority of American consumers do not share 
the opinion of the few who carry on a continuous esthetic crusade against 
outdoor advertising. Advertisers would hardly use a medium that, because of 
public objection, would redound against them. Incidentally, an American public 
that will accept in its living room, via television, a depiction of the gastronomical 
tract down which the aspirin tablets flow is again evidently not composed of 
esthetes of the Moses caliber. 

There are several points that need to be made about Moses’ proposal to ban 
by legislation outdoor advertising along the new highways. First, everyone in 
advertising—especially those allied with an advertising medium other than out- 
door—should take the Moses proposal as a reflection on the whole advertising 
business. He recognizes no economic contribution of it, while his fundamental 
complaint is one that could be leveled at many other mediums. 

Today the important job advertising has to do—and outdoor is an important 
segment of advertising as a whole—is to see that this Nation’s productivity is 
consumed. Advertising today is a necessity as we seek to maintain prosperity 
in the face of communistic hopes that capitalism will collapse. 

On the other hand, the outdoor-advertising industry, more than ever, has. to 
exert vigilance, good taste and regard for minority opinion if it is to stave off 
legislation being pushed by a minority that evidently has a fanatical zeal in 
its makeup. 

ELDRIDGE Pretrerson, Publisher. 





SMALL BUSINESSES DEPEND ON Highway Aps 


Motel owners.—100 percent of motel income comes from motorists, according 
to the American Motor Hotel Association. 

Hotel proprietors.—s82 percent of hotel income comes from motorists, accord- 
ing to the American Hotel Association. 

Restaurant owners.—33 percent or every third dollar spent in public restau- 
rants goes to a highway businessman, according to the National Restaurant 
Assotiation. 

Automobile service station operators.—Close to 90 percent of service station 
purchases are for highway purposes, according to the American Petroleum In- 
dustries Committee. 





Signs MAKE MOoTORING SAFER 


On the highway: “The Michigan study shows that the accident problem on 
the route studied is not one of driver attention diverted by advertising signs. 

“* * * Advertising signs were * * * found to be slightly beneficial, if show- 
ing any relationship at all, in reducing accidents.” 

In the laboratory: “* * * The laboratory results showed that numerous signs 
in the driver’s field of vision in no way influenced efficiency at the wheel ad- 
versely, and in fact seemed slightly beneficial. The difference was about 10 
percent in favor of conditions with signs.” 

Conclusion: “* * * The studies each confirm that there is no significant re- 
lationship shown between outdoor advertising sigus and highway accidents. 

“* * * The evidence, if any, is slightly in favor of having something along 
the highway to arouse the motorist and keep him alerted.” 





[Chicago Sun-Times, Sunday, February 10, 1957] 
Hieuiway SigNs Herp Prevent Highway “Hypnosis’—ANpD ACCIDENTS 


“* * * Tack of billboards and other ‘stimuli’ normally present in driving 
create an atmosphere in which many drivers are likely to forget the normal 
hazards of driving. 

“* * * Reading road signs—if there are any—is one way (to avoid hyp- 
nosis). 
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PuBLic Supports Highway Aps 


SURVEY BY VIRGINIA DEPARTMENT OF HIGHWAYS 


Only known public opinion poll by State highway group intended to determine 
if motorists are “for” or “against” highway advertising. 
No objection, 70 percent. 

Minor objections or opposed, 30 percent. 


Senator Gore. Senator Lucas, the committee is pleased and honored 
to have you appear. 









STATEMENT OF HON. SCOTT W. LUCAS, WASHINGTON, D. C. 







Mr. Lucas. Thank you, Mr. Chairman. 

Gentlemen of the committee, my name is Scott W. Lucas. Iam a 
practicing attorney, with offices at 1025 Connecticut Avenue NW., 
Washington, D. C. I am here on behalf of the Roadside Business 
Assoc iation, a national organization composed of thousands of mem- 
bers all over the United “States, whose purpose is to advance the 
business interests of those engaged in commercial enterprises on 
private land adjacent to public highways. 

It is always a pleasure for a former Member of the Senate to appear 
before a committee of that body, and it is especially a source of grati- 
fication to me to appear today before this Subcommittee on Roads 
of the Public Works Committee. I say this not only because of my 
profound respect and admiration for all the members of this sub- 
committee, but also because I am firmly convinced that what this 
committee did in reporting out and seeing to its ultimate passage last 
year of the Federal-Aid Highway Act of 1956 was one of the most 
monumental and outstanding achievements in this generation. 

I might say that paragraph A of section 108 of the present bill 
speaks ‘of its primary importance to national defense, of course as 
you gentlemen all know. 

Obviously, any program of the magnitude called for by that law 
41,000 miles of highways, expenditures of approximately $30 billion, 
with more than a decade of work involved—is a breathtaking one. 
I do not want to get into the subject of my testimony without paying 
my compliments ‘and extending my congratulations to those of you 
who are so directly responsible for such a needed program. 

When I started to prepare my testimony for today’s hearings, I 
directed my attention to Senator Neuberger’s bill, S. 963. In fact, 
the official notice of the hearing called for hearings on S. 963. How- 
ever, since the hearings began, the distinguished Secretary of Com- 
merce, Mr. Weeks, who a with me in the Senate and who is a 
long-time friend of mine, has testified and has submitted a draft 
of what may be termed the “administration” bill. Therefore, with 
your permission, I should like to direct my comments to both S. 963 
and the administration measure. 


































SENATOR NEUBERGER’S BILL 
This bill directs the Secretary of Commerce to prepare and pub- 
lish a national policy for the protection of scenic beauty and safety 
of travel on the National System of Interstate and Defense High- 


ways. This policy, which calls for the control of signs within 500 
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feet of the rights-of-way comprising the system, is to be such as to 
limit signs to three types; those necessary for highway information 
and directions; those advertising property adjacent to the highway 
for sale or lease; and those advertising services available to the mo- 
torists on premises in commercial areas adjacent to and accessible 
from such highways. Under the bill, these standards are to be 
applicable on federally owned or controlled lands. On land under 
control of the States, these standards are advisory only, but if a 
State elects to accept these standards, then the cost of purchasing 
the advertising rights within 500 feet of the rights-of-way will be 
includable in the highway costs, and 90 percent of this cost will be 
reimbursable from Federal funds. 

The purpose of the Federal-Aid Highway Act of 1956 is to con- 
struct, reconstruct, or improve the highways. Obviously, money spent 
to acquire interests in land to prevent advertising is not money spent 
for construction, reconstruction, or improvement of the highways. It 
is a complete distortion of the purposes of the law. Those of you 
who spent so many wearisome hours in framing and putting through 
this law are now going to find it necessary to reexamine the premises 
on which the measure was sold to you, and on which you sold it to 
the people. Make no mistake about it, Mr. Chairman and members 
of the subcommittee, neither the Neuberger bill nor the administra- 
tion measure has any direct relationship to the construction, recon- 
struction, or improvement of the highways. ‘They are anti-highway- 
advertising measures, pure and simple. It is no wonder that the 
chairman of this subcommittee, Senator Gore, was moved to remark 
in May of 1955, when a similar amendment by Senator Neuberger 
was before the Senate: 

It may be that the committee has erred in including a provision which is 
extraneous to highway legislation. 

Mr. Chairman, I certainly want to concur with this statement, and, 
in this connection, I am reminded that when the distinguished chair- 
man of this committee held hearings early this year on the progress 
that liacl been made under the law since its passage last year, he ex- 
pressed some concern at the lack of speed with which that program 
Was moving. 

Mr. Chairman, the legislation by the States which will inevitably 
be necessary in order for the States to indicate that they wish to 
adopt the Federal standards, and the litigation which is inevitably 
the result of that type of legislation, will consume years. You will 
be faced with the double specter of a slowly moving program and 
the concomitant mereases in costs which flow from those delays. 

This delay is not only inevitably under Senator Neuberger’s bill, 
it is implicit in the administration bill, You will recall that one 
day this week, Secretary Weeks admitted that it may be necessary in 
some States to amend the State constitutions in order to validate this 
type of legislation. 

Under the administration bill, and its primary resort to the use of 
the police power for esthetic purposes, the litigation would be end- 
less, the legislation would be more difficult and time consuming, and 
necessary amendments to the State constitutions would take years 
and years, if adopted at all. I can easily visualize the slow process 
of litigation going through all the State courts and finally coming 
up to the United States Supreme Court. ; 
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And, speaking of costs, I challenge anyone to give this committee 
any idea of what this bill would cost. In this respect, I agree with 
the administration witnesses that the costs under this bill are not 
computable. It is obviously impossible to estimate: In the first place, 
because no one knows how many States will elect to conform to the 
Secretary’s standards; and, secondly, no one knows how much it 
would cost for any one State which does make the election to acquire 
the advertising interests in the land. What we do know, however, 
is, that under this bill you are asked to approve expenditures in an 
unlimited and unknown amount. And with what results! Either 
there will be a serious curtailment of the size of the program or, if 
the program is to remain the same, there must be increased taxes to 
provide for the cost. Whichever alternative is necessary, I respect- 
fully submit it is again a distortion of what this committee provided 
for, as witness its report (Rept. No. 1965 of May 10, 1956) on the 
Federal-Aid Highway Act of 1956, where the committee said: 


This expansion of the Interstate Highway System, insofar as the estimated 
costs are concerned, will permit the proposed financing to match the authoriza- 
tions and keep the financing and construction programs in balance. 

I should think that the injection of the Federal Government into 
this field is predicated on the theory of a national policy. That, ap- 
parently, is Senator Neuberger’s theory insofar as his bill directs 
the Secretary of Commerce to prepare such a policy. The basis of a 
national policy is uniformity. Yet, under S. 963, the administration 
of the anti-highway advertising measure must, of necessity, be non- 
uniform, since by the. terms of the bill some States may elect to ob- 
serve the national policy and others may not. And even as to the 
administration bill, responsive to Senator Neuberger’s question, 
Highway Administrator Tallamy admitted only last Monday that 
the outdoor advertising situation could be different from State to 
State. 

Mr. Chairman and members of the subcommittee, having served in 
both the House and the Senate, I believe that I am sensitive, as I 
know all of you are, to measures which, however innocent sounding 
they may be, and however confining in their effect they may appear to 
be, nevertheless carry implications for what they do not say as much 
as for what they do say. I tell you in all honesty that a proposal to 
eliminate outdoor advertising carries with it the entering wedge to- 
ward elimination of other forms of advertising. In this connection, 
let me read you a paragraph from an editorial that appeared in 
Printer’s Ink (a national business publication for all forms of advertis- 
ing) on January 25, 1957: 

[Robert] Moses ignores completely the contribution of advertising, in gen- 
eral, and of outdoor advertising, specifically, to our economic welfare. He 
also ignores the continuous and successful efforts made in recent years by the 
outdoor industry in voluntarily controlling their medium in terms of taste, 
crowding, and location. He ignores the fact that the vast majority of American 
consumers do not share the opinion of the few who carry on a continuous esthetic 
crusade against outdoor advertising. Advertisers would hardly use a medium 
that, because of public objection, would redound against them. Incidentally, an 
American public that will accept in its living room, via television, a depiction 
of the gastronomical tract down which the aspirin tablets flow is again evi- 
dently not composed of esthetes of the Moses caliber. 

I am reminded, in this connection, that Secretary Weeks advised 
this committee the other day that almost all the press supports some 
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form of highway advertising limitation—hardly an astounding phe- 
nomenon in view of the fact that this segment of the press is behind 
a movement to restrict, if not eliminate, a competing medium of adver- 
tising. It should not be assumed, incidentally, that all the press is 
against outdoor advertising. Attached to my statement is a booklet 
containing some press comment on the campaign to outlaw highway 
signs, including t the entire Printer’s Ink editorial to which I have just 
referred, as well as the editorial in the Wall Street Journal, to which 

1 shall make reference in a moment. 

This entering-wedge argument is not an illusory one. In 1955 when 
Senator Neuberger’s similar amendment was being considered, here 
is what Senator Potter of Michigan said: 

There has been a certain amount of activity of late in behalf of Federal regu- 
lation of other types of advertising. I refer to television advertising. What I 
fear in connection with this whole subject is that a law limiting billboard adver- 
tising may well be the camel’s nose under the tent flap, and may very well 
result in further encroachment by the Federal Government in the field of regu- 
lating advertising. 

I have earlier mentioned the question of esthetics, and have sug- 

gested that the proponents of the Neuberger bill are less interested in 
esthetics than they are in opposing outdoor advertising. I think this 
is demonstrably true. Under the Neuberger bill, it is possible to have 
the most disreputable- looking, ugly, dilapidated farm outbuildings, 
chicken ranches, factories, pig sties, junkyards, mining operations— 
all immediately abutting the highways, and there w onthe be no viola- 
tion of the Neuberger bill. Only highway advertising, no matter how 
attractively designed, no matter how much a public service is being 
rendered by it, no matter what small businesses depend on it—would 
be outlawed by the Neuberger bill. Where do esthetics fit into this 
picture? Does a junkyard enhance cultural enjoyment, and does a 
billboard advertising a motel, without which advertising the motel 
would wither for want of patronage, offend the sensitive cultural 
values? I have not used the motel as a wild example. The long-range 
effects of the legislation would cause the closing of many existing 
motels, roadside ‘restaurants, service stations and other firms provid- 
ing facilities along America’s highways. The proposed law would 
deny these businessmen the right to earn a living and force them to 
fold up because advertising that reaches and attracts their customers 
is the lifeblood of these businesses. Unless they can tell the motorist 
what they have to offer and where, they must go out of business. 

Gentlemen of the subcommittee, don’t underestimate the size of 
highway business, Total annual sana of sales of firms serving high- 
way users in the United States is now $25 billion, or 1 out of every 16 
dollars spent in the Nation. More a 3 million people work in 
these business places. They make up between 3 and 4 percent of 
the total labor force in the country. That may be slightly low. The 
apn: payroll for this group of persons serving the pablic is about 

7 billion. Practically all of these laboring people are taxpayers, 
Me Chairman. And we need apparently a good deal of money today 
to run this Government. 

Travelers purchasing the products and services of the businesses 
have made the tourist business the leading industry in Florida, New 
Mexico, and Nevada. It is the second largest business in such States 
as New York, California, New Hampshire, Texas, Maryland, Ken- 
tucky, and Michigan. 
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Although the volume of the business is great, this volume is made 
up of thousands of small businesses. I am not oversimplifying it 
when I tell you that an antibillboard measure like Senator Neuber- 
ger’s is an anti-small-business measure. Do you realize that under 
the Neuberger bill or the administration bill it is possible to put up 
a huge, well-lighted, expensive sign just outside the regulated strip? 
That does not violate the Neuberger standards. But who, except big 
business, can afford the investment in that kind of sign? Yet the 
developments in the art of billboard advertising, in lettering and in 
lighting, are such that it is easily possible, at a high enough cost, to be 
sure, to erect such billboards, clearly visible from the highway. But 
apparently such signs, being outside the regulated strip from the 
highway, are esthetically satisfactory. 

Mr. Chairman, leaving the manuscript for a moment, I have a pic- 
ture someplace here with one of my people, Se a billboard being 
erected in Detroit at the present time eight stories high, at an exorbi- 
tant cost. That is exactly what can happen with those who have the 
money to provide that type of billboard. While the little fellow in 
your country and my country, who is trying to keep up his country 
store, oe up 3 or 4 signs down the highway to recommend his store 
and what he has in that store, will absolutely be eliminated from 
this picture if the Neuberger bill passes. 

Some time ago, Lewis G. Hines, an executive of the American Fed- 
eration of Labor, pointed out the workingman’s stand on this point, 
in this way: 

The common argument that outdoor advertising structures mar the scenery 
and detract from the pleasure of travel might be advanced against factory 
buildings, railroad tracks, and structures, telephones and other essentials, 
utilitarian objects which add nothing to the scenic view. Yet no one in his 
right mind would suggest that these structures should be sacrificed to the 
delicate sensitivities of those who—while riding the manmade highways in 
their factory-made automobiles, and depending for the creature comforts and 
necessities of travel upon highway enterprises—deplore the manner in which 
the industry of man has altered the face of nature. 

The forest primeval was a spectacle of beauty, but it did not support, in its 
natural state, a very high standard of living. There are many areas of the 
world today where the raw scenery is unsurpassed, but where poverty reigns 
and the natives are too engaged in the difficult task of providing for their daily 
needs to enjoy the view. 

Were it not for well-to-do American tourists who have derived the leisure 
and the means for travel from the products of their unscenic and strictly utili- 
tarian domestic enterprises, these scenic wonders would be a visual waste— 
unappreciated as well as unserviceable. 

Though America was bountifully endowed by nature, in the last analysis it 
was the labor and industry of men which made this country prosperous and 
great—and not its scenic glamor. 

Mr. Chairman and members of the subcommittee, you all come from 
States where it is clear that a substantial portion of the highways will 
pass farmlands whose owners will receive a substantial annual income 
from the rental of the area occupied by signs. What is the justifica- 
tion for removing a source of cash income to adjacent landowners 
for the rental of otherwise unproductive land? On February 20 the 
Wall Street Journal carried an editorial on this subject, which elicited 
a letter to the editor appearing in its March 5 issue. With your 
permission, I should like to read a portion of this letter: 


Yet, when we say that highway billboard advertisers are in disfavor with us, 
I wonder if we aren’t overlooking something. Agreed that some billboards 
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offend our taste—so do certain television programs and, indeed, television 
commercials ; but we would not deny the right of the advertiser to present the 
program, or use the commercial, would we? Maybe I am simplifying it too 
much, but the point I want to make is that these billboards are not on public 
property—they are on some farmer’s land. The scenery that we enjoy so much 
ddées not belong to us, or to the State, nor to the Federal Government—unless we 
happen to be in a State park or a:national park. No, this scenery belongs to 
the farmer. 


Now, isn’t it possible that we are perhaps overstepping our bounds when we 
would say to the farmer, “You must not have billboards on your property.” 
Aren’t we also saying, “Furthermore, we don’t want you to have the extra 
income from the rentals thereof” ? 

A very sensible letter, Mr. Chairman. 

Mr. Chiaivtnan and members of the subcommittee, much has been 
made of the argument of safety. Senator Neuberger’s bill even in- 
cludes safety of travel as a purpose of the national policy which his 
bill calls for. Let me make this categorical statement: There is 
absolutely no published evidence that we can find available that road 
signs are contributing factors in accidents. On the contrary, the 
only scientific study that has ever been made on this subject comes to 
the opposite conclusion. 

Attached to my statement is a reprint of an article “Do Road Signs 
Affect Accidents?”, printed by the Eno Foundation for Highway 
Traffic Control, Inc., and written by Dr. A. R. Lauer, professor of 
psychology and director of the driving laboratory at Iowa State Col- 
ege (incidentally, formerly with the Bureau of Public Roads) and 
Mr. J. Carl McMonagle, director of the planning and traffic division 
of the Michigan State Highway Department (a member of the Presi- 
dent’s Highway Safety Conference). I quote below two paragraphs 
from this study : 


Briefly summarized, the laboratory results showed that numerous signs in the 
driver’s field of vision in no way influenced effiicency at the wheel adversely, and 
in fact’ Seemed slightly beneficial. The difference was about 10 percent in favor 
of conditions with signs. 


It was also noteworthy that the driver would notice as Many or more other 
objects and features of the landscape when the signs were present as when they 
were absent. In other words, the theory that various signs along the highway 
will detract from the natural beauty does not seem to hold. A person will observe 
and keep in mind what appears to him as the most interesting stimuli along the 
highway regardless of the frequency and density of distribution within the limits 
studied. 

I understand that one or both of these gentlemen may or have testi- 
fied at this hearing. At this point, I only wish to urge this committee 
to apply the same standards of objectivity on this point that has been 
the uniform practice of this committee on all points, and such objectiv- 
ity will bear out my contention that the only authentic, reliable studies 
which have been made in this field have concluded that outdoor adver- 
tising has no relation to accident-causation whatsoever. If there is 
anything on that, Mr. Chairman, we haven't been able to find it. 


ADMINISTRATION MEASURE 


The heart of the administration measure is its first section which in 
effect says that if the agreement for the construction of the project 
entered into between the Secretary of Commerce and the State highway 
department contains a clause in which the State agrees to control ad- 
vertising on all lands adjacent to the project in a manner set out later, 
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then that State will get the 90 percent Federal share; and if the agree- 
ment does not contain this provision, then the State gets only 85 
prnertty and must raise 15 percent instead of 10 percent as its share. 

challenge the statement, Mr, Chairman, that a highway commissioner 
can enter into any such agreement without legislative approval and 
approval with the Governor of the State. 

The control of the advertising referred to is this: There can be no 
advertising signs that can be seen from the Interstate System within 

750 feet of the nearest edge of the paved surface of the main traveled 
way of the Interstate System, except directional signs, signs advertis- 
ing the sale or lease of property upon which the signs are located, and, 
finally, signs upon land that is actually zoned industrial or commercial. 
Of course, a sign 755 feet away, regardless of its appearance, does not 
offend either the esthetics of the administration or the safety of the 
highway user. Of course, a mining operation conducted immediately 
adjacent to the highway does not offend the esthetics of the adminis- 
tration or the safety of the highway user. Of course, a sign, no matter 
how blatant and raucous, which advertises on-premises services does 
not offend the esthetics of the administration or the safety of the 
highway user. Of course, “for sale” signs, no matter how big, how 
frequent, or where located, do not offend the esthetics of the adminis- 
tration or the safety of the highway user. But an attractive sign, 
the lifeblood of a small business off the highway, is offensive to the 
administration’s sense of esthetics and a traffic hazard. Gentlemen, 
I ask you in all seriousness what distorted sense of values inspired the 
sponsors of this bill to offer such a monstrosity for your considera- 
tion? Asa matter of fact, it is even worse because the fourth excep- 
tion under the administration’ S measure, signs upon land that actually 
is zoned industrial or commercial, is the most blatant anti-small- bust- 
ness provision that has ever been presented by any administration. 
Only the biggest companies, only the biggest advertisers, only the 
wealthiest corporations, can possibly afford signs on that type of 
limited, and therefore expensive, land. If ever there was a clear 
abdication to big business, this is. And even without regard to 
exception 4’s favoring big ’ business, that exception allows, in fact, 
encourages, the clustering of signs in those areas zoned for industrial 
and commercial purposes. 

Parenthetically, I might add that under both the Neuberger bill 
and the administration measure, the many attractive public-service 
signs dealing with Red Cross, Community Chest, and Cancer Fund 
campaigns, for example, would also be prohibited. 

Early in 1944 there was submitted to the House Committee on Roads 
a report of the National Interregional Highway Committee, outlining 
and recommending a National “System of Interregional Highways. 
One of the recommendations in that report was that the Federal Gov- 
ernment should require the States to have 300-foot widths for high- 
ways, so that there would be hundred-foot marginal strips on either 
side of the roadbed. When the Federal-Aid Highway Act of 1944 
was being considered in the House of Representatives, this provision 
occasioned considerable concern, and Congressman Randolph offered 
an amendment which was accepted and which is in the law today, to 
the effect— 


that the Commissioner of Public Roads shall not, as a condition of approval of 
any project for Federal aid hereunder, require any State to acquire title to or 
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control of any marginal land along the proposed highway, in addition to that 
reasonably necessary for road surfaces, median strips, gutters, ditches, and side 
slopes. 

Tn urging this amendment, Congressman Randolph pointed out that 
it was supported by the A. F. of i the Grange, the Highway Property 
Owners’ Association, and the Farm Bureau. Congressman Ran- 
dolph’s statement pointed out that the effect of his amendment was— 
simply to prevent Federal-aid to highways from being used as a club to force 


State action and legislation—a purpose for which Federal aid was never intended 
to be used. 


He went on to say: 


Certainly it would cause much public resentment to have a Federal official use 
his veto power for the purpose of forcing States to take action, or to pass laws 
designed to carry out his ideas, especially where such ideas deal with a very 
controversial matter which has not been submitted to nor approved by the Federal 
Congress. 

Certainly, Mr. Chairman, speaking off the record for a moment, 
the question of taking land for esthetic purposes is one that has never 
been tested, at least that I can find, and one that will cause considerable 
trouble in the courts ahead, 

I mention this because it has been a matter of congressional policy 
since 1944 that under no circumstances can the Federal-aid highway 
program be used to force State action. That has been Congress’s 
policy on the roads program since 1944, as it is, or should be, on all 
Federal-aid programs. 

I now call to your attention the innocuous-appearing language in 
section 1 of the administration measure: 

Notwithstanding * * * the provisions of section 2 of the Federal-Aid Highway 
Act of 1944— 
et cetera. What this language does is to make for a complete reversal 
of the congressional policy, as expressed in the 1944 law. Putting it 
differently, what it says is that although the 1944 law says that ‘the 
Government was not to condition aid for the highways on State action, 
this measure is going to condition aid on State action; therefore, it is 
necessary to make the 1944 policy statement by Congress inoperative. 
Incidentally, Secretary Weeks’ section-by-section analysis of the ad- 
ministration bill does not make reference to this reversal of congres- 
sional policy accomplished by the administration bill. 

Gentlemen, I hope you are fully aware of just what this means, not 
only in connection with the highway bill, but in connection with any 
Federal-aid program. W ould. you go along with a provision in a bill 

callmg for the Federal Government to aid in the construction of 
school buildings if it contained a provision that the design of the build- 
ings must conform to certain standards prescribed by the Office of 
Education, or that the local school curriculum must conform to the 
philosophy of the national party in power? This is not a frivolous 
or far-fetched question. This is exactly what is possible. For if the 
Government through the Department of Commerce, can condition the 
maximum amount of aid to a State if it takes certain action and a 
reduced amount of aid to a State if it fails to take certain action, then 
the Government is limitless in the types of conditions and the extent 
of aid it can render, all conditioned on the States taking certain 
action. 
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You will go far before you will find as bald a purchase of State 
sovereignty as the administration bill contains. You will recall that 
both Secretary Weeks and Senator Neuberger referred to this 5 per- 
cent as a “penalty.” 

What this measure does, in brief, is to say to a State that if you 
will do what we think is right as to land which is not necessary for 
the construction or reconstruction of highways, we, the Federal Gov- 
ernment, will contribute 90 percent of the cost; however, if you are 
old-fashioned enough, stupid enough, or rich enough, not to do what 
your sister State is willing to do, why then you will get only 85 percent 
of the cost, and you must raise the additional 5 percent as the penalty 
for your independence. 

Gentlemen, it boils down to a question of States rights, and I am 
old-fashioned enough to believe that in a matter of this sort regula- 
tion of outdoor advertising is the exclusive province of the State and 
the local governments. This was also recognized when the Senate was 
considering Senator Neuberger’s amendment in May of 1955. One has 
only to read the debates in the Congressional Record on May 23, 1955, 
to see how the question of States rights loomed so large in the minds 
of the Senators, a question so persistently advanced that by unani- 
mous consent Senator Neuberger’s amendment was withdrawn. Sena- 
tor George at that time said: 

Let the States acquire the rights, if they wish to acquire them, and if they 
wish to pay for them under the condemnation laws of the States. But I do not 


wish to have the Federal Government intervene, and say what the States must 


do in reference to lands adjacent to the public highway running through the 
States. 


And a few minutes later, Senator Thye said: 


However, I should like to say to my distinguished friend from Oregon that 
1 believe the States should have the right to determine what type of billboard 
construction shall be permitted along a highway. If we begin to write into 
Federal law. in connection with Federal-aid highways, that a certain type of 
billboard cannot be constructed along a highway. we will be writing into a 
Federal act much more restrictive language than we have ever written into a 
Federal act in the past. 


I trust my good State administration and I trust the State highway com- 
missioner, and the legislative body of my State, to determine what shall be 
constructed along the highways in the State of Minnesota. 

I do not propose to burden you with any extended legal argument 

on the question of zoning. I merely want to invite your attention 
again to the fact that under the administration bill one of the excep- 
tions would be— 
signs upon land that is actually zoned industrial or commercial by zoning author- 
ities having jurisdiction thereof. 
Under section 1 of the administration bill the agreement between the 
Secretary of Commerce and the State highway department is referred 
to, in which agreement the State agrees to control advertising on all 
lands in a manner adequate to carry out the national policy. Is the 
argument seriously advanced that a State highway department can 
commit a State on zoning? How could a State highway department 
agree with the Secretary of Commerce what a county having, under 
the present State law, authority to zone in nonmetropolitan areas, 
will do or will not do? 

Nearly all States have some laws regulating outdoor advertising. 
More than one-fourth of the States have complete outdoor adver- 
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tising regulatory codes. You need look no further than neighboring 
Virginia to see how one State has been able satisfactorily to handle 
this matter. Incidentally, Virginia is one State which actually made 
a survey of the driving public’s reaction to the highway advertising 
signs and found that 70 percent of those interviewed reported no 
objections to the signs. This was done, by the way, by means of the 
highway department. 

One other point, and this I don’t believe is before you. In a com- 
munication to the House of Representatives, dated March 25, 1955, 
the Secretary of Commerce submitted an elaborate report entitled 
“Needs of the Highway System, 1955-84” (H. Doc. 120, 84th Cong.). 

According to this document, it would cost $4,700,000,000 to acquire 
the rights-of-way of the Interstate System. We have been advised 
that this figure has been revised upward to $5,500,000,000. Dividing 
this cost of the rights-of-way by 40,000 miles—the size of the Inter- 
state System—reveals that the estimated cost per mile of the rights- 
of-way is $137,500. 

In connection with the current hearings, the statement has been 
made that it would cost about $6,000 per mile to acquire the so-called 
negative easements; that is, that it would cost $6,000 per mile either 
hy purchase or condemnation to insure that the abutting property 
owners will not permit their land to be used for the erection of adver- 
tising signs. 

Let us examine these figures on the cost per acre per mile. In a 
300-foot right-of-way there are approximately 36.3 acres, which, if 
the mile costs $137,500, would make the 36.3 acres cost $3,787 per 
acre, 

With respect to the acquisition of easements for esthetic purposes 
on both sides of the right-of-way, it is proposed to acquire 1,500 feet, 
which for 1 mile would be 5 times the acreage required for the right- 
of-way, which would be approximately 181 acres. Under the $6,000 
estimate by the administration for 1 mile, this would give to the land- 
owner for perpetual easement the ridiculously low sum of $33 per 
acre. 

Gentlemen, when the State attempts to take from a farmer or other 
landowner his advertising rights for all time to come at the low figure 
of $33 per acre, then you can be assured that a battle in the courts will 
be on. The disparity between these two figures is something with 
which to conjure. I predict that instead of the $300 million the ad- 
ministration claims would be adequate to purchase these easements, 
it will take, as a minimum, $1 billion, and that isn’t hay in these days 
when everyone is clamoring for relief through the cutting of the 
budget. 

In conclusion, Mr. Chairman and members of the committee, please 
accept my very sincere thanks for your kind attention as well as your 
patience in listening to my rather extensive presentation in opposi- 
tion to measures which have far-reaching and significant national 
importance. 

Senator Gore. Thank you, Senator Lucas. 

Senator Kerr? 

Senator Kerr. Senator Lucas, you just produced some very inter- 
esting figures indicating that the opinion of the Department of Com- 
merce, the Bureau of Roads, now is that the cost of right-of-way to 
be acquired for the Interstate System will approximate an average 
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of nearly $4,000 per acre to be acquired. That can’t be for farmland, 
Senator. 

Mr. Lweas. Certainly not. That includes the entire system. 
Farmlands, and, of course, if there is any industrial land in the area, 
or commercial. 

Senator Kerr. For the cost to be anywhere near that amount they 
must have recognized what many of us have been aware of all the 
time, that very substantial portions of this right-of-way are going 
to be through highly developed urban and suburban areas. 

Mr. Lucas. I think the Senator is absolutely correct. 

Senator Kerr. There was a witness on yesterday from Oklahoma 
who called our attention to the fact that one segment of the Interstate 
System would go for miles through the city of Tulsa, Okla., which 
now has a population in excess of 250,000 people, and he referred to 
what he believed would be the tremendous cost of acquiring an adver- 
tising easement 750 feet on either side of that right-of-way. 

If the value of the property along the Interstate System is sufli- 
ciently high that the Bureau of Roads estimates the cost of acquiring 
it as going to be $4,000 or nearly $4,000 per acre, isn’t it evident that 
it is mere wishful thinking that a perpetual advertising easement can 
be acquired on the same area at $30 to $35 per acre ? 

Mr. Lucas. Senator, I agree with you, and I base my conclu- 
sion that it will cost practically three times as much on litigation of 
this character that I have been close to in my State of Illinois when 
the early hard roads went through. I know exactly how the farmers 
are going to feel that situation when they attempt to take this 
land for all time to come. 

Senator Kerr. Is the acquisition to be limited to farm areas? 

Mr. Lucas. Oh, no; not farm areas. 

Senator Kerr. But the acquisition is to be perpetual ? 

Mr. Lucas. That is correct. 

Senator Kerr. It is a well-known fact that the area adjacent to 
these roads, this Interstate System, is going to become more and more 
valuable every year from now on. 

Mr. Lucas. Mr. Tallamy admitted such in his testimony in the 
colloquy that he had with Senator Case. 

Senator Kerr. That being the situation, in the acquisition of this 
perpetual easement, appropriate consideration would of necessity 
have to be given by the purchasing agency or by a court and jury in 
fixing the value of the matter in deter mining what the compensation 
for the acquisition of that right from the owner would be. 

Mr. Lucas. Precisely so. 

Senator Kerr. I must say that my own judgment is that the esti- 
mate by the Bureau of Roads of $300 million is certainly poorly con- 
sidered and grotesquely inadequate. I am almost equally convinced 
that your estimate of $100 an acre, as contrasted to $3,500 to $4,000 an 
acre for the right-of-way, is also grotesquely inadequate. 

Mr. Lucas. I want to be very conservative, Senator Kerr, in 
my estimate. 

Senator Kerr. I can’t find fault with it. Neither can I approve 
of it. 

You referred to the small business along the highways of the Na- 
tion and indicated that they were numbered by the thousands. Yet 
you tell us that there are over 3 million people employed by them. 
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Mr. Lucas. That is correct, sir. 

Senator Kerr. Wouldn’t that indicate that they would be numbered 
by the hundreds of thousands? Or the tens of thousands certainly ? 

Mr. Lueas. I think that is a fair conclusion. 

Senator Kerr. If a proposal is effected that impairs the prosperity 
of even tens of thousands of small businesses, then you of course cannot 
conclude otherwise than that the effect of it would be anti-small 
business. 

Mr. Lucas. I so make that statement. 

Senator Kerr. You are aware of the fact that this bill provides that, 
to the extent reasonably possible, these interstate highways to be con- 
structed will follow the present routing of the designated highws ays? 

Mr. Lucas. That’s right, sir. But that isn’t the testimony in 
this record. 

Senator Kerr. That being the case, isn’t it a fact that every small 
business along these highways would have to be figured with in acquir- 
ing their rights to: advertise their own business ? 

Mr. Lucas. I would think so. 

Senator Kerr. You are a lawyer with a great deal of experience, and 
I am going to ask you a question hoping that you know the answer, 
because while I have a decided opinion on it 

Mr. Lucas. Don’t make it too difficult, Senator. 

Senator Kerr. I can’t quote the verbiage of the statute or Constitu- 
tion or cite the decision. 

Is it an accepted practice that a State or local subdivision thereof, 
which under the Constitution has the right of eminent domain, has the 
right to exercise the eminent domain provisions of the Constitution 
of the State to acquire esthetic rights or properties? 

Mr. Lucas. Senator, we have made considerable research in an 
attempt to find some kind of a case that would decide that one way or 
another. And I do not believe, Senator, that there is any case in 
point that we can find. If there is, we certainly would like to see it. 
We have done c onsiderable research on it. 

My candid opinion is, as a lawyer, that no court is going to take my 
property purely for esthetic reasons in Illinois, at least. I just can’t 
believe that they are going to take my property and say to me that 
from here on you never can 1 plac e advertising on your farm of the type 
that is recommended here in either one of these bills. I don’t think the 
courts will ever hold that. 

Senator Kerr. Every constitution that I know anything about has 
the provision that property shall not be taken from any citizen without 
due process of law. The right of eminent domain is a feature that has 
been developed in our laws, and its application is now far afield from 
any idea that was in the minds either of the Founding Fathers or of 
those who originated the eminent domain provisions. But even so, 
in the operation of the principle of.eminent domain and its applica- 
tion, it has always been with due respect and due regard to the other 
provision in the basic law that a man’s property shall not be taken 
from him without due process of law. 

Mr. Lucas. That is correct. 

Senator Kerr. I would like to know if you could visualize or 
theorize how the intangible element of man’s property, or esthetic 
value of his property, could be accurately evaluated under the require- 
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ments of the due processes of law provisions in determining either 
its specific dollar value or the proportionate value of the total title 
that it will represent. 

Mr. Lweas. I don’t see how, Senator Kerr, that it can be done. 
And I don’t believe that you can ever win this beauty contest in any 
court. I just don’t believe it. I could be wrong, but I have had con- 
siderable experience in trying lawsuits and in law work in the last 35 
or 40 years. It is just commonsense to me, Senator Kerr, that you 
can’t take my property that I have, solely on the basis of esthetics 
unless they can show more than they have shown in these two meas- 
ures that I have been discussing. 

Senator Kerr. As you contemplate the rights which these tens of 
thousands of small businesses now have to advertise their property 
and their business, and try to evaluate that damage to it by depriving 
them of the right to advertise it, wouldn’t it be a very difficult, if not 
impossible task to appropriately and adequately evaluate that part of 
the man’s property in view of the fact that the right to be acquired 
or the right lost would be one in perpetuity ? 

Mr. Lucas. I would say it would be very difficult, but I wouldn't 
say it couldn’t be done because you can always do something of that 
kind. You can always find witnesses to come in and testify in a matter 
of this kind if it ever gets that far, to a point where a jury would 
make a determination. You would be able to find witnesses who would 
be able to testify perhaps as to the value of other land where they have 
billboards upon it, the rental of those billboards and so on. 

Senator Kerr. Now you are talking about the property owner who 
rents space for an advertising sign, but not in relationship to his right 
to advertise his own business. 

Mr. Lucas. That is correct. But under these bills he has the right 
to advertise his own business as I understand it, under the Neuberger 
bill. He has the right to advertise his own business. But he can’t—— 

Senator Kerr. He doesn’t have the right to advertise his own busi- 
ness except by an advertisement on his own business. 

Mr. Lucas. That is correct. 

Senator Kerr. As of this time he has the right to advertise his 
business 10 miles away from his business. 

Mr. Lucas. That’s right. 

Senator Kerr. He would lose that right under the bill ? 

Mr. Lucas. He would lose that right. 

Senator Kerr. And he would certainly lose it under the Adminis- 
tration proposal. 

Mr. Lucas. He would lose it under the Administration bill. 

Senator Kerr. Isn’t it a part of the present value of his small busi- 
ness or his location there, the fact that he can advertise 100 miles away 
if he wants to? ’ 

Mr. Lucas. I don’t think there is any question about it. That 
would be an element to be considered by the jury whenever it came 
before the jury. 

Senator Kerr. If they failed to take it into consideration then 
wouldn’t they be failing to obey the mandate of the law that he is not 
to be deprived of his property without due process of law ? 

Mr. Luweas. I think I could go that far, sir. 

Senator Kerr. If he has the right, this would deprive him of it, 
wouldn’t it? 
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Mr. Lucas. It would, certainly. 
Senator Kerr. With reference to the fellow who owns the land but 
as of this moment doesn’t own the business on it—it just might be that 
in view of the farm policies of this administration he may have already 
lost the land—if he had not lost it to somebody else he might someday 
have hopes of farming it. But not to the extent that this would de- 
prive him of his income since it is an income that does not require his 
personal labor to continue to enable him to receive it, wouldn’t it be 
depriving the man that owned the land, ordinarily the farmer, of one 
of the most highly valued elements that there is in the evaluation of 
the property ¢ 

Mr. Lweas. It certainly would. It certainly would. 

Senator Kerr. If he has to make a bale of cotton to get $200, it 
might cost him $190 to produce his bale of cotton. As it takes 4 acres 
to produce a bale of cotton, if the Government comes in and takes 
away from him the right to rent a piece of land along a highway, 
bringing him $50 a year, that being net income, there might be some 
jury to decide that that is worth as much to him as 20 acres, devoted 
to the production of cotton, might it not ? 

Mr. Lucas. There can’t be any question about it. The fellow who 
is on low-grade land or one of these small farms, might have a couple 
of acres or 1 acre or some corner of the 2-acres that he has which would 
be more beneficial to him from an advertising standpoint than what 
his 2 acres produce. 

Senator Kerr. That being the case, wouldn’t the court or jury in 
evaluating the loss he sustained by that being taken away from him, 
have to appropriately compensate him for it ? 

Mr. Lucas. It certainly would. When you realize that you are 
taking for all time to come, as long as that highway is there, the rights 
of this individual who has land adjacent to it, to rent that for the 
purposes as described in these two bills, it is a very serious thing. 
And when you get that sort of appropriation before a court or a jury, 
they are going to look into every element and every factor in order to 
compensate that man properly. And that is why I say that the esti- 
mate of the administration of the cost of $300 million to acquire these 
negative easements is far too low. It will be nearer $1 billion, if not 
more than that. 

Senator Kerr. I would like to ask you a question about the bill 
itself. 

Section 108, paragraph A, Public Law 627, 84th Congress, reads as 
follows: 

It is hereby declared to be essential to the national interest to provide for the 
early completion of the National System of Interstate Highways as authorized 
and designated in accordance with section 7 of the Federal Highway Act of 1944. 
It is the intent of the Congress that the Interstate System be completed as nearly 
as practicable over a 13-year period and that the entire system in all the States 
be brought to simultaneous completion. Because of its primary importance 
to the national defense, the name of such system is hereby changed to the 
Natinal System of Interstate and Defense Highways. 

Have you studied the bill before us seeking to determine its contribu- 
tion to the national defense? I mean the Neuberger bill or the admin- 
istration proposal ? 

Mr. Lucas. Senator, I cant’ see how either one of the bills would 
make any contribution to the national defense. 
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Senator Kerr. Are you aware of how much of the present budget of 
$70 billion, slightly more or less per year of the Federal Government 
is required to pay the cost of national defense, past, present, and 
future ? 

Mr. Lucas. It is about 85 percent of it, as I recall. It was when I 
was in the Senate. 

Senator Kerr. I believe it is about 85 percent. I think that is right. 
Interpreted in terms that anybody can understand, that’s a lot of 
dough. 

Mr. Lucas. That is quite a little money. 

Senator Kerr. And this National System of Interstate and Defense 
Highways is going to cost, in the next 13 years, both the States and 
the Federal Government, I believe the amount has been estimated to be 
$30 billion. 

Mr. Lucas. That was the amount estimated I think at the time the 
bill was passed. But I think that was raised since that time. And 
the way things are going, I think it will continue to be raised. 

Senator Kerr. That was to cover a system, I believe, of 40 or 41 
thousand miles. 

Mr. Lucas. That’s right. 

Senator Kerr. You are aware of the fact that there is great pressure 
even now to extend that authorization several thousand miles addi- 
tionally ¢ 

Mr. Lucas. Yes. sir, Il am aware of that through the newspapers. 

Senator Kerr. The committee is aware of it by reason of the testi- 
mony brought here by representatives of the Department of Com- 
merce and the Bureau of Roads, indicating what I believe will be a 
result before this 13-vear program has been carried out of an increase 
of 20 to 30 thousand miles, and which, of course, will add propor- 
tionately to the total cost of this System. 

I believe that it is recognized by the committee and by the Congress 
and by the people that this enormous program of this great cost, of 
which the Federal Government is paying 90 percent, was justified, and 
especially the Federal Government’s payment of 90 percent of the cost 
on the basis of its contribution to national defense. 

Mr. Lucas. Yes, sir. 

Senator Kerr. I would like repeat the question. Can you tell this 
committee any contribution to national defense that either the Neu- 
berger or the administration proposal would make ? 

Mr. Lucas. Senator Kerr, I can think of absolutely none. 

Senator Kerr. You recognize that it is necessary for the national 
defense that people continue to be able to pay taxes 

Mr. Lucas. That is correct. 

Senator Kerr (continuing). Required to raise an income, a Fed- 
eral take of about $70 billion a year, of which about 85 percent is 
devoted to national defense, both past, present, and future. 

Mr. Lucas. Yes, sir. 

Senator Kerr. It would seem appropriate to me, and IT wonder if 
you would agree with it. that in the operation of the facility built 
to promote the national defense, it be operated in such a way that all 
connected with or affected by it would have their ability to pay their 
taxes and make their contribution to the cost of this national defense. 
either increased or strengthened and not impaired. 
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Mr. Lucas. That’s right. Either one of these bills would do just 
the opposite. 

Senator Kerr. I want to say to the witness that I have agreed with 
him. I have taken a good deal more time, Mr. Chairman, than I 
should have, but felt this was the appropriate place to do it. 

Senator Gorn. It is now 10 minutes past 12. 

Senator Lucas, Senator Neuberger has advised the Chair that he 
would like to submit a series of questions to you. Perhaps other mem- 
bers would like to do so. Would it be convenient for you to return to 
the witness stand at 9: 30 Tuesday morning ? 

Mr. Lucas. Senator, I am here at your command. I will be here 
Tuesday morning. I hope the Senator from Oregon doesn’t think up 
too many questions between now and then. 


Senator Neusercer. If I use just the ones that I have now, there 
will be quite a few. 


Senator Gore. The committee stands adjourned until 9:30 Tues- 
da 


y- 
(Additional statements received are as follows :) 


OrEGON Motor Court ASSOCIATION, 


Portland, Oreg., March 15, 1957. 
Hon. Ricuarp L, NEUBERGER, 


Senate Office Building, Washington, D. C. 


Dear SENATOR NEUBERGER: We appreciate your letter of March 6, regarding 
billboard and sign regulation along the new Interstate Highway System—which 
in Oregon is U. 8S. 99 and U. S. 30 east of Portland—as proposed in your bill, 
8. 963. 

Among our reasons for alarm and dissatisfaction with S. 963, or any similar 
type of legislation including such points, are: 

A-1. We estimate that 80 percent of the traffic enters Oregon by either U. 8S. 
99 or U. S. 30, or uses both—and especially, 95 percent of out-of-State tourists 
enter by those roads. 

A-2. Of all motels, trailer parks, and resorts in Oregon, 62 percent are on or 
reached by the Interstate Highway System, depending upon it for feeder traffic. 
Many of these established businesses now on the highways, representing mil- 
lions of dollars in business property investment and including the life savings 
of many individual Oregon families in business, will be bypassed and no longer 
in view of the traffic they are designed to serve. 

A-3. The business of many other tourist accommodation establishments in 
Oregon depends, and will continue to depend, upon winning travelers off the 
Interstate System into other highways throughout the State. 

A-4. Tourists and citizens alike, who are driving through country strange to 
them, earnestly desire or urgently need attractive informational signs about 
facilities, services, attractions available nearby or in a reasonable area. 

B-1. Official highway department directional signs (where to turn off) never 
have provided sufficient information and appeal for travelers and tourists. 

B-2. New businesses, while not permitted direct access to the new Interstate 
System, are springing up on the edge of “clover leafs” and beside other access 
roads within view of the freeways, competing with long-established businesses. 

Specifically, Senator Neuberger, in our opinion, S. 963 is unsatisfactory as 
follows: 

Lines 10, 11, and 12, page 2, limit signs to those “located in commercial areas 
adjacent to and accessible from such highways and advertising a business con- 
ducted on premises in the commercial areas.” 

C-1. The provision limiting roadside advertising to signs in commercial areas 
and then only if the business premises are in that district, which is adjacent 
to the highway, is severely and unduly restrictive, because superimposed on 
the Federal limitations are the tight restrictions of the present State law, and 
city and county zoning laws. Such extreme pyramiding of restriction will 
annihilate roadside business. 

C-2. Tourists traveling at high speed need generous warning, some distance 
away so that they can decide to turn or stop, and then have time to turn or 
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stop. This usually means several miles before reaching a commercial area or 
the access road leading to it. 

C-3. Many resorts, motels, and trailer parks are located far outside of com- 
mercial areas, accessible only through rural turnoffs. 

There is practically no other way in which roadside business, including tour- 
ist accommodations, may inform travelers of its existence, giving sufficient time 
for drivers to slow down and turn in for facilities and services that they, the 
drivers, the general public, desire. 

The motels, resorts, and trailer parks of Oregon do appreciate the wishes and 
need to control signs and billboards and to maintain the natural beauties of 
the country along the highways of the State. Scenic beauty is a major part of 
our stock in trade. We recognize that there are many unnecessary or poorly 
maintained billboards and signs in existence. However, we strongly feel that 
this is a matter to be controlled by the State—under home rule. 

In the 1955 session of the Oregon State Legislature, Senator Neuberger, the 
Oregon Motor Court Association cooperated in developing a highway advertis- 
ing control law, now in effect as chapter 377, O. R. 8., and administered by 
the Oregon State Bureau of Labor. We are working with the current legisla- 
tive session to improve that law. 

Again we ask that proposals for the control of advertising along the Inter- 
state Highway System shall not prohibit roadside business advertising, not 
only of businesses adjacent to the highways but also those which may be acces- 
sible from the highways even though some distance away. We urge you to 
advocate only limitations or control which will enable the small-business man 
to continue to serve the tourist and which will provide tourists with needed 
and desired information to the end that our tourist trade, your State’s third 
largest industry, shall not be curtailed. 

Yours very truly, 
H. Ray HENDERSON, 
Executive Secretary. 


UNITED STATES SENATE, 
COMMITTEE ON PUBLIC WorRKs, 
March 8, 1957. 
Hon. Spessarp L. HoLiaAnp, 
Senate Office Building, 
Washington, D.C. 

Dear SENATOR HoLitaNp: The subcommittee on public roads has scheduled 
hearings for the week beginning March 18 on legislative proposals relative to the 
regulation of outdoor advertising along the rights-of-way of the new Interstate 
Highways. 

In accordance with your request I will be glad to have the telegram of Mrs. 
Melville Hall incorporated in the record of the hearings when they are printed. 

I appreciate very much your bringing Mrs. Hall’s telegram to the attention of 
the subcommittee. 

Sincerely yours, 
ALBERT GORE. 


UNITED STATES SENATE, 
COMMITTEE ON APPROPRIATIONS, 
March 6, 1957. 
Hon. ALBERT GORE, 
Chairman, Subcommittee on Public Roads, 
Senate Public Works Committee, 
Washington, D. C. 

My Dear Senator: At the request of Mrs. Melville Hall, roadside development 
chairman, Florida Federation of Garden Clubs, Zephyrills, Fla., I enclose 
herewith the original telegram I have just received from her, which is self- 
explanatory. 
da I hope you will place this telegram in the record of the hearings at the proper 

me. 

With kindest personal regards, I remain 

Yours faithfully, 


Spessarp L. HoLLaNnp. 
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ZEPHYRHILLS, Fia., March 5, 1957. 
United States Senator Sprssarp L. HOLLAND, 
Washington, D. C.: 

If bill 963 with hearing before Senator Gore’s subcommittee on roadsides, 
room 412, Senate Office Building March 4 to 6 concerns construction of the 
$50 billion National Interstate and Defense Highway System which will tra- 
verse rural and urban areas along the 41,000 mile network please place Florida 
Federation of Garden Clubs with 27,000 members on record as strongly urging 
protecting these new roadsides from ruination by uncontrolled roadside develop- 
ment through legislation prohibiting placement of billboards and advertising 
signs within 500 feet of the right-of-way. 







































Mrs. MELVILLE HALL, 
Roadside Development Chairman, 






UNITED STATES SENATE, 
COMMITTEE ON PuBLIC WORKS, 
February 6, 1957, 
Mr. Frep M. PAcKArp, 
Executive Secretary, National Parks Association, 
Washington 7, D. C. 


Deak Mr. PackarpD: This will acknowledge receipt of your letter dated Janu- 
ary 30, 1957, expressing your interest in support of the provisions of Senate 
bill 963 relating to the control of advertising on federally owned or controlled 
lands adjacent to the National System of Interstate Highways. I shall be 
glad to see that your letter is included in the record of hearings on this bill as 
you request. 

Sincerely yours, 
DENNIS CHAVEZ, 
Chairman, Committee on Public Works. 






NATIONAL ParKs ASSOCIATION, 
Washington, D. C., January 10, 1957. 
S. 963. 
Senator DENNIS CHAVEZ, 
Chairman, Committee on Public Works, 
United States Senate, Washington, D. C. 


Dear SENATOR CHAVEZ: We have read Commissioner Robert Moses’ article 
in Harper’s discussing desirable provisions to be applied to the Federal Highway 
Act of 1956 and urge your committee to consider his recommendations carefully. 

We are especially impressed by the need for determination of rigid standards 
to insure the new highways are protected from the blight of billboards, unsightly 
marginal developments, and other activities that would convert the original 
natural scene into artificial slum conditions. Planned coordination between Fed- 
eral and State laws and regulations should lead to the maximum of beauty 
preserved for the benefit of all the people. There is abundant precedent for such 
action, and convincing evidence of its value, as well as of the undesirable results 
of failure to protect highways from such misuse. To illustrate the need, the 
members of your committee have but to drive over Route 40 north of Baltimore 
to see how a road that was initially a pleasure to use has become a repellent 
series of ugly annoyances because of the lack of adequate controls. 

We are also in accord with Commissioner Moses’ point that the Federal High- 
way Act of 1940 authorized acquisition of lands adjacent to highways built with 
Federal funds to preserve the natural beauty through which the highways pass. 
Inclusion of such a provision in the present act is a vital part of sound planning 
and would serve the public welfare in many ways. 

While these two points are of especial concern to the National Parks Associa- 
tion, we believe Commissioner Moses’ other contentions also merit most careful 
consideration. 

It would be appreciated if you would make this letter part of the official record 
on this legislation. 

Yours sincerely, 





















FRED M. PACKARD, 
Executive Secretary. 
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AMERICAN Socrery oF LANDSCAPE ARCHITECTS, 
Boston, Mass., March 15, 1957. 
Hon. ALBert Gore, 
Chairman, Subcommittee on Roads, Senate Committee on Public Works, 
Senate Office Building, Washington, D. C. 


Dear Senator Gore: In this brief statement I should like to place the American 
Society of Landscape Architects on record with your Subcommittee on Roads 
as supporting 8. 963, sponsored by Senator Neuberger. 

For many years this society has been opposed to the despoliation of our 
countryside through uncontrolled outdoor advertising. One of our policies of long 
standing reads as follows: 

“The American Society of Landscape Architects favors control and regulation 
under the police power of advertising signs and of other private enterprises likely 
to impair, through offense to the sense of sight, the esthetic or economic value 
of public or private property.” 

At every opportunity the American Society of Landscape Architects and its 
members have consistently defended this policy. We now plan through sup- 
port of 8. 963 to renew our efforts in the interests of protecting federally owned 
or controlled land and other lands adjacent to the National System of Interstate 
and Defense Highways. 

Sincerely yours, 


Braprorp WILLIAMS, 
Corresponding Secretary. 


LITHOGRAPHERS NATIONAL ASSOCIATION, INC., 
New York, N. Y., March 14, 1957. 
Re Senate bill 9638. 
Hon. ALBERT GORE, 
Chairman, Subcommittee on Roads, Public Works Committee, 
United States Senate Building, Washington 25, D. C. 


DEAR SENATOR GORE: I am writing to you as the executive director of the Lithog- 
raphers National Association on behalf of the association and its members to 
voice the protest of the lithographic industry against Senate bill 963 recently 
introduced by Senator Neuberger, of Oregon. 

Members of the lithographic industry are typically American small businesses, 
so that it is necessary for a national association to present to your subcommittee 
the opinion of the widely scattered individual corporations. At the present time 
it may be fairly estimated that more than 50 percent of all outdoor advertising 
posters of 24- and 30-sheet varieties are produced by the lithographic process. 
Twenty-four and thirty-sheet posters produced by lithographers are displayed 
on well-built and well-maintained billboards. They are not of an objectionable 
nature. The proposed Senate bill 963 is directly inimical to the interests of 
poster lithographers, as well as inimical to the interests of a progressive Ameri- 
can economy. 

For the purpose of brevity, we shall list only a few of the salient facts which, 
in my opinion and in the opinion of the industry which I represent, should com- 
pel your committee to report adversely on the proposed legislation. 

(1) The moneys to be expended under the proposed legislation constitute an 
invalid use of funds to be allocated under the Highway Act of 1956. It would 
tremendously increase the cost of highway construction programs and would 
needlessly expend Federal moneys for an undesirable purpose. 

(2) A review of recent reports from safety councils, traffic associations, and 
the like indicate that the so-called safety factor advanced by the proponents 
of the bill is not only untrue but the contrary is indeed the fact. Poster boards 
properly placed, of pleasing construction and well maintained, rather than 
creating an adverse safety factor, actually tend to break up the monotony and 
hypnosis of long-range, high-speed driving. 

(3) The proposed bill constitutes an infringement on the right of private 
property and the right of States to regulate property within their own jurisdic- 
tion. It is not an answer to this charge that the proposed bill is designed to 
bring about the purchase of the advertising rights to properties adjacent to 
highways, because in order to become effective required State legislation must 
provide for the condemnation of these rights in State court proceedings. The 
fact that the bill provides for 90 percent reimbursement of the cost of acquiring 
such advertising rights to adjacent properties would make it almost mandatory 
that every State participate under this inadvisable Federal legislation. 
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(4) The proposed legislation is potentially a tremendous source of widespread 
abuse of Federal tax funds. 

(5) The bill will defeat a major contribution which poster lithographers, 
together with the outdoor advertising industry, have made over many years 
to our American way of life. In 1956 the outdoor advertising industry, through 
their participation in the Advertising Council, made the following voluntary 
contributions on a national basis: 65,196 posters amounting to 13,190,445 printed 
impressions totaling an estimated space cost of $1,681,943. These contributions 
were made on behalf of such national campaigns as traffic safety, the March of 
Dimes, Crusade for Freedom, Ground Observer Corps, American Red Cross, 
American Cancer Society, United States savings bonds, Community Chest, 
Religion in America, as well as many others. These figures do not include special 
and local campaign contributions. (Statistical information from the Advertis- 
ing Council’s 1956 report.) Senate bill 963 would seriously curtail the effective- 
ness of these campaigns. May we earnestly suggest that you solicit the opinion 
of these and other groups, recipients of this invaluable service, as to the value 
of the contributions of the outdoor advertising industry. 

(6) The proposed bill ignores the basic contribution that all types of advertis- 
ing media have made to the progress of our American economy. Included in this 
broad field of advertising is the organized outdoor advertising industry which 
has made in itself a substantial contribution to our progress throughout the 
years. It is a strange concept, indeed, to think that today we should seek to 
suppress any element of our American business which has brought us to our 
present status as leaders of the world. 

On behalf of our association and the entire lithographic industry, may we 
respectfully request that Senate bill 963 be rejected, and that this letter be 
made a part of the record of the formal hearings on the bill. 

Very truly yours, 
W. FLloyp MAxweELt, 
Ezecutive Director. 


CALIFORNIA FEDERATION OF WOMEN’S CLUBS, 
SIERRA-CAHUENGA DISTRICT, 
San Fernando, Calif., April 9, 1957. 
Re S. 963. Please make this letter a part of the record of any hearings on the 
subject. 
Senator DENNIS CHAVEZ, 
Chairman, Senate Public Works Committee, 
Senate Office Building, Washington, D. C. 

Dear Mr. CHAIRMAN: This group Officially recorded its approval of the intent 
of the bill to keep the new Federal Highway System free of billboards, as per 
the zoning system included. This chairman was requested to write the necessary 
letters to so advise legislators. 

Sincerely, 
CAMILLA ANDERSON, 
Mrs. L. J. Anderson, 
Chairman, Conservation. 


N. B.—This district and all other 23 districts of California number about 3,000 
inmembership. C. A. 


(Thereupon, at 12:10 p. m., the committee adjourned, to reconvene 
at 9:30 a. m., Tuesday, March 26, 1957). 
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TUESDAY, MARCH 26, 1957 


Untrep Srates SENATE, 
CoMMITTEE ON Pusiic Works, 
SUBCOMMITTEE ON Pustic Roaps, 
Washington, D. C. 
The subcommittee met, at 9:30 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore presiding. 
Present: Senators Gore (chairman of the subcommittee), Neu- 
berger, Kerr, Kuchel, Cotton, and Revercomb. 
Also present: Senator Hruska. 
Senator Gorr. The committee will come to order. 
Senator Neuberger ? 
Senator Neupercer. Thank you, Mr. Chairman. 


STATEMENT OF HON. SCOTT W. LUCAS, WASHINGTON, D. C.—Resumed 


Senator Neupercer. Senator Lucas, first I want to begin by saying 


that you made an extremely able presentation last week of what I 
personally regard as a very difficult case to make an able presentation 
on behalf of. But you did so. I think you can understand the reason 
why I feel compelled to ask a good many questions. 

To begin with, one of the bills which came under very heavy and 
effective criticism from you is a bill which I introduced. I know that 
you will understand that my questions are in the best of temper and 
with the greatest of admiration for you, both in your capacity as a 

rivate citizen and in the very distinguished career which you had 
in public life. I know you realize that. 

Mr. Lucas. I am ready now for the execution. 

Senator Neupercer. There won’t be any execution and I am very 
grateful to you, and to the chairman, for your coming back today so 
that I could ask you about a few matters. 

The first item in your testimony, Senator Lucas, that struck me was 
this : On page 12 of your material you were making an analogy between 
some of the provisions in my measure and the Federal-aid-to-school 
legislation, and you asked: 

Would you go along with the provision in a bill calling for the Federal Gov- 
ernment to aid in the construction of school buildings if it contained the provi- 
sion that the design of the buildings must conform to certain standards pre- 
scribed by the Office of Education— 

Et cetera. 
Then you said: 


This is not a frivolous or farfetched question. This is exactly what is possible. 
225 
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Now let me ask you this question: Do you realize that the highway 
bill which was passed by the Senate last year, the so-called Gore bill, 
allows the Bureau of Public Roads very definitely to set standards for 
the construction of the roads authorized under that bill? Standards 
as to curvature, width, grade, culverts, et cetera ? 

Mr. Lucas. I understand that. But I further say that the State 
doesn’t have to accept that unless they want to. 

Senator Nevupercer. They have to accept it if they get 90 percent 
of the financing? 

Mr. Lucas. They have to accept it if they get the money. But it 
is still the States’ proposition if they accept it or don’t. 

Senator Neusercer. Wouldn’t that be the same under the signboard 
provision ? 

Mr. Lucas. It isthe same way under the signboard provision, that is 
true. But I am making this analogy and I think it is a very serious 

uestion because once the Federal Government attempts to tell a 
State exactly what they have to do in the way of standards on every- 
thing—they can do it with schools, and there is no reason why in my 
opinion that they couldn’t set prescribed standards—that the Office 
of Education in Washington, D. C., couldn’t prescribe just what kind 
of curriculum the local schools should have. If you can do it in one 
instance you can do it in others. 

Senator Neupererx. We already do it in roads. That is the point. 
Let’s forget the signboard provision before us entirely. Right as of 
today the Federal Government tells the States that to get 90 percent 
of their financing they have to conform to certain standards and speci- 
fications in building roads? 

Mr. Lucas. That is correct; no doubt of it. 

Senator Neusercer. So the signboards would merely add one fur- 
ther provision. Is that not correct? 

Mr. Lucas. Well, the signboards would add a further provision but 
have nothing to do with the construction, reconstruction, or improve- 
ment of this highway that you are talking about, in our opinion. 

Senator Neupercer. I am sorry, I didn’t get that. 

Mr. Lucas. I say the signboard proposition would add another pro- 
vision, providing it becomes law, but it has nothing in my opinion to 
do with the construction or reconstruction or improvement of this 
highway that you gentlemen have arranged for through legislation. 

Senator Neupercer. You do accept that the Federal Government 
should set standards for the construction of the highway surface? 
You accept that ? . 

Mr. Luoas. You havedoneit. There isno doubt about it. It is the 
law. 

Senator Neusercer. And it has been done for many years if I am 
not mistaken, with Federal-aid roads? 

Mr. Lucas. That isright. There is no doubt about that. 

Senator Neusercer. Senator, in your discussion you raised a num- 
ber of allegedly terrible consequences which you said would follow 
from adoption of my bill, S. 963. 

Mr. Lucas. What page? 

Senator Nevzercer. I will discuss them as I go along. 

First, for example, you made it plain that adoption of my bill would 
delay the highway program. I think you are aware that under S. 963 
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any State could proceed or not proceed to acquire advertising ease- 
ments. That would be up to the States. They could purchase adver- 
tising rights along with the right-of-way when they locate the new 
highways, if they have authority under State law and desire to do so. 
They could control signs under the so-called police power if they desire 
to do so. I wish you would explain how you think adoption of S. 963 
would delay this vital highway program. 

Mr. Lucas. You say they can control signs under the police power 
if they care todo so. I don’t agree with that statement. That is the 
very point at issue before this committee at the present time. 

Senator Neupercer. You don’t believe that States, if they desire, 
can control signs under the police power ? 

Mr. Lucas. They can’t control the signs under the police power, in 
my opinion, when you get into the agricultural sections. 

Senator Neupercer. They do in a good many States now, don’t they? 

Mr. Lucas. They may. I would just like to know about that if 
they do. 

Senator Neusercrer. Are you telling me that such States as New 
York and Vermont do not control signs ? 

Mr. Lucas. Every State controls signs, more or less. 

Senator Neupercer. But these States have kept them off certain 
roads completely. They are doing it. 

Mr. Lucas. I just would like to know about that if they do. 

Senator Neusercer. My State of Oregon limits signs along several 
freeways. 

Mr. Lucas. Yes. Now, I have limitations in there. That is another 
thing, when you talk about limiting signs. That is the thing that I 
am talking about. We are not for the elimination, we are not for the 
complete elimination of billboards, you understand. There has to be 
a certain amount of regulation. But we believe that the State and 
local governments should do that regulating, and not the Federal 
Government. 

Senator Neusercer. You understand that my bill, S. 963, sets up a 
cooperative arrangement under which the States have to take part of 
the action. You realize that? 

Mr. Lucas. I understand that. 

Senator Neupercer. And you are not saying that the State of 
Oregon or the State of Illinois or the State of Vermont does not have 
police power if it desires, in cooperation with the Federal Govern- 
ment, to limit or bar signs on certain roads? 

Mr. Lucas. On certain roads; yes. 

Senator Neusercer. That is all that this bill provides. 

Mr. Lucas. I am talking about all roads now, along this highway. 
I am talking about the property adjacent to the roads throughout the 
entire length and breadth of the land that you are talking about here. 

Senator Neupercrer. Are you saying that these States do not have 
the right, under the police power, to keep signs off the Interstate High- 
way System in those States except in certain limited areas? 

Mr. Lucas. Senator, I undertake to say—I have a brief to support 
it—that you can’t do it on the basis of esthetics. 

Senator Nreuperser. All I can say is that certain States are doing 
it, period. 








9928 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


Mr. Lucas. Senator, I would like to have you show me some an- 
thority upon which a State is taking my farm property for the sole 
purpose of esthetics and controlling it. I would like to see that. 

Senator Nreusercrr. A number of States have been doing it for 
quite a few years, and it hasn’t been challenged effectively in the 
courts. 

Mr. Lucas. Put in the record the States that you are talking about. 

Senator Neupnercer. I said New York and Vermont, for example. 
Mr. Tallamy himself when he testified before us, from his experience 
in the State of New York, pointed out that on certain roads in that 
State they have kept signs off. If that is illegal, why don’t some of 
the owners of the property contiguous to those roads take action in 
the courts ? 

Mr. Lveas. I don’t understand why they don’t do it. But I am 
going to read you the case that you are talking about in Vermont. I 
will tell you exactly what it said. You have been talking about States 
and cases, but I haven’t seen any yet that have been presented for 
this record. Maybe you have them. Here is what the court said, in 
the Vermont case, Kelbro v. Myrick. 

Reading the case in its entirety we find that in a motion for reargu- 
ment by the plaintiff, the court said: 

It is not necessary to assume esthetic considerations for the enactment of 
restrictions which apply to this billboard. 

That is the law of Vermont. They didn’t take into consideration 
the question of esthetics at all. It was a secondary auxiliary point, and 
in all of these cases it is the same way. 

Senator Neunercer. But they have limited billboards and kept them 
off these roads? 

Mr. Lucas. Sure, but I am talking about what you are trying to do 
in this bill, to limit billboards on the basis of esthetics. 

Senator Nevgercer. Would you support the billboards if we limited 
them for some other reason ? 

Mr. Lucas. You have only esthetics and accidents. Safety. That 
is the only thing that you have in your bill, the basic and fundamental 
policy that you state in your bill, and you want legislation that is going 
to cost a lot of money on the basis of esthetics and safety. Those 
two things. 

Senator Neveercer. I think both points are very valid. But I am 
asking you, if we didn’t base it on either of those, if you would support 
the bill? 

Mr. Lucas. You can’t base it on anything else, sir, and take my 
farmlands. 

Senator Neupercer. You just read a Vermont decision which said 
esthetics are not necessary to limit billboards. 

Mr. Lucas. No, I didn’t; not necessary to assume esthetic con- 
sideration for the enactment of restrictions which apply to this bill- 
board. Of course if the health or the morals or the public welfare 
is involved, that is a different proposition. But in all of these cases 
esthetics is considered as a secondary and auxiliary proposition. Mr. 
Chairman, at the proper time I would like, if possible, to submit this 
brief for the record when they finish cross-examination. 

Senator Gore. The committee will receive it and take it under con- 
sideration. 

Mr. Lucas. Thank you. 
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Senator Neugercer. For example, in the case of Berman against 
Parker, the Supreme Court of the United States itself, referring to 
slums, said the concept of the public welfare is broad and inclusive. 

The values it represents are spiritual as well as physical, esthetic as well as 
monetary. 

That was the Supreme Court of the United States itself making that 
reference to esthetics. 

Mr. Lucas. Have you examined that case? 

Senator Nevsercer. I have examined some portions of it. I am 
not an attorney. But it seems to me it upholds the idea of esthetics. 

Mr. Lucas. Senator, you should have been an attorney the way you 
talk. 

Senator Neupercer. I regret we can’t all be in every profession, 
Senator. 

Mr. Lucas. Let me tell you about the Berman case. I have exam- 
ined it pretty carefully. Mr. Douglas, writing the majority for that 
case stated among other things with respect to the public welfare: 


The values it represents are spiritual as well as physical, esthetic as well as 
monetary. It is within the power of the legislature— 


and don’t forget that, it is within the power of the legislature— 


to determine that the community should be beautiful as well as healthy, spacious 
as well as clean, well balanced as well as carefully patrolled. 

We do not feel that the Parker case stands for the emancipation of 
esthetics for the following reasons 

Senator Neupercer. Is this Justice Douglas or yourself? 

Mr. Lucas. This is my own opinion. The statement of Justice 
Douglas that the values public welfare represent can be esthetic as 
well as monetary was obiter dictum and cannot in my judgment be- 
come the law of the land through implication. We have examined 
the Government’s briefs and arguments made in the Supreme Court 
and it is significant to note, Senator, that not one word related to 
esthetics as used in either. 

The Parker case was a slum-clearing project and the Court held 
that all buildings could be taken through eminent domain, and the 
fact that one building or more was respectable, clean, and econom- 
ically sound was no defense to the argument that all had to be taken 
on a lot-by-lot basis. And this was an eminent domain case and not 
a police power case, although Justice Douglas talks about the police 
power. 

Mr. Chairman, we respectfully submit that only when the Supreme 
Court of the United States reviews a case from the lower courts where 
the police power is based solely on esthetics will we obtain a clear-cut 
decision on this far-reaching and important question, and when that 
time comes we are confident that the High Court will follow the rea- 
soning of the great majority of the lower courts throughout the years, 
that esthetics can only be considered as an auxiliary to the promotion 
of the public welfare, the health, the comfort, and the safety of the 
community. 

Senator Nevusercer. Justice Douglas himself said, which it seems 
to me is important—the important thing is not what the Government 
said in its brief, not what you have said here, with all due respect 
to it, or what I have said, but what Justice Douglas said—if I am 
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not mistaken Justice Douglas said the Government has the power to 
regard esthetics as well as the pools welfare. 

Mr. Lucas. The legislature ? 

Senator Neusercer. Yes. That is what we are suggesting here, 
that the Congress and legislatures take appropriate action to protect 
roadside beauty along the interstate highways. 

Mr. Lucas. I am talking about the legislature. The State and 
Congress, in my opinion, have no power to say what a State shall do 
in connection with this proposition. Furthermore, what I am sayin 
here, in quoting from Justice Douglas, was purely obiter dictum an 
not the law of the land. 

Senator Nevpercer. All I can say, Senator, is that my bill, if you 
will read it, does not have the Congress tell the States what to do 
under my bill. 

Mr. Lucas. I agree with that. 

Senator Neupercer. The Congress sets up a cooperative system 
under which the States, if they desire, can take advantage of the 
Federal Government’s willingness to participate in the requirement 
of advertising easements. 

Mr. Lucas. I say your bili is very smoothly drawn, sir. 

Senator Neupercer. I have never thought of applying that adverb 
to it. But if you care to do so that is all right with me. 

Mr. Lucas. You will accept it, I think. 

Senator Neupercer. I will neither accept nor reject it. I will 
regard it as your description of a bill you are opposing. 

Senator, I want to turn now to the statistics which you used on 
page 6 of your presentation against the bill. Your statement indi- 
cated that highway business totaled $25 billion annually, or as you 
described it, one-sixteenth of the gross national product. And you 
stated that these businesses had more than 3 million employees. Since 
you yourself have introduced these impressive figures of business 
volume, which you say is dependent entirely on roadside billboards, 
I want the record to show exactly what they cover. What do these 
sums include? Do they include all sums spent in hotels and motels 
and restaurants in this country anywhere for lodging and meals? Do 
they include all service stations in the country and every drop of gaso- 
Jine and oil which they sell? What do these figures include? That is 
a vast sum. 

Mr. Lucas. These are the figures, Senator, that have been presented 
tome. Mr. Spooner is here from the law firm in Minneapolis. He is 
familiar with these figures. I am going to place them in the record. 

I am sorry, Mr. Spooner had nothing to do with these. These fig- 
ures were compiled by Mr. Alexander, who is here. And here is the 
way that he reaches the $25 billion a year proposition. 

American Hotel Association, source: $2 billion a year spent in 
hotels comes from motorists along the highways. That is $2 billion. 

Senator Nevsercer. Is that all the money that is spent in hotels, or 
just the money spent in hotels by motorists? 

Mr. Lucas. Two billion dollars a year spent in hotels comes from 
motorists along the highways. That ought to be sufficient. 

Senator Nrevsercer. [ still want to get this. The way you are 
wording it is ambiguous. This $2 billion is spent in hotels only by 
motorists ? 

Mr. Lucas. That is correct. 








CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 231 


Senator Neusercer. Is that correct? 

Mr. Lucas. That is the way it reads here. 

Senator Neupercer. I don’t care how it reads there. Is that cor- 
rect 

Is the man here you say compiled the figures? 

Senator Gore. Will you give your full name and occupation ? 

Mr. ALExANpDER. I am Roy Alexander, with the Phillip Leslie Co. 
We are a public relations company for the Roadside Business Asso- 
ciation. 

Mr. Lucas. Now, Senator, will you ask that question again ¢ 

Senator Neupercer. Is this $2 billion that you have mentioned in 
these statistics, Mr. Alexander, spent just by motorists in hotels? 

wee ALEXANDER. I think that was the motel figure he was reading 
there. 

Mr. Lucas. No. American Hotel Association, $2 billion. The first 
item on your agenda here. 

Mr. ALEexANper. In the estimate of the American Hotel Associa- 
tion, that is the percentage that comes from the highway. 

Senator Nevupercer. In other words, that is all spent by motorists? 

Mr. Arexanpver. That is right, according to the American Hotel 
Association. 

, Senator Nrupreréer. Where does the rest of the $25 billion come 
rom ¢ 

Mr. Lucas. Item 2, American Motor Hotel Association, source ; $114 
billion a year spent in motels. That comes from motorists, $114 billion. 

American Petroleum Industries Committee advise that $12.4 billion 
is spent at service stations each year; twelve billion four hundred mil- 
lion dollars on these highways. 

Senator Neusercer. That is on all highways everywhere in the 
United States? 

Mr. Lucas. I presume so. Is that correct, Mr. Alexander ? 

Mr. Atexanper. That is correct. In the opinion of the American 
Petroleum Industries Committee this is the amount consumed for what 
they term “highway purposes.” 

Senator Neusercer. And that is everywhere in the United States? 

Mr. Avexanper. That is right. That is a national figure. 

Senator Nreunercer. I don’t see how that becomes a part of the 
presentation against my bill. Are you seriously saying that if my bill 
passes, people will not use oil and gasoline when they travel ? 

Mr. Lucas. Not at all. 

Senator Neusercer. I didn’t think it would have that kind of an ef- 
fect. I don’t understand how you can use an expenditure of $25 bil- 
lion as being adversely affected by my bill, when that sum includes 
every drop of oil and gasoline used by every motorist on every single 
road anywhere in the United States. 

Mr. Lucas. We don’t say that at all. All the statement says is that 
the American Petroleum Industries Committee has said that $12,- 
400,000,000 is spent at service stations each year on the highways. 

Senator Neupercer. You are making a presentation, Senator, 
against my bill, and of the adverse effects of my bill, you say on page 6 
of your statement: 


Gentlemen of the subcommittee, don’t underestimate the size of highway busi- 
ness, 
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Mr. Lucas. And you shouldn’t. 

Senator Nreunercer. Are you telling this subcommittee, Senator, 
that $25 billion worth of expenditures, or as you say, $1 out of every 
$16 spent in the Nation, are going to be adversely affected if my bill 
passes ¢ 

Mr. Lucas. I don’t say that they will all be adversely affected, of 
course not. 

Senator Neusercer. Then why did you use the sum ? 

Mr. Lucas. Toshow the bigness of this business. 

Senator Neusercer. But I don’t see how it is valid. You might as 
well show the bigness of the business in children’s toys if they are not 
adversely affected. 

Mr. Lucas. The comparison is not analogous at all. 

Senator Nreuzercer. It just seems to me » that it cer tainly is not part 
of a presentation against a bill that you are opposing unless you can 
show that this expenditure of $25 billion is going to be adversely 
affected by my bill. And yet you have included in this total every 
dollar spent by motorists anywhere in the land for their fuel and 
lubrication. 

Mr. Lucas. Senator, we thought that it was a valid presentation to 
show exactly how big this business is with respect to highways in 
America. 

It may be that you have some valid objection to the total thing. But 
at the same time we thought it was possible, not only possible “but the 
correct thing, to show the committee the total amount that was involved 
in money spent each year on all highways of America. 

If it doesn’t affect your bill, you can just ignore it. But I still think 
that the committee is entitled to that information—especially when 
you figure that 3 million people are employed in connection with this 
$25 billion industry in America. 

Senator Neusercer. Have you any information as to how many 
pores are employed per mile, let’s say, in Hawaii, where they don’t 

ave billboards ? 

Mr. Lucas. I don’t know anything about that at all. 

Senator Neunercer. Or in Switzerland? 

Mr. Lucas. I don’t know anything about that. 

Senator Nrupercer. Or on roads—let’s say in New York State, 
where they forbid billboards ? 

Mr. Lucas. I do not. You probably have that information; and 
if you have, I think it should be submitted for this committee. 

Senator Nreupercer. I don’t have the information. I have asked 
people in those places, or people familiar with those places, and they 
say there is no diminution of employment. Certainly we have to 
understand this, and I think you will agr ee, that regardless of whether 
there are billboards or not, people are going to use the same amount 
of gasoline and motor fuel and lubrication. They can’t drive their 
cars without that, be there billboards or no billboards. 

Mr. Lucas. That is correct. 

Senator Neusercer. I think we will both agree on that. 

Mr. Lucas. And they are going to have to eat, too. They are going 
to have to go to the restaurants and they are going to have to ‘sleep 
someplace, too. 


Senator Nevsercer. That is right, and I will come to that in a few 
minutes, if I may. 
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You mentioned in your presentation, Senator, the farmers on whose 
land billboards are located. Would you explain how my bill can 
possibly hurt those farmers? 

The point I am getting at is this: If the State governments, 
whether they are of New Hampshire, Oregon, Oklahoma, or any other 
State, wish to control signboards directly under the so-called police 
power, even without compensating landowners, they can either do 
so, today, or they cannot. 

Is that not true? In other words, that is a legal fact as of today, 
right now ¢ 

Mr. Lucas. That is right. 

Senator Nrupercer. So, my bill in no way helps them to do that. 
Isn’t that correct? My bill doesn’t give the States any additional 
police power or control over farmers’ land along the highways. Is 
that not correct ? 

Mr. Lucas. No, but you make suggestions as to what should be 
done. 

Senator Neupercer. Sure, I make suggestions. But the point is 
this: If you are correct that there is no police power to control these 
signboards, your clients really have nothing to fear from my bill. Is 
that not so? 

Mr. Lucas. I wouldn’t say that. Let me read to you this excerpt 
from the case in Massachusetts, on the exercise of police power. The 
landmark case in the exercise of police power can be found in the case 
of Welch versus Swasey, 193 Massachusetts 364. 

This case concerned a limitation upon the height of buildings to be 
erected within the city of Boston. In finding that the regulation was 


a reasonable effort to promote the public safety, preventing the un- 


controllable spread of fire among tall buildings, et cetera, the court 
further said: 


The inhabitants of a city or town cannot be compelled to give up rights in 
property, or to pay taxes, for purely esthetic objects; but if the primary and 
substantive purpose of the legislation is such as to justify the act, considera- 
tions of taste and beauty may enter in, as auxiliary. 

And in my opinion, from all the cases that I have read in the courts 
of this country, that is the leading case and is still, the rule announced 
there, the law of the land. 

Senator Neusercer. You and I could argue indefinitely about the 
legal verities of this. The point that I am getting at, Senator, is this: 
My bill does not add any police power to the States. 

Mr. Lucas. That is correct. 

Senator Neusercer. In other words, if you are correct in saying 
that the States have no police power over this land along the high- 
ways, why are you worried about my bill ? . 

Mr. Lucas. But you tell the States what they must do in order to 
get what you claim they are entitled to. 

Senator Neunercrer. No. My bill does not tell the States they must 
do anything. 

Mr. Lucas. But you make the suggestion. 

Senator Nevsercer. You don’t have any objection 

Mr. Lucas. You penalize them if they don’t do certain things. 

Senator Neusercer. How do I penalize them ? 

Mr. Lucas. I have the administration bill. I am sorry. 
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Senator Nrusercer. Let’s get that straight. My bill does not penal- 
ize the States at all. You, yourself, have said earlier that you 
have no objection to the Federal Government specifying standards 
of construction for the road itself. Didn’t you say that earlier today? 

Mr. Lwveas. I said that that is the law of the land at the present 
time. 

Senator Neupercer. And do you have any objection to that ? 

Mr. Luweas. I have no objection to it; no. 

Senator Neupercer. Then certainly all that my bill does is set up a 
purely voluntary operational standard with respect to signboards 
that a State can follow or reject as it sees fit. Is that not correct? 

Mr. Lucas. That is correct. 

Senator Neupercer. So, in other words, my bill does not add any- 
thing—any so-called police power over landowners along the high- 
way. 

Mr. Lucas. That is up to the States, and the local community. 

Senator NEUBERGER. That is up to the States. My bill, as distin- 
guished from that proposed by the Secretary of Commerce, mentions 
only the use of Federal-aid funds for the acquisition of advertising 
easements. How would this damage landowners? 

Mr. Lucas. Do you mean in the acquisition of easements? 

a Nevupercer. How would my bill damage landowners in any 
wa 

Mr. Lucas. I get back again to the question of whether or not a 
State or community has the police power that you are talking about. 

Senator Nreusercer. If it doesn’t have that right, what possible 
alarm do vou have under my bill? 

Mr. Lucas. What good is your bill if they haven’t that kind of 
power. If the State can’t take the right-of-way under the anesthetic 
theory of yours, then what good is your bill? 

Senator Neusercer. You both hold with the hounds and run with 
the hare. 

Mr. Lucas. You are doing the same thing, Senator. 

Senator Neusercer. No. On one hand you are saying—I beg to 
differ with you—that my bill is going to do all this and threaten $25 
billion worth of expenditures. _ 

Mr. Lucas. I didn’t say that at all. I just put that in there to 
show you how big this business is. That is the main purpose of that. 

Senator Nrevusercer. But you pointed out in a long presentation 
how damaging my bill would be to roadside business, and soon. Yet 
now you are saying that there is no police power under the States, to 
whom the final decision is left under my bill, to accomplish these 
things. 

Mr. Lucas. But you think there is. Otherwise you wouldn’t have 
this bill in here. 

Senator Neusercer. But if you have confidence in your own legal 
opinion, and that of your advisers, why are you alarmed by my bill? 

Mr. Lucas. I am alarmed about your bill because I want to beat 
it if I can. 

Senator Neusercer. But the point I am getting at is that my bill 
does not add any police power to that which the States now have or 
do not have. 

Mr. Lucas. I agree with you. 
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Let me read you another case, Senator, along the lines of your bill, 
where you discriminate in your bill as to where signs can be put. 

Senator Kerr (presiding). May I interrupt? 

In order that I might get a more definite picture of the discussion, 
I wonder if the Senator from Oregon would just state briefly what 
his bill would do? 

Senator Neunercer. Very briefly, my bill would authorize the Sec- 
retary of Commerce, to promote—— 

Senator Kerr. Authorize him or direct him ? 

Senator Nreusercer. It would direct him to prepare certain stand- 
ards for the control of signs within 500 feet of the Interstate High- 
way System. 

aries Kerr. Do you declare that to be a national policy ? 

Senator Neusercer. I would think so; yes. 

Senator Kerr. Does the bill do that? 

Senator Neupercer. Yes, the bill does that. 

Senator Kerr. Does the bill then say to promote this national policy 
by action of the States with respect to lands not federally owned or 
conrolled, the right to control signs in areas within 500 feet of the 
rights-of-way of the National System of Interstate and Defense High- 
ways, in accordance with the standards prepared under the first section 
of this act, shall, under the Federal Highway Act of 1956, be con- 
sidered an interest in land which may be acquired for right-of-way 
or other purposes in connection with the project for the construction, 
reconstruction or improvement of any sections of the National System 
of Interstate and Defense Highways? 

Senator Neusercer. That’s right. In other words, the States are 
not compelled to do this, Senator 

Senator Kerr. I know. But if this law were enacted, until it were 
declared invalid, the Secretary of Commerce would be bound by it, 
wouldn’t he ¢ 

Senator Neusercer. He would have to promulgate the standards; 
es. 

. Senator Kerr. I say he would be bound by it. 

Senator Neusercer. He would be bound to promulgate the stand- 
ards. But no individual sovereign State of the Union would be 
bound to accept those standards and enter into agreements. 

Senator Kerr. Then they wouldn’t get any money on their projects 
would they ¢ 
; Senator Neusercer. Not at all. This bill doesn’t withdraw any 

unds. 

Senator Kerr. Then I don’t understand section 4. 

Senator Nrupercer. All that this does is that it authorizes the 
Federal Government 

Senator Kerr. It directs the Secretary of Commerce, if I under- 
stand the bill. 

Senator Neupercer. To promulgate standards; yes. 

Senator Kerr. Promulgate standards, and says that those standards 
shall be a part of the standards for the construction, reconstruction, 
or improvement of any section of the National System of Highways. 

Senator Neuserecer. Shall be considered an interest in land which 
may be acquired for right-of-way or other purposes in connection with 
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the project for the construction, reconstruction, or improvement of any 
section of the National System of Interstate and Defense Highways. 

Senator Kerr. Does the Senator say that the promulgation of stand- 
ards under this section would be any less significant than the promulga- 
tion of standards under other sections of the law which direct the 
Secretary to promulgate and fix standards and to have them effective 
in the program which, if I am not mistaken—and if the Secretary 
has a representative here I would like to have him correct me if I am 
mistaken—would mean that the Federal Government would not ap- 
prove funds for a project if it didn’t meet the standards? 

Senator Nevsercer. No; not at all. 

The standards that are set forth in the basic law itself authorizing 
these highways are certainly far more rigid and far more binding 
that this. 

Senator Kerr. I don’t so interpret it at all. 

Senator Neusercer. Let me read this to you. 

Senator Kerr. I have read it a number of times. Sat here and 
read it while you were talking about it. It either has no significance 
or it has that significance. 

Senator Neupercer (reading) : 

In order to promote a national policy for the protection of scenic beauty and 
safety of travel on the National System of Interstate and Defense Highways, 
the Secretary of Commerce is directed to prepare, publish, and disseminate a 
set of recommended standards for implementation of such a policy, through 
the control of signs in areas within 500 feet of the rights-of-way comprising this 
system, as provided in this act with respect to federally owned or controlled 
lands, and by action of the States with respect to nonfederally owned or 
controlled lands. 

Senator Kerr. The building of the highways is by action of the 
State. Doesn’t the Senator know that before a project is approved 
and eligible for the payment of this 90 percent by the Federal Govern- 
ment, that it has to be submitted first to the District Engineer of the 
Bureau of Roads? 

Senator Neusercer. Sure, I understand that. 

Senator Kerr. And by him approved, and before it is approved that 
no funds are eligible for reimbursement to the State by the Bureau of 
Roads in connection with that project ? 

Senator Neupercer. All I can say is this, Senator-—— 

Senator Kerr. Does the Senator know? 

Senator Nreunercer. Sure, I know that. I know there are certain 
standards set up. 

Senator Kerr. If this is a part of the standards, isn’t it just as much 
a part of the standards as the thickness of the pavement and the width 
of the pavement? 

Senator Neusercer. If I wanted it to be that, I would have just put 
it in the bill with the rest of it. 

Senator Kerr. You did try to put it in the bill with the rest of it, 
and the Senate took it out. 

Senator Nevusercer. It was an entirely different section. You know 
that. It was not put in with the section fixing the road standards 
itself. 

Senator Kerr. Do you mean if this is enacted it will not be a part of 
the highway bill? 
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Senator Nevsercer. It will not be a part of the general sets of stand- 
ords for construction of the road itself. We could have just put it 
in as an additional clause. 

Senator Kerr. I want to say to the Senator that in my opinion he 
doesn’t know what his own bill would do. 

Senator Neusercer. You can have that opinion if you wish. We 
had a disagreement once about a fish and wildlife matter which has 
not been decided as you predicted either. So we might disagree about 
this. 

I want to say this, Senator. If I had wanted this to be part of the 
general set of standards for the construction of the road itself, it would 
certainly not have been in this form. It would have been part of the 
general set of standards. In my opinion, where we say by action of 
the States, that it certainly differentiates from anything that is manda- 
tory. As I see this bill, a State can elect or not elect to use a portion 
of the 90 percent Federal funds for the acquisition of advertising ease- 
ments. That is my opinion. 

Now, can I continue with Senator Lucas, Mr. Chairman, if that is all 
right with you? 

Senator Kerr. Surely. 

Senator Nevupercer. Senator, on page 7 you pointed out that you 
felt it would be possible for a very well-heeled, financially strong 
advertising operation to put up a very huge, well- lighted and ex- 
pensive sign just outside the 500 foot regulated strip in my bill, and 
thus avoid the restriction. Is that not correct? 

Mr. Lucas. Correct. 

Senator Neupercer. Then would you favor that I amend my bill to 
make it 750 feet as in Secretary Weeks’ bill, so that they couldn’t do 
that? 

Mr. Lucas. I doubt, Senator, that it would make much difference 
as far as signs go. I have seen signs and so have you in cities that you 
could see for half a mile, or a quarter of a mile. And JT don’t think 
that 750 feet would make any difference with respect to the type of sign 
that could be put up as long as you had the money to do it. 

I referred the other day in my testimony to a sign that was being 
constructed in Detroit that was eight stories high. You know very 
well that if they are constructing a sign eight stories high that the 
people are going to see it for a long, long way off. And the point I 
make is that the fellow who has the money can put up a sign of that 
kind and be just as effective, and more so, probably, than a smaller 
sign outside the 500- or 750-foot right-of-way; and at the same time, 
as far as the motorist is concerned, in my judgment, he would be look- 
ing at that huge lighted sign at night far more than he would be 
looking at a few of these small signs along the highway of the type of 
people that I represent. 

Senator Neupercer. Don’t you think there are two questions in- 
volved in this, however? Qne is the question of economics. You can 
put up an eight-story sign in the city of Detroit where many millions 
of people go each day and perhaps amortize the sign. Would any sign 
of that huge expense be justified out in the rural countryside area 2 

Mr. Lvcas. It probably wouldn’t be justified on your farm or my 
farm, but it might be. Tt would all depend upon circumstances, I 
would say. But, Senator, you heard Mr. Tallamy testify as to how 
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the communities are going to grow along this new highway. And you 
heard Senator Kerr make the statement the other day, for in- 


stance, in Tulsa, Okla., the thoroughfare there is going through the: 


main part of the city. Certainly under the administration bill—and I 
will get away from your bill for a moment—as far as the administra- 
tion bill is concerned, where you can put signs in industrial and 
commercial areas, you can almost gamble that there are going to be a 
great number of huge signs at that particular point. 

I still say that it is a very valid argument to present to this com- 
mittee the fact that the huge signs can be built at enormous expense 
outside of the 500- or 750-foot right-of-way. 

Senator Neupercer. Let me ask you this as a matter of public 
relations. Suppose that a bill were passed controlling signboards 
within 500 or 750 feet of the right-of-way, and a set of standards 
were promulgated by the Secretary of Commerce of the United States, 
a member of the President’s Cabinet. Do you think it would be wise 
public relations for any firm, no matter how financially solvent and 
strong it might be, to erect a huge lighted sign just beyond the limit 
of the area to be protected under the laws of the United States and of 
that particular sovereign State? Do you think that firm would be 
well advised from the standpoint of public relations? 

Mr. Lucas. That is a speculative guess and I don’t care to get into 
that at all. 

Senator Neusercer. I am just asking because I think that is cer- 
tainly a factor in this. 

Mr. Lucas. I would say that the farmer would be very glad, if the 
sign were on his property, to get that revenue, especially if it were on 
one of these three-acre cotton farms of the South. 

Senator Nreusercer. I would be glad to join with you and others 
in improving agricultural policy, but I don’t think that it should be a 
part of the policy of the United States Government to correct the 
tragic economic situations on the farms by allowing our highway 
system to be plastered with billboards. I think there should be a 
better economic solution. 

Mr. Lucas. Senator, you have a theory of esthetics and I have a 
theory of economics. This country is built on economics and not 
beauty. 

iecntet Nevupercer. Do you know what proportion of the farmers 
are on the Interstate Highway System that might be made solvent 
by this? 

Mr. Lucas. That question is immaterial. 

Senator Neusercer. I would hate to see that approach to the agri- 
cultural problem. 

Mr. Lucas. It is not relevant. 

Senator Neusercer. You mentioned on page 8 the study entitled 
“Do Roadside Signs Affect Accidents,” printed by the Eno Founda- 
tion for Highway Traffic Control and written by Dr. A. R. Lauer at 
Iowa State College. Do you know who financed that study ? 

Mr. Lucas. I have no idea about that at all. I understand that 
Mr. Lauer is here and will testify later. 

Senator Neuzercer. Is he going to testify ? 

Mr. Lucas. Yes. 

Senator Neusercer. Then I will ask him, of course. 
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There was a Minnesota advertising sign study, referring to the 


Minnesota Department of Highways. Are you familiar with that 
at all? 


Mr. Lucas. I am not. 

Senator Neupercer. Are any of your staff familiar with that? 

Mr. Lucas. This gentleman on my right is familiar with it. 

Senator Kerr. Will you state your name for the record, please? 

Mr. Curistman. I am George Christman, Nationa] Advertising Co. 

The Minnesota survey 

Mr. Lucas. Wait until he asks you a question. 

Senator Nrupercer. Do you have any conclusions, because it is my 
understanding that the Minnesota survey showed quite a direct rela- 
tionship between the number and plethora of signs and automobile 
accidents. What is your opinion on that, sir? 

Mr. Curistman. The commissioner of highways issued a statement 
at that time saying that the survey was not complete, was inconclu- 
sive; that it showed there were a greater number of accidents nearer 
the cities; there were a greater number of signs nearer the cities. 
Therefore, there were more accidents where there was more traffic. 

Senator Neusercer. That was the conclusion ? 

Mr. Curistman. That was the conclusion. The report at that time 
was not released and the understanding was it was not going to be 
released because it was not conclusive. 

Senator Neupercer. Let me get this straight. Was the Minnesota 
study released ? 

Mr. Curistman. Not in the State of Minnesota. 

Senator Neusercer. I have seen it referred to in a substantial num- 
ber of newspaper and magazine articles. If it wasn’t released, how 
did those journalists obtain it? 

Mr. Curistman. A member of the Minnesota staff used it in making 
a speech before one of the conferences on highway uses here in Wash- 
ington. 

Senator Neusercer. Was he disciplined for that? 

Mr. Curistman. I don’t know. Iam not a member of the highway 
department. 

Senator Neupercer. The reason I ask is that here we have two 
studies, the so-called Lauer study, which shows in general, that high- 
way signs do not contribute to accidents, and the so-called Minnesota 
study which indicates that perhaps they do. I am asking you 
about the Minnesota study because it certainly has been quoted exten- 
sively in the press, and if it was not released by the Highway Depart- 
ment of Minnesota, I don’t see how that would be possible. 

Mr. Lucas. He just told you, Senator. 

Senator Neupercer. I am asking. Was this not approved by the 
authorities of the Minnesota Highway Department? 

Mr. Curistman. I checked with Mr. Hoffman, at that time the com- 
missioner of highways, and he advised me through this public-relations 
program, they had made no official release of the program. It was 
released in Washington in what they assumed was a closed meeting. 

Senator Neusercer. Would they want it in any meeting, whether 
it was closed or open, where there are responsible people hearing it, 
if it were not supported or authorized ? 

Mr. Curistman. I am sure I wouldn’t know what they would want. 
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Senator Neusercer. Mr. Chairman, do you think it would be pos- 
sible, if we are going to have the Iowa study, to perhaps have the com- 
mittee seek to get some appropriate Minnesota officials to comment 
on it? 

Senator Kerr. The Senator is a member of this committee and as 
such can bring in any witnesses that he wants to. I don’t suppose he 
wants us to subpena the Minnesota 

Senator Neusererr. We should make an effort to get the Minnesota 
people. I did not know Mr. Lauer was coming here. 

Senator Kerr. If there is any information available I would be glad 
to join other members of the committee in asking the Minnesota State 
Highway Department if they have made a study and if it is available 
for public use, and if so, secure a copy of it. 
(The information referred to is as follows :) 





MINNESOTA RvuRAL TRUNK HIGHWAY ACCIDENT, ACCESS POINT, AND ADVERTISING 
Sign STUDY 


(Conducted by the Highway Planning Survey, Minnesota Department of High- 
ways, in cooperation with U. 8. Department of Commerce, Bureau of Public 
Roads, 1951—Revised 1952) 

INTRODUCTION 


The constantly increasing number and severity of motor vehicle traffic acci- 
dents have been a matter of concern to many responsible groups. Each of these 
organizations has engaged in studies dealing with the causes of traffic accidents, 
concentrating their activities on some phase of motor vehicle operation and use. 
The manufacturer, for example, has been striving to improve motor vehicle 
design and thus eliminate or reduce accidents due to mechanical failure. Auto- 
mobile clubs interest themselves in driver training, and safety organizations 
investigate driver behavior and, through continuing campaigns, seek to educate 
motor vehicle operators. The enforcement of existing traffic laws and regula- 
tions is continually stressed, with the apprehension, punishment, and elimina- 
tion of the imprudent driver the prime objectives. 

To these various activities may be added the effort of the highway engineer 
as he seeks to improve highway design and thereby minimize the contributions 
of the roadway elements to the occurrence of accidents. The extent to which 
these rural roadway elements operate as causative factors in traffic accidents, 
while comparatively unexplored, is of immediate concern to the highway 
engineer. 

He is aware, however, that the presence of numerous other factors preclude 
the possibility of accurately measuring the exact effect highway design features 
have on accident occurrence. One such factor is driver behavior which includes 
indifference, inattention, intoxication, excessive speed, and the like. The weather 
and its attendant effect on roadway surface condition is another factor con- 
tributing to accident occurrence with a wide variation in the magnitude of its 
contribution. Roadside features which may tend to distract the motor vehicle 
operator constitute a third factor. The highway engineer, considering roadway 
design to find what degree of responsibility lies therein, cannot ignore these 
factors as they act independently or as their interaction develops accident 
potential. 

SCOPE OF THE STUDY 


In 1947 Minnesota, in cooperation with 13 other States, actively participated 
in a study to determine the degree of relationship that exists between highway 
accidents and geometric design features. The study was initiated in response 
to a joint request made by the National Safety Council and the Bureau of Public 
Roads. The route selected for this study was U. 8S. 52, extending from the south- 
east border of the State in a generally northwesterly direction to the Minnesota- 
North Dakota boundary. 

During 1948, while the field work for the study was still in progress, the Bureau 
of Public Roads suggested that Minnesota include an inventory of all advertising 
signs and access points along the routes comprising the study. From this addi- 
tional information an analysis of the effect of advertising signs and access points 
on rural highway accidents was to be made. 
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Although all of the rural mileage on U. S. 52 in Minnesota was originally 
selected as the study route, it was subsequently felt that these 370 miles did 
not adequately reflect the various types of roadway in the State. To overcome 
this deficiency and further enhance the value of the study, an additional 140 
miles composed of portions of several trunk highways were added, increasing 
the total length to 510 miles. 

The mileages of the various types of roadway included in the expanded study 
were 420 miles of 2-lane roadway, 31 miles of 3-lane, 27 miles of 4-lane undivided, 
and 32 miles of 4-lane divided roadway. 

The study originally called for an analysis of accidents which occurred during 
1948, but preliminary tabulations revealed that on certain roadway types acci- 
dent occurrence was insufficient to permit a complete analysis. It was, there- 
fore, decided to include accidents which occurred in 1949 and to compute acci- 
dent rates on the basis of an annual average for the 2-year period. 

When adding these 1949 accidents to the study route, it was noted that most 
of them occurred at locations that were free of accidents in 1948. This observa- 
tion pointed out the possibility that accidents, at one time or another, may have 
occurred on every road section included for study. It also accentuated the fact 
that many of the accidents were not caused by the presence of certain roadway 
characteristics but were caused by driver behavior, poor mechanical condition of 
the vebicle, or weather conditions. As a result, every accident rate presented 
in this report has a component that is not related to roadway characteristics. 
Since this component was not eliminated, the influence of each roadway char- 
acteristic on accident occurrence must be measured by means of the difference 
between accident rates which include, to a greater or lesser degree, the influence 
of this component. 


SUMMARY OF SIGNIFICANT FINDINGS 


The 4-lane divided highways had the lowest accident rate of all types of 
highway studied and are, therefore, presumed to be the safest. Conversely, 
the 3-lane highways, which had the highest accident rate, may be presumed to 
be the most dangerous. 

The disproportionately lower accident rates for low traffic volume roads and 
intersections make apparent the fact that traffic volumes influence accident 
rates. 

Other conditions being equal, 2-lane highways with 18-foot pavement were 
found to be more dangerous than 2-lane highways having surface widths of 
20 feet or more. 

Short tangent sections, interrupted by curves and intersections, had acci- 
dent rates that were not appreciably different than those for long tangent 
sections. 

Curve sections at the ends of long tangents had higher accident rates than 
were found on curves at the ends of short tangent sections. 

Tangent sections of 2-lane highways in strictly rural areas had relatively low 
accident rates eveu though these were the high speed sections of the study 
route. These low rates may be attributed to the low frequency of intersections 
and access points as well as the low traffic volumes occurring on these rural 
roads. 

Restrictive sight distances caused by vertical curves on tangent roadways 
having traffic volumes of less than 5,000 vehicles per day are not particularly 
dangerous when they are properly identified by signs and striping. 

Curves with restrictive sight distances produced an average accident rate 
twice the rate for tangent sections with restrictive sight distances. This aver- 
age was also twice as great as that for curves with adequate sight distances. 

The accident rate for curves of 7° and over was found to be nearly 4 times 
the rate for curves of less than 3°. 

Four-way intersections had consistently higher accident rates than three-way 
intersections when taken either as a group or by comparable intersectional 
volumes or by percent of cross traffic. When the cross traffic was more than 
10 percent, the accident rate was 6 times the rate at 3-way intersections and 
8 times the rate at 4-way intersections at which there was less than 10 percent 
cross traffic. 

When segregated by intersectional volumes, 3-way intersections showed no 
significant variation in accident rates. The rates at 4-way intersections in- 
creased substantiaily with increased intersectional volumes, being over 3 times 
as great as for 3-way intersections with volumes of from 3,000 to 3,500 vehicles 
per day. 
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With respect to access points, it was found that there was no significant differ- 
ence in accident rates for road sections having no access points and those having 
access points serving noncommercial purposes. This would seem to indicate 
that access points which are relatively infrequently used do not make a major 
contribution to the accident potential of a road section. The rate for sections 
with access points serving commercial activities, however, was twice as great as 
for those in the other two categories. 

When road sections were segregated by traffic volume groups, a good degree 
of correlation was apparent between the number of access points per mile and the 
accident rate. 

Road sections, the margins of which were populated with commercial activi- 
ties, had relatively high accident rates. The rate for these sections was between 
2 and 3 times the rate found on sections having no commercial development and 
nearly 4 times as great as the rate for strictly rural sections with few intersec- 
tions. It was also found that intersections influenced by these marginal develop- 
ments had higher accident rates than other intersections. 

The location of a substantial majority of the 4,069 advertising signs less than 
60 feet from the center line of the roadway suggests the probable elimination of 
many small signs by the present practice of acquiring wide rights-of-way. 

The frequency of advertising signs per mile on curves was nearly half again as 
great as that found on tangent sections. 

Highway sections having low traffic volumes had a low frequency per mile of 
advertising signs. 

A positive relationship between advertising sign frequencies and accident rates 
was indicated for highway sections in similar traffic volume groups. 

Intersections at which 4 or more signs were located had an average accident 
rate approximately 3 times that for intersections having no signs. 


ASSEMBLY OF DATA 


The collection of data in the field and from office records followed procedures 
outlined by the United States Bureau of Public Roads. All roadway elements, 
design features, roadside structures and advertising signs were inventoried in 
the field. Information on accidents which occurred during 1948 and 1949 was 
obtained from the accident record files of the Traffic and Safety Division. The 
information so obtained was entered on maps of the study routes. These maps 
showed such construction details as pavement layout, shoulder width, access 
points, parking areas, and the locations of some of the adjacent buildings. When 
the entering of information was completed, these maps provided a continuous 
record of the information obtained for this study. 

The information at these strip maps was studied to select road sections having 
similar characteristics. To make this selection, it was necessary to determine 
those roadway elements and characteristics as well as roadside features which 
were sufficiently important to change the character of a road. The more impor- 
tant roadway elements given consideration were tangent and curve, further 
qualified by width and type of surface and shoulder. Grade, terrain, type of 
road, and traffic volume were some of the other important characteristics con- 
sidered. Obviously, many combinations of road characteristics were formed 
from this large number of roadway elements and roadside features. The assign- 
ment of these combinations to the study routes resulted in the segmentation of 
the routes into approximately 2,600 individual road sections. Intersections were 
then classified in substantially the same manner. 

The information on each section so determined was then coded for entry on 
tabulating cards in conformance with the recommended procedure. Special 
forms designed for this procedure simplified the punching of three sets of tabu- 
lating cards. Each set of cards contained the same information on highway 
elements, but they differed as to the additional information punched thereon. 
This additional data punched on the three sets of cards dealt with accidents, 
advertising signs and access points respectively. As the study progressed, it was 
necessary to make a fourth set of cards which summarized the more pertinent 
items of information contained in the first three sets of cards. 

Preliminary tabulations, compiled from the three sets of cards, were studied 
to determine a general analytical procedure. Since these tabulations produced 
the first summary of all the data recorded in the study, they revealed many items 
of interesting information. For instance, they revealed that 713 of the 1,193 
recorded accidents, 4,194 of the 5,627 access points and 4,069 of the 5,388 roadside 
signs were on the 420 miles of 2-lane road. They also revealed that there were 
only 76 structures, 18 railroad crossings, and 32 transition sections. 
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Further study of the tabulated information revealed it was not possible be- 
cause of insufficient data of one type or another, to analyze accident rates for 
each of the many roadway groups defined by the different combinations of 
important characteristics. This was especially true of the 3- and 4-lane road- 
ways. Sections of these roads were located in urban areas and had established 
speed zones of 30 to 50 miles per hour, others had limited access, others fronted 
business establishments usually associated with fringe developments, and others 
were strictly rural. While the accident rates computed for groups of these 
individual sections were not considered reliable because of insufficient data, 
there was sufficient information to compute reliable accident rates for the tan- 
gent sections of each roadway type provided all other elements and features 
were ignored. The accident rates computed on this basis are compared in chart 
1 with rates determined by a research project of the National Safety Council. 
This chart shows that the study route, regardless of roadway type, has a lower 
accident rate than that obtained by the National Safety Council. However, the 
difference in the laws governing the reporting of accidents should be considered 
before placing too much significance in the difference between the two sets of 
accident rates. 

Since these preliminary tabulations revealed that there was not sufficient in- 
formation for complete analysis, it was decided that further study would be 
confined to the 713 accidents assigned to the tangent, curve, and intersection 
elements located on the 420 miles of the 2-lane roads which carried less than 
5,000 vehicles per day. The tangent sections of this mileage totaled 343 miles 
and the curve sections accounted for the remaining 77 miles. The intersections 
on these roads numbered 639, and of these 593 had provision for traffic control 
and served less than 10 percent cross traffic. 


ACCIDENTS RELATED TO ADVERTISING SIGNS 


The basic concept of roadside advertising conflicts with one of the funda- 
mental principles of safe driving. This phase of advertising depends on the 
ability of roadside signs to capture the attention of and convey impressions to 
motorists who should direct their constant attention to the progressively chang- 
ing roadway conditions. The success with which this is accomplished may be 


measured by the continual increase in the number of signs. Because this com- 
petition for the motorists’ attention is successful, it seems axiomatic that acci- 
dents should be related to the frequency of these signs. 

A total of 4,069 advertising signs were located along the 2-lane roads. This 
number does not include, however, those signs which were attached to or printed 
on buildings along the road. 

The following table groups these signs according to their distance from the 
centerline of the road. 


TaRLe 14.—Distribution of signs on 2-lane roads by distances from roadway 
centerline Number 

Distance from centerline (feet) : of signs 

10 to 19. 6 

20 to 29.9 93 

30 to 631 

40 to 59. 

60 to 99.9 

100 to 199.9 

200 to 299.9 

300 to 

400 to 


Total 


A substantial majority of the signs were located less than 60 feet from the 
centerline of the roadway revealing a studied attempt, limited only by right- 
of-way boundaries, to locate signs within the motorists’ range of vision. It is 
of interest to note that 551 or nearly 14 percent of all the signs observed were 
found to be located on the premises of establishments producing or merchan- 
dising the product advertised. 

In competing for the motorists’ attention, the 4,069 signs varied greatly with 
respect to size, shape, and color used to convey the message. The following 
table shows the variation in the size of the signs. 
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TABLE 15.—Number and percent of signs in specified size groups 





Dimensions 





Number 
of signs 


Surface area 





Percent 





















OS 4” Eee ee ee 72 square feet_.......__-. 828 20.3 
3 by 4 feet and under 6 by 12 feet____..._.._.._____ 12 to 72 square feet _-__-__- 1, 266 31.1 
Bioy:4 Soot and amnaller. 0. ooo inch ck cde Under 12 square feet. -- 1,975 48.6 

Neen neta male ee wena 4, 069 100.0 





Only 20 percent were of the large or “billboard” variety, while nearly half 
were less than 12 square feet in area. Included in this latter group are the 
many small signs found along most rural highways with 57 of these being series 
signs, 41 of which were of the “Burma Shave” type. 

Variation in the shape of the signs, a common means of attracting the 
motorists’ attention is showing in the following table. The horizontally rec- 
tangular signs are the most predominant. 


TABLE 16.—Number and percent of signs in specified shape 





Shape of sign Number of signs Number ofsigns| —_F Percent 

TS Tey SRST RE TET RE Te a cee Oe Ee 128 3.4 
eee ES EE ES i eee 2, 568 61.1 
eR SERENE NS Line EG es SII TL NIRS eR 257 | 6.3 
al 358 8.8 
IL inc pisbninainwcicmprienthan tine ince pbeaaniadeemasaitns Bok wiki nadinns'e 216 5.3 
a ck ce pmiiunaenl 77 1.9 
RIT 5 asctel co bcéce~hdntbthetahiidinstGbenniendtinunsva 1 | a} 
a aR age nea, A Sg ll | 3 
a lee MS nelle a Ent etcoein Sle et s a! 12 .3 
Combination of above and others_............-...-......-.---.-.-- 7 421 | 10.3 

ill ateiediaeihabidinebnintnaheeineinneninneeermererenrennt 4, 069 | 100.0 


Color, used to attract the motorists’ attention to the message conveyed by these 
signs, was also noted. Because of the numerous color combinations employed, it 
was necessary to differentiate between that used for the message and that used 
for the background. Table 17 shows the signs classified according to the pre- 
dominant color used. Contrasting combinations of red, yellow, black, and white 
were most generally used. 


TABLE 17.—Number and percent of signs grouped by predominant color of 
message and background 










































Message Background 
aed | 

Number | Percent) Number | Percent 

of signs of signs 
BE RS ES ee ae tiptenlinipdwes 564 13.9 77 19.0 
; 0 ee Oe en tiller iilaatiebdeiensih pane mille malonate 473 11.6 781 19.2 
I a tel Ria, Lats aetna dcetindbiaketamiichiets pic haieraneaiindhata 937 23.0 589 14.5 
ne wee Oo Sn ee 1, 340 33.0 797 19.6 
cae eet Rt tl isn os a cress cea penned aebeononenieioel 191 4.7 492 12.1 
NE LANES Leith 6 sis haere Sen tichneaiies cbctinun seal 6 3 20 5 
at Beith onc konrthinnmnim sini ‘ she Siena 62 1.5 140 3.4 
Orange _____. seccRt is boca hens abbc ce bostaee ewes 58 1.4 52 1.3 
Nee TTT ne ges = . 360 8.9 358 8.8 
enna: fad eo) ye es I ok. 78 1.9 66 1.6 
i hha nannies 4, 069 100.0 4, 069 100.0 
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The use of illumination on signs was also studied and the result is summarized 
in the following table. 


TABLE 18.—Number and percent of signs grouped by type of illumination 


pes 


Tlumination Number Per- 
of signs cent 


BSS 
Om w 


ee eae ae dee Cee cans een enimice 3, 207 78. 
Incandescent and neon 238 5. 
Reflectorized ‘ 15. 
Combination of above. : 


100.0 


8 
8 
0 
4 


Es © =| 
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When consideration is given to the fact that the study sections were rural in 
character, it is not surprising that but a small percentage of the signs were 
illuminated. The lack of means for illumination on these rural roads and the 
relatively low volume of traffic during hours of darkness probably accounts for 
this. It is apparent, however, that there is a moderately extensive use of 
reflectorized signs. 

Considering all of the physical aspects of these signs, it was interesting to 
note that out of the 4,069 signs only 21 used either red or green lights, or words 
such as “stop,” “caution,” “slow,” and so forth, or an arrow as a sign or within a 
sign. 

The frequency of signs per mile of tangent and curve is shown in the following 
table. 
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TABLE 19.—Frequency of signs per mile of tangent and curve 





Roadway element Miles Number of | Frequency 
signs per mile 


Tangent _ ieiatarathueed sb dameenpnceeweenba een cakes 3, 133 | 9.1 
SOMOS a 930 | 12.1 


Both elements s 4, 069 | 9.7 








A preference for locating signs on curves is indicated by a frequency per mile 
that is nearly half again as great as on tangent sections. 

In chart 10, the average number of advertising signs per mile is compared 
to the accident rate in each of seven traffic-volume groups. The similarity 
between patterns formed by each series of plotted data indicate some apparent 
relation between the frequency of signs and accident rates. This indicated rela- 
tionship may be brought about by the infiuence of a combination of factors or 
it could be due to some single factor which influence sign frequency and accident 
occurrence to approximately the same degree. An investigation of these factors 
was made in an attempt to measure their contribution to this relationship. 
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CHART 10 


ACCIDENT RATES ON TWO—-LANE ROADWAY 
WITH NUMBER OF ADVERTISING SIGNS PER MILE 
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AVERAGE DAILY TRAFFIC VOLUME GROUPS 


The study route was divided into 400 road sections, each approximately 1 mile 
in length. The annual daily traffic volume, the accident rate per million vehicle- 
miles of travel, and the average number of signs per mile were computed for 
each individual road section. 

These 400 road sections were then grouped according to the average number 
of signs per mile. The class limits of the groups selected were as follows: 0.0 
to 3.9, 4.0 to 6.9, 7.0 to 9.9, 10.0 to 12.9, 13.0 to 15.9, 16.0 to 18.9, 19.0 to 21.9, and 
22.0 or more signs. 

A seatter diagram was prepared for each of the eight sign groups. The points 
plotted on each scatter diagram showed the association between the accident rate 
and traffic volume for each road section in a particular sign group. A study of 
these diagrams revealed that the data were limited in certain sign frequency 
groups. To partially reduce the effect of this limitation, all road sections having 
13.0 or more signs per mile were combined into a single group. Ten road sec- 
tions having traffic volumes less than 1,000 vehicles per day were eliminated, 
thus reducing the number of road sections to be studied to 390. 

The road sections in each sign group were classified according to traffic volume. 
The class limits selected for this grouping were as follows: 1,000 to 1,499, 1,500 
to 1,999, 2,000 to 2,499, 2,500 to 2,999, and 3,000 to 5,000 vehicles per day. 

The average accident rates for road sections, cross-classified in the manner 
just described, are shown in table 20. The number of road sections upon which 
each accident rate is based is also shown. It will be noted that considerable 
irregularity exists between the accident rates. While a study of table 20 did not 
reveal the causes of these irregularities, it did reveal that certain of the accident 
rates were based on a very limited number of road sections. For instance, of 
the 67 sections with traffic volumes between 3,000 and 5,000 vehicles per day, 
only 4 had a sign frequency between 10.0 and 12.9 signs per mile. These irregu- 
larities are more easily compared in chart 11, a graphic presentation of the same 
rates. 
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CHART II 


ACCIDENT RATES FOR VARIOUS SIGN FREQUENCY 
AND AVERAGE DAILY TRAFFIC VOLUME GROUPS 


LEGEND 
ZA WOO TO 499 ADT 
1500 TO 1999 ADT 
2000 TO 2499 ADT 
2500 TO 2999 ADT 
3000 TO 5000 ADT 
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TABLE 20.—Average accident rates of 390 2-lane sections arrayed according to 
sign frequency and average daily traffic volumes 
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Sign frequency (per mile) 
- _| Row 
Traffic volumes on road sections totals 
0.0 to | 4.0 to | 7.0 to | 10.0 to | 13.0 0r 
3.9 6.9 9.9 12.9 more 
1,000 to 1,499: 
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Accident rate___- ‘ 5 \ ee 1, 21 0. 88 0.83 Oi 
Average daily traffic. _-_- ncancnpindcecethanece Oy Raa. Le) £ oe Tae 
1,500 to 1,999: 
Number... ‘ 7 alata saicain . 53 31 13 10 15 122 
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Accident rate- ais aii.0 ee 1.85 Gh RO BI bcs nei, 
Average daily traffic... ie d a .-| 3,715 3, 676 3,549 | 3,638 3, 546 | . 
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Trend lines were computed to explore the possible existence of some relation 
between accident rates for road sections having similar traffic volumes but 
different frequencies of signs per mile. The average rates in table 20 were used 
in these computations. These trend lines showed a positive relationship be- 
tween sign frequencies and accident rates, with the highest accident rates oc- 
curring with the greatest frequency of signs per mile. The trend lines also 
revealed that the rate of increase in accident rates for each of the five traffic- 
volume groups was not uniform. 
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Simple correlation was then computed for different combinations of three 


factors: traffic volume, sign frequency, and accident rate. The coefficients of 
correlation are as follows: 


Coefficient 
Factors: of correlation 
Nee nn ene teat 0. 3294 
I  evensmmenpoaninee - 3383 
Sen IN i ee ae eee - 303 


Partial correlation for the above factors are as follows: 

Between signs and accidents with traffic held constant at 0.2441. 

Between signs and traffic with accidents held constant at 0.2566. 

Between traffic and accidents with signs held constant at 0.2502. 

The multiple correlation with accidents as the dependent variable was 0.4053. 

From the above coefficients of correlation, it was determined: 

(1) When the influence of signs is added to the simple correlation of acci- 
dents and traffic, the unaccounted-for variance is reduced 5.95 percent. 

(2) When the influence of traffic is added to the simple correlation of signs 
and accidents, the unaccounted-for variance is reduced 6.25 percent. 

The reliability of the above coefficients of correlation has been tested and it 
was found that less than once in 100 times would such an association be due 
to chance. 

An investigation was made to determine any possible relationship that might 
exist between advertising signs located at or near intersections and accident 
rates. Each intersection was assigned all advertising signs located within 200 
feet of it. All intersections, separated by type, were then grouped according 
to the frequency of signs and the accident rate for each group was computed. 
The results are shown in table 21. 


TABLE 21.—Accident rates for intersections,’ by frequency of signs 





| 
3-way intersections | 4-way intersections 
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Sign frequency | 
Number | Accident | Number | Accident 











| rate? | |} rate? 
aa ieee ns aiinemcmneraieedsrnmmerat cement reeaenn 
en udaimaacetbeent assumes 146 | 1.5 | 103 | 3.1 
Sc eeentntukacaacas necensehiasteounteromdbndeae 155 | 2.0 | 111 3.2 
Fe dete wiedis etter deicepenbeccnnpnsiceesoans | 42 | 4.4 | 36 9.1 





1 With controls and less than 10 percent cross traffic. 
2 Ter 10,000,000 vehicles per year (intersectional volume) 


Is it interesting to note that the accident rates for both types of intersections 
are considerably higher at those having 4 or more signs than at intersections 
wheret here are less than 4 signs. 

The intersections in each sign group were further classified according to 
traffic volumes, and the accident rates computed for each traffic volume group 
are shown in chart 12, Again there is no significant difference in accident 
rates for intersections having less than four signs even when segregated into 
traffic volume groups. The 4-way intersections having 4 or more signs, how- 
ever, show decidedly higher accident rates, indicating that the effect of driver 
distraction may be more potent at such intersections where driver alertness is 
required because of the larger variety of vehicle maneuvers taking place. 

Senator Neusercer. Thank you very much, Mr. Chairman. 

Mr. Lucas. I stated the other day that Mr. Lauer would probably 
come in to testify. 

Senator i sientea I will make an effort then to see if we can get 
some Minnesota authorities at least to comment on the status of this 
report. 

Senator Revercoms. May I ask a question at this time? 

Senator Neupercer. Surely. 

Senator Revercoms. This question arises out of the discussion be- 
tween the Senator from Oklahoma and the Senator from Oregon. 
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CHART 12 
ACCIDENT RATES BY TYPE INTERSECTION FOR VARIOUS 
FREQUENCIES OF ADVERTISING SIGNS 
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Does the Senator from Oregon contemplate that under his bill the 
cost of these easements or land obtained to prevent advertising along 
the roadways would be paid out of the 90 percent allocated to each 
State, or would it be paid out of additional funds to be appropriated ? 

Senator Neupercer. It would be paid out of the 90 percent allo- 
cated to each State. That is what I contemplate. 
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Senator Kerr. It would be paid just like the cost of the road that 
is built along adjacent to the area where the casement was secured, 

Senator Nevsercer. That is right. That is what is contemplated 
under the bill. 

Senator Kerr. And that is a very important point that the Sen- 
ator from West Virginia has raised, because the bill as passed con- 
templated no expense for right-of-way easements. 

It does have in it a provision—and I would like to have it here in 
order that I might put it into the record, if the clerk will give it to 
me—directing either the Secretary of the Treasury or the Secret: ry 
of Commerce, one or both w orking together, to operate on the basis 
of reviewing the requirements of the program for any approaching 
fiscal year, and that if there is an inadequate amount of funds in the 
trust fund, and inadequate amount of money in the trust fund to 
meet the forecast requirements, to proportionately reduce the rate 
at which the Interstate Highway System is built. 

In the act the Congress declares the policy to be a pay-as-you-go pro- 
gram and sets up and designates and earmarks certain moneys to go 
into the trust fund for a certain period of time, and provides that ‘at 
any time the income to the trust fund is inadequate to meet the cur- 
rent and expected operations, that the operations be proportionately 
reduced. 

There is another section in the bill that directs the Secretary of 
Commerce within the next year or two to come to the Congress with a 
revised estimate of costs of this program which, when approved by 
the Congress, and which will have been made with reference to the 
needs in all of the States, will become the controlling factor in the 
allocation of the money under this program after the first 3 fiscal years 
affected by the program. And that study, I understand, is currently 
underway. 

Is there a representative here of the Department of Commerce? 

(No response. ) 

Senator Kerr. The study is currently underway and it is underway 
on the basis of the program as set up in the law last year. So that 
along the line of the question from the Senator from West Virginia, 
if there is to be this additional cost made a part of the program, it 
would require a revised or reworked estimate of cost on the basis of 
this additional factor. 

Senator Revercoms. May I interrupt there to ask a question? 

Senator Kerr. Yes. 

Senator Revercoms. Would it lessen the amount of roadway to be 
built? In other words, if this is to be taken from the 90-percent fund 
in aid to the States for the building of these interstate roads, would 
Senator Neuberger’s bill—and I address this to Senator Neuberger— 
would your bill take the money for the requirement of addition: al ease- 
ments or interests in land and lessen the amount of money to be used 
in construction of the roads as contemplated by the or iginal act 2 

Senator Neupercer. Senator, I would just say that anything which 
adds to the cost of the road, including the standards of construction 








set up by the Bureau of Public Roads, could be said to diminish the 
number of miles in the road, if you want to look at it that way. I take 
the position that the Federal Government will complete the Inter- 
state Highway System to certain standards. You and I know from 
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reading the newspapers that every month the cost of living goes up. 
There is hardly a month that we don’t see that. As the cost of living 
goes up and as it costs people more to live, wages, materials, every- 
thing else goes up, and the cost of building highways goes up. Sono 
one can tell now what the cost of completing this Interstate Highway 
System will be. Because as inflation continues, construction costs 
go up. 

Senator Revercoms. Your position then is that the originally con- 
templated mileage would be built and additional funds would have to 
be appropriated in any event to complete the 41,000 miles? 

Senator Neusercer. My position is that, of course, Senator. You 
and I are members 

Senator Revercoms. If I may follow—I don’t mean to interrupt 
you—with that thought, this added cost would require additional ap- 
propriation of moneys? 

Senator Nreusercer. There is no doubt about that. And I am just 
saying that I think the goal of protecting the beauty and the scenery 
of the highway is a worthwhile goal for the Government of the United 
States to establish. 

As far as costs are concerned, this same committee last week passed 
out an omnibus public works bill with two or three hundred projects in 
it. You will notice that every cost is estimated, because the Corps of 
Engineers realizes, and you and I realize, that probably every one of 
those projects in that bill is going to cost more than present estimates 
at hand. 

Senator Revercoms. That has always been so. 

Senator Neusercer. That is right. And you and I know that 
those projects, whether on the Oregon coast or in the West Virginia 
mountains, are ultimately, if they are started, going to be completed 
regardless of how much the cost may vary from the original estimate. 

Senator Revercoms. We hope they will be. 

Senator Neusercer. I join you in that. 

Senator Kerr. Will the Senator yield? 

Senator NeuperGer. Surely. 

Senator Kerr. Isn’t it a fact that as far as you know, this is the first 
time in the history of the Congress that in connection with a projected 
program of public works the financing provisions for the program 
were included in the same act as the authorizing provisions, and the 
trust fund set up and provision made to pay for the work authorized 
and of the moneys that are provided for in the other sections of the 
bill, and with another directive that the program could not go for- 
ward except at that rate of construction which would be permitted 
under the application of the pay-as-you-go features of the bill, and 
the progress limited to the funds available from the legislation which 
was attached and made a part of the authorizing legislation ? 

Senator Neusercer. I don’t know whether this is the first time in 
the history of the Congress or not. I want to say this—— 

Senator Kerr. That is the situation in this case. 

Senator Nreupercer. I don’t know whether this is the first time 
in the history 

Senator Kerr. But that is the situation in this case? 

Senator Neupercer. That is the situation in this case. 

Senator Kerr. You don’t know of any others where that has been / 
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Senator Nevsercer. I don’t know at the moment. 

Senator Kerr. That doesn’t apply to the Corps of Engineers or 
ue else. 

enator Nreupercer. All I can say is this: If you are concerned 
about making ends meet and the various dates synchronized under 
the costs of this highway system, far more than being concerned 
about the comparatively small amount of the advertising easements, 
you should be concerned about the continuing inflation in the country, 
which will have so much greater impact on the schedule which you 
mention than these advertising easements that there is no comparison. 

Senator Kerr. I am not unconcerned about the certainty in my 
mind of the increasing cost of things provided for under the bill, 
nor am I unaware of the fact that if you add additional items to the 
cost you do not thereby lessen the impact of the increased costs by 
the items provided for. 

Senator Nevusercer. No, I am certainly not denying that. But I 
am saying that the disagreement between you and me may not be as 
to whether the highway is going to cost more, because we know in- 
flation is going to do that. The disagreement may be whether or not 
it is a valid expenditure by the United States Government to protect 
the roadside scenery along these roads which are going to cost so 
much money. 

Senator Kerr. The Senator is aware that under paragraph “D” of 
section 108 of Public Law 627 that the Secretary of Commerce is 
directed to transmit an estimate of costs of the entire system in all 
of the States to the House and Senate within 10 days subsequent to 
January 2, 1958, and that the work of preparing that estimate is now 
underway ; that it has been underway since the enactment of Public 
Law 627, and that it is being formulated on the basis of the cost pro- 
vided for in the act, and that if additional costs are now added to the 
program for elements about which there is no standard of knowing 
at, this time how to figure what it would cost, that we would either 
have them come in here with an estimate of costs that would not be 
realistic, or that they would have to start over now and include the 
new factor in their estimates of cost, which would bring about an 
amount of delay that we cannot determine. And that the significance 
of this is further apparent in the fact that the allocation of this money 
very shortly after the submission of this estimate by the Secretary and 
its approval by the Congress, the allocation of this money in the fu- 
ture would be on a different basis than that whereby it is presently 
being allocated, and that 1 of the most hotly contested features of this 
bill was which of those 2 formulas of allocation would be used, and 
that finally a compromise was worked out whereby the historic form- 
ula would be used for the first 3 fiscal years of the program and the 
formula of need be substituted thereafter, but that this formula of 
need cannot be made a reality until the Congress acts up this formula 
of cost to be submitted by the Secretary, which is now of course 
in preparation on the basis of the law as we passed it. 

It looks to me as if the Senator and the committee, of course, might 
be well aware of the probability of complete disruption in the provid- 
ing of that estimate of cost, and in the necessity that would thereby 
result for the Congress either to accept an inadequate estimate of cost, 
or revise the date when the need formula would become effective. 
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I must say that I would contemplate that battle in the Senate and 
in the House with a good deal of concern as to just when we might 
ever be able to settle that. 

Senator Neusercer. Senator, all I can say is that you can make 
this so horrendous that, if you went on, you could say that the world 
would come to an end if we wanted to do something about the sign- 
boards. 

Senator Kerr. I don’t discount the possibility. Do you have any 
assurances to the contrary ¢ 

Senator Nruspercer. Senator, the distinguished former Senator 
from Illinois said it will cost us $25 billion out of our national income. 

Senator Kerr. He didn’t say that at all. He very accurately re- 
ferred to a highway business that amounts to $25 billion on the basis 
of information before the committee, and said that the enactment of 
this new principle of regulation of roadside signs would have an im- 
pact upon that business. He didn’t say that it would destroy that 
business; he didn’t say that it was all on the roads that the signs are 
to be erected. He said that the highway business amounted to a cer- 
tain figure and that this bill would have an impact on that business. 
And I must say that if it wouldn’t have an impact on that business, 
then the efforts we are now in the midst of, either in securing its pas- 
sage or defeating it, are certainly a waste of a lot of time, because 
if it isn’t going to amount to anything, then the efforts of those for it 
and those against it would seem to me to be more or less dissipated. 

Senator Neusercer. I would say this, in answer to your defense of 
that inclusion, that that inclusion added up to every single drop of 
fuel and lubrication used everywhere in the United States on any 
mile of highway, and if any use of motor fuel or lubrication is going 
to be affected by the absence of signs on the highways, then I indeed 
have introduced a revolutionary bill. Perhaps it provides for per- 
petual motion. 

Senator Kerr. Not at all. You see, in the final analysis, Senator— 
in Oklahoma; I don’t know how it is in Oregon—regardless of the 
fact that a fellow operating a roadside business may be a part of the 
$25 billion economic operation, he reduces any particular matter to 
the posture of how it is going to affect his limited portion of that. 
And it is just as important to him if it is going to affect him as if it 
were going to affect all. 

Senator Neusercer. I agree, and I am trying to make our high- 
ways 

Senator Kerr. And when you contemplate doing that which would 
shift business from one group to another, the effect upon those from 
whom it is shifted might be just as drastic as though it were destroyed 
instead of being transferred to another beneficiary. 

That is the matter that the former Senator was calling our atten- 
tion to. 

Senator Neupercer. Did the Senator say that the $25 billion would 
be spent elsewhere ? 

Senator Kerr. No. 

Senator Neusercer. I didn’t see that. 

Senator Kerr. He said that this would have an impact on the 
$25 billion roadside business. 

Senator Neusercer. What kind of an impact? 
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Senator Kerr. I must say that if he has to draw the members of 
this committee a picture of that, then 

Senator Neupercer. You have taken the defense. So I want to 
know what kind of impact it would have. 

Senator Kerr. I have just explained it to you. 

Senator Nevsercer. I didn’t understand the explanation. 

Senator Kerr. If it might transfer business from some people now 
getting it, or reduce their opportunity to get their proportionate in- 
crease from it, is the Senator not aware that that would be an impact? 

Senator Neupercer. Why didn’t you prepare the statement for him 
and say it would be transferred? That isn’t what it says. 

Senator Kerr. I give him credit, just like I presume you do, of 
being able to prepare his own statement, and I am very thankful for 
the fact that I am able to understand it. 

Senator Neupercer. You are providing annotations and additions 
that are not in there. I am saying that the $25 billion 

Senator Kerr. I must say, I wonder if you are not. 

Senator Neusercer. I am just pointing out to you that this $25 
billion includes every single drop of gasoline, every single can of lu- 
bricating oil—— 

Senator Kerr. That is true. 

Senator Nrvsercer (continuing). Of every single mile. 

Senator Kerr. That is true. Suppose you had a business on a 
highway and they were going to move it and you couldn’t put a sign 
on the new highway telling people where you are. If that hap- 
pened to you, and your business was thereby diminished or im- 
paired, wouldn’t you feel that it had an impact on the business in 
which you had a part? 

Senator Nreupercer. I would feel that the $25 billion was still 
going to be spent unless people had some kind of a magic pill to move 
the cars. 

Senator Kerr. Don’t you feel it would be spent with somebody 
else as if it were continued to be spent with you ? 

Senator Nreusercer. That is not what the distinguished former 
Senator from Illinois said in his statement. It is what you have 
said in explaining his statement. 

Senator Kerr. That is the way I have understood his statement. I 
am sure that your powers of discernment are somewhere near on the 
road from zero to one approaching mine. I wouldn’t contemplate 
the possibility that they were equal, but neither would I contemplate 
the probability that they are absent. 

Senator Neusercer . No, I will admit that my discernment is not 
equal to yours, but I am almost willing to assume perhaps you 
should have accompanied the former Senator from Illinois to the 
stand and explained his statement as he went along. 

Senator Kerr. The implementation of the statement wouldn’t be 
any more violent than the promulgation of it. 

Senator Nevusercer. I still want you to tell me how $25 billion is 
going to be in anyway diminished. 

Senator Kerr. He didn’t say it was going to be diminished. 

Senator Neusercer. What did he say ? 

Senator Kerr. You have read it 10 times. What did it say? 

Senator Neusercer. As a matter of fact—— 
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Senator Kerr. Have you got it there? I don’t even have it. 

Senator Nevusercer. I have it right here. 

Senator Kerr. I believe I remember it better than you do, and you 
are looking at it. 

Senator Neusercer. I will read you these two paragraphs and you 
can understand, as to the $25 billion, what is going to happen. Let 
me read just one sentence: 

More than 3 million people work in these business places. They make up 
between 3 and 4 percent of the total labor force of this country. The annual 
payroll for this group of persons serving the public is about $4,700 million. 
Travelers purchasing the products and services of these businesses have made 
the tourist business the leading industry in Florda— 
et cetera, and many other States. It is the second largest business in 
many States, and they are listed. 

Senator Kerr. Do you say either one of those statements is in- 
accurate ¢ 

Senator Neupercer. I say that the implication of citing this vast 
volume and number of people employed, when you and I know and 
everybody knows that whether signs exist or not that money is going 
to be spent 

Senator Kerr. You said the Senator made the statement that this 
is going to reduce the amount of money. 

Senator Neupercer. He said it was going to affect it. How is it 
going to affect it? 

Senator Kerr. I explained that to you a half dozen times. 

Senator Neusercer. I still don’t understand. 

Senator Kerr. I don’t doubt that. 

Senator Nevpercer. I am sorry that people of such limited under- 
standings have to come here and cope with your discernment. 

Senator Kerr. I doubt that you are sorry that you are here. And 
I want to say that any lack 

Senator Neunercer. I will be sorry if we don’t pass a bill to pro- 
tect the beauty along these highways. 

Senator Kerr. In that regard, we will be glad to oblige on a basis 
that will in no way embarrass you. 

Senator Revercoms. Let me say to the Senator from Oregon that 
I am not debating with him on his bill but I ask these questions for 
information. 

This is to be paid out of the 90 percent of Federal funds in aid 
of the construction of these interstate roads, the Senator has said. 
Does that mean that the acquisition of these easements and rights in 
land would be paid 90 percent by the Federal funds and 10 percent 
by the State funds? Or would ali of this added cost be paid out of the 
90 percent furnished by the Federal Government? 

Senator Neupercer. It has been my opinion that with the standards 
promulgated by the Secretary of Commerce that all of the 90 percent 
would come out of the Federal funds. 

Senator Kerr. You mean 90 percent by the Federal and 10 percent 
by the States? 

Senator Revercoms. That is not my question. Not that all of the 
90 percent would come out of the Federal funds but would the addi- 
tional cost of acquiring the easements be paid entirely, the whole 100 
percent, out of the 90 percent Federal money, or would 90 percent 
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of the additional cost be paid out of Federal funds and 10 percent 
by the States? 

Senator Neusercer. I have contemplated that the entire amount 
would be paid for out of the 90 percent of the Federal funds. 

Senator Kerr. Would the Senator yield? 

Senator Neupercer. Yes. 

Senator Kerr. If the bill is enacted, it would be in accordance with 
the suggestion of the Senator from West Virginia. The cost would 
be port like any other part of the cost of the road, 90-10. 

Senator Revercoms. Does the Senator from Oregon accept that? 

Senator Neunercer. Whether it is 90 to 10 in the distribution for 
acquiring the easements, or whether it is 100 percent out of the Federal 
funds, would not be a material factor to me. I admit this would, 
be an additional cost. There is no doubt about that. I just think 
the cost is justified. 

Senator Revercoms. Naturally it would be an additional cost and 
the Senator takes the view that it is a proper additional cost. I 
understand that. 

But I think it quite important—and here I disagree with the Sena- 
tor from Oregon—it is quite important in a practical working of 
his bill, if it were passed, as to whether the whole cost of these added 
easements, rights in land, come out of the Federal fund or are to be 
paid for by Federal funds, or whether 90 percent of the additional 
cost is paid out of the Federal fund and 10 percent by the States. 

Senator Kerr. I say to both my friends that the answer to the 
_— begins at line 22 on page 2 of his bill, and is to be found in 
the paragraph following. 

Senator Revercoms. I simply want to get the viewpoint of the 
author of the bill. 

Senator Kerr. I appreciate your doing that because the Senator’s 
idea of what his bill provides is inaccurate in that it does not provide 
that, but provides that this cost shall— 
under the Federal-Air Highway Act of 1956, be considered an interest in land 
which may be acquired for right-of-way or other purposes in connection with 
the project for the construction, reconstruction, or improvement of any section 
of the Interstate and Defense Highways— 
and under the act to which this would become an amendment, all such 
cost is to be paid 90 to 10. 

Senator Nreurercrr. In other words, it would be acquired as the 
rest of the right-of-way. 

Senator Kerr. As a part of the right-of-way. 

Senator Revercoms. With the statement by the Senator from Okla- 
homa, does the Senator agree with that? I am just trying to nail 
down the views of the Senator from Oregon. 

Senator Neupercer. Yes; I agree with that. 

Senator Revercoms. It would be a 90-to-10 proposition, then, on 
the acquirement of these additional rights of land ? 

Senator Neupercer. That’s right. 

Senator Revercoms. Thank you. 

Senator Gore (presiding). Permit the Chair to suggest that it is 
with temerity that he would in any way hinder exchanges between 
members of the committee, that being the most vital process in coming 
to agreement on a bill. 
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A number of witnesses have been invited to appear, however, today, 
some of whom are from out of town. The Chair wonders what the 
suggestion of the Senator from Oregon would be with respect to his 
continued interrogation of Senator Lucas on the one hand and the 
other witnesses on the other. 

Senator NeuBercer. I came here this morning at 9:30, Mr. Chair- 
man, with the thought that I would be interrogating Senator Lucas. 
I find for most of the time that I have been interrogated as the 
author of the bill, even though the Senator from Oklahoma ques- 
tioned Senator Lucas the other day. I do not criticize that. I have 
a lot of questions that I desire to ask Senator Lucas. I don’t know 
whether the opportunity will be afforded me or not. I can’t both 
question him and be interrogated myself. 

Senator Gore. The Senator will have an opportunity to interro- 
gate Senator Lucas. 

Senator Kerr. The Senator from Oklahoma will cooperate by ask- 
ing the Senator from Oregon no further embarrassing questions, or 
any further questions of any kind. 

Senator Neusercer. I should like to say, Mr. Chairman, in answer— 
and I dislike having to reply—that I don’t mind at all answering the 

uestions put to me by the Senator from Oklahoma. The Senator 
rom Oklahoma is always helpful. He is a very effective advocate 
of his cause. But I do realize that he understands that it is im- 
possible to ask questions of a witness when the Senator trying to ask 
them is also under interrogation by another member of the committee. 

Senator Gore. Does the Senator desire to proceed ? 

Senator NeusperGcer. Yes, I do. 

Senator Gore. You desire to proceed with Senator Lucas at this 
time ? 

Senator Neupercer. Unless you desire that I do it some other time. 
Iam entirely at your disposal. 

Mr. Lucas. Mr. Chairman, I have been up here about three times, 
I should like to finish, I assure you, today 1f I possibly can. How- 
ever, I will come back again, if the Senator wants me to. 

Senator Gorr. Throughout these hearings, as well as others of the 
subcommittee, the Chair has attempted to accommodate everybody 
possible, so he will ask permission for the committee to meet this 
afternoon while the Senate is in session. 

Senator Neuberger, you may proceed at this time. 

Senator Neupercer. I will try to be very brief. Senator Lucas, on 
page 11 you mention that under both my bill and the bill proposed 

y the administration many attractive public-service signs would be 
eliminated, including signs advertising the Red Cross, Community 
Chest, Cancer Drive, and so on. 

Would you support either my bill, or the administration bill, if a 
clause were inserted in those bills exempting signs of a charitable, 
religious, or patriotic nature from the provisions of the bill? 

Mr. Lucas. Senator, I don’t think your bill would be constitutional 
or legal if you did that sort of thing, and I will tell you why: I would 
like to read you one case here, along that particular line, the case of 
People versus Wolfe, 127th New York, miscellaneous, 382, when an 
ordinance was passed upon prohibiting all advertising signs in the 
community except those offering property for rent or sale. 
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The court held this to be an undue restriction on the use and benefit 
of land and unwarranted exercise of the police power. It was pointed 
out that the ordinance did not necessarily accomplish its purpose of 
making the community more attractive since not all advertising signs 
were unesthetic while the nonadvertising signs which were not pro- 
hibited were often quite ugly. 

I think that covers the point that I made in my presentation the 
other day with respect to the various types of signs that can be placed 
upon the property that is, in your bill, subject to signs. 

Senator Nreuspercer. But, in other words, you would not support 
either bill if there was a clause exempting these charitable and patri- 
otic signs? 

Mr. Lucas. Not at all, sir. 

Senator Neupercer. You represent here the various roadside busi- 
nesses, is that not correct ? 

Mr. Lucas. I represent one roadside business, sir. I represent the 
Roadside Business Association. 

Senator Nevsercer. That is what I mean. There are various road- 
side businesses included within that. And they are concerned with 
the problems of roadside establishments located along these highways. 
Is that not correct ? 

Mr. Lucas. Very much so, sir. 

Senator Nevsercrr. Your concern and that of your principals is in 
being able, as I understand it, to inform travelers on the interstate high- 
ways about off-highway tourist facilities and other services which are 
available to them; is that correct ? 

Mr. Lucas. Correctly so, sir. 

Senator Nevsercer. Let’s just suppose for purposes of discussion— 
and I think this has been raised in the committee earlier by both 
Senator Cotton and Senator Revercomb, if I am not mistaken—that 
this committee should come up with a draft of a bill that would make 
a distinction between advertising of off-highway tourist facilities that 
are available to people traveling along this Interstate System and 
signboards which advertise just national products and brand names, 
for example, on the other hand. What would you think of such a 
proposal as that? 

Mr. Leas. Senator, I think it would be a very serious question 
under the police powers of the State whether you could do that or not 
and still enact a legal bill of that kind. I think the case that I just 
read points specifically to a thing of that order. 

We don’t object to reasonable regulation of road signs. We object 
to complete elimination of them. That is one of the things that we are 
fearful of. 

Senator Neusercer. What would you think of a bill that directs 
the Secretary of Commerce to set up standards which would pro- 
hibit advertising on billboards along the road of brand names of ciga- 
rettes, beer, gasoline, automobiles, patent medicine, or any other prod- 
uct, but permitted signs which advertised hotels, motels, resorts, 
restaurants, garages, and other facilities that want to attract these 
highway travelers to off-highway establishments ? 

Mr. Lucas. Senator, before I would answer categorically that ques- 
tion I would want to see the type of a bill that is being drawn there. 
You have included a lot of things and excluded a lot of things. I 
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wouldn’t want to pass upon the validity of a bill of that kind just 
upon the statement that you have made. 

You pose a very important question there from the standpoint of 
law, as I see it, and until that bill is before me and I can take a look 
at the authorities, I wouldn’t want to give you a categorical answer, 
sir. 

Senator Neusercer. What would you think of a proposal which al- 
lowed uniform, tasteful signs, similar in size, similar in lettering, simi- 
lar in color, which would say. “overnight accomodations, 2 miles,” or 
“garage and motor fuel, 1 mile,” or other signs like that, of an informal 
nature, which would allow the traveler to know that within a mile 
or 2 miles he was coming to a place where he could stay overnight, 
where he could eat, where he could fuel and repair his car, and so on, 
but did not advertise any specific brand names or specific names? 

Mr. Lucas. Senator, if you should pass any kind of a bill, it has 
always been our contention that you have to protect in some way the 
catt: bustvinns people along the highway that have invested enormous 
amounts of money in the past in motels and hotels and roadside inns 
and oil stations and what not, and there isn’t any doubt but what this 
new highway that is going through is going to have a serious impact 
upon the business of those little people who perhaps many of them 
put in all the money that they have to get into business and are now 
making a living. 

If you eliminate completely the signs on the highways so that no one 
knows where John Jones’ Place is going to be, whether it is a motel 
or a restaurant or other business, then you are definitely, in my opin- 
ion, injuring that fellow, and that is all we are trying to do here, is 
to keep the little fellow in business. And this Roadside Business As- 
sociation that I represent represents the small sign fellows and not the 
large billboards that you are talking about. 

Senator Neusercer. I want to say this, Senator, and then I will be 
through, because I won’t go on to a lot of these other questions, as I 
know you are in a hurry. 

I share your concern about these people with their small establish- 
ments. I understand—and this was just told me by a magazine writer 
who travels all over the world—that along the highways of Switzer- 
land, which probably has developed the tourist industry to a more 
successful point than any other country in the world, they have signs 
marked “chalet, 30 rooms,” so many kilometers; “garage,” so many 
kilometers. These signs list other facilities which a traveler would 
want, such as overnight accomodations, meals and so on, plus the 
distance in kilometers. 

I just wondered, if the standards set by the Secretary of Commerce 
were directed to include provisions for a uniform type of sign indicat- 
ing the type of accommodations which were available within 5 miles, 
or 3 miles, or whatever distance, were provided, if that might not be of 
some assistance to roadside facilities / 

Mr. Lucas. Senator, I would like at this time to distribute to each 
member of this subcommittee the code of ethics for highway adver- 
tising by the client that I represent, and which I think will partially 
answer the question that you raise. 

I should like to ask leave at this time, Mr. Chairman, if I may, to 
submit this for the record. 
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Senator Gore. It is only one page. Without objection it may go 
in the record. 


(The information referred to follows :) 


CopE oF ETHICS FOR HIGHWAY ADVERTISING 


Outdoor advertising is to be placed on public or private property only with a 
lease or with the consent of the owner thereof. 

All payments to property owners are to be paid promptly on due dates. 

Outdoor advertising is to be maintained in good condition, and all obsolete, 
faded, or dilapidated structures should be removed. 

Outdoor advertising must not be offensive to public morals or decency. 

All outdoor advertising is to conform with the law. 

Placement of outdoor advertising must permit proper sight distance at railway 
or highway intersections and on the inside of curves. 


Outdoor advertising is not to interfere with or resemble official road signs or 
traffic signals. 

Illumination of outdoor advertising is to be installed and maintained so as 
not to interfere with operation of motor vehicles. 

Outdoor advertising installations must not impair the advertising value of 
any other sign. “Clustering” or “nesting”? must also be avoided. 

Outdoor advertising should be erected only on land used primarily for busi- 
ness or agricultural purposes. It should not be erected or placed in areas of 
unusual scenic beauty, parks, historic shrines, or upon rocks or trees. 

Good ethics is good advertising. 

Adopted by Roadside Business Association, 1952. 


Senator Neusercer. Senator Lucas, you do understand, I think, 
that no matter what code your own roadside-business clients accept, 
if the great billboard companies with their national advertisers are 
free to continue to plaster up the landscape with their signs, a code 
of ethics will really do very little good except to impose certain re- 
strictions on your own clients. 

Mr. Lucas. Senator, I am glad you mentioned that, because re- 
cently in New York the Advertising Association of America, the 
Roadside Business Association, the Nation Electric Sign Association, 
had a joint meeting and they agreed upon a policy which I think 
is very important, and I would like to pass this around if I may to 
each member of the committee and ask, Mr. Chairman, that it be sub- 
mitted for the record at this point. 

Senator Gore. Before it goes in the record, may I inquire what 
manner of enforcement does the code, have, Senator 4 

Does it apply to a limited number of advertisers or does it apply 
to any ? 

Mr. Lucas. It is voluntary. It is a voluntary code of ethics. 

Senator Gore. Without objection it will be included in the record 
at this point. 

(The information referred to follows :) 


JOINT STATEMENT OF PoLicy By OuTDOOR ADVERTISING ASSOCIATION OF AMERICA, 
ROADSIDE BUSINESS ASSOCIATION, AND NATIONAL ELECTRIC SIGN ASSOCIATION 


Outdoor advertising is one of the major advertising media. As the only 
medium reaching people exclusively when they are out of doors, outdoor ad- 
vertising is essential to the process of distribution, an important channel of 
communication, and a valuable and necessary part of the American economy. 

We believe the National System of Interstate and Defense Highways to be 
of inestimable value to the American economy and vital to national defense. 
However, we oppose any Federal law which would regulate, control, or elimi- 
nate outdoor advertising or any other business on private land adjacent to 
highways, either by the acquisition of easements or in any other manner, or by 
atempting to persuade or compel the several States to do so. 
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We believe that any such Federal action would be an unjustifiable invasion 
of States rights. 


Such regulation of outdoor advertising as is appropriate is the exclusive 
province of the State and local governments, as varying conditions may require. 
We do not believe that outdoor advertising should be erected in residential 


areas or in areas of unusual scenic beauty or the immediate vicinity of histori- 
cal monuments or shrines. 


We will not oppose reasonable regulation of outdoor advertising at local 
levels. 
Senator Neupercer. We are familiar with this code in Oregon, 


where we had quite a struggle over this in the State legislature. The 
next to the last provision says: 


We do not believe that outdoor advertising should be erected in residential 
areas or in areas of unusual scenic beauty or the immediate vicinity of historical 


monuments or shrines. 

That phrase “unusual scenic beauty,” at least in my opinion, has been 
interpreted by the outdoor-advertising industry to include only such 
natural phenomena that are virtually of national park stature. In 
other words, they don’t regard just ordinary green countryside or a 
grove of fir or pine trees as something deserving of protection. 

This is purely voluntary. So it leaves up to the outdoor-advertising 
industry to decide what is “unusual scenic beauty.” 

Mr. Lucas. It is purely voluntary. There is no doubt about that, 
sir. 

Senator Neusercer. There is no enforcement of this whatsoever. 

Mr. Lucas. No enforcement of this whatsoever. 

Senator Nnusercer. Those are all the questions that I have. 

Senator Gore. Senator Kuchel ? 

Senator Kucue.. No questions. 

Senator Gorn. Senator Hruska ? 

Senator Hruska. No questions. 

Senator Gorr. Senator Revercomb ? 

Senator Revercoms. No questions. 

Senator Gorr. Thank you, Senator Lucas, very much. 

Mr. Lucas. Thank you, gentlemen of the committee, very much. 

Senator Nrusercer. Thank you Senator Lucas. 

Mr. Lucas. Mr. Chairman, one other question: Did you permit me 
to place in the record a short brief on both Senator Neuberger’s bill 
il the administration bill on the question of esthetics ? 

Senator Gore. The Chair received on behalf of the committee the 
brief and will take under advisement its inclusion in the record, and 
has directed the staff to examine its length. 

Mr. Lucas. Thank you very much. It is only 5 or 6 pages. 

Senator Gore. It will be included in the record. It is seven pages. 
That is certainly a reasonable length. 

(The information referred to follows :) 


SENATOR NEUBERGER’S BILL AND THE ADMINISTRATION BILL 


The basic policy of these bills is the protection of scenic beauty and safety of 
travel on or adjacent to the National System of Interstate and Defense Highways. 

In view of the fact that we are convinced that the principal justification of 
these bills is esthetics, I should like to direct the committee’s attention to the law 
of esthetics dealing with scenic beauty. 
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EXERCISE OF POLICE POWER 


The landmark case in the exercise of the police power can be found in the case 
of Welch v. Swasey (193 Mass. 364). This case concerned a limitation upon the 
height of buildings to be erected within the city of Boston. In finding that the 
regulation was a reasonable effort to promote the public safety, preventing the 
uncontrollable spread of fire among tall buildings, etc., the court further said: 

“The inhabitants of a city or town cannot be compelled to give up rights in 
property, or to pay taxes, for purely esthetic objects ; but if the primary and sub- 
stantive purpose of the legislation is such as justifies the act, considerations of 
taste and beauty may enter in, as auxiliary.” 

The decision was appealed to the Massachusetts Supreme Judicial Court, and 
that court said specifically that the police power could not be employed for merely 
esthetic purposes. The rule was announced in that case that if the primary pur- 
pose of restriction upon property rights was to protect the public health or safety, 
the presence of a secondary esthetic aim would be tolerated. 

Gentlemen of the committee, that is pretty much the rule in vogue today. 


BILLBOARD CASES 


In Haller Sign Works v. The Physical Culture Training School (249 Ill. 436), 
an Illonois statute prohibited advertising signs within 500 feet of boulevards 
and parks in cities with populations of over 100,000. The Supreme Court of 
Illinois held this ordinance an unconstitutional deprivation of property without 
compensation in repugnance to the 14th amendment, the court saying: 

“However desirable it may be to encourage an appreciation of the beauties in 
art and to cultivate the taste of the people of the State, still it has never been 
the theory of our government that such matters could properly be enforced by 
statute when not connected with the safety, comfort, health, morals, and material 
welfare of the people.” 

A few years thereafter, the Illinois court had before it another Chicago ordi- 
nance which prohibited billboards over 12 square feet in area in certain parts of 
the city. This restriction was upheld by both the Supreme Court of Illinois and 
the Supreme Court of the United States, but it was upheld on the ground that its 
constitutionality was the use of the police power to promote health, safety, good 
morals, and the general welfare. The question or the problem of esthetics was 
never mentioned in either of these opinions. 

In St. Louis Poster Advertising Co. v. City of St. Louis (249 U. S. 269), the 
Supreme Court of the United States upheld another ordinance restricting the 
use of billboards, and gave as reasons that these signs might fall upon pedes- 
trians in heavy winds or become fire hazards or be used as hiding places for 
undesirables. In this decision, the Court clearly upheld the rule of Welch v. 
Swasey, by saying: 

“Possibly 1 or 2 details, especially the requirement of conformity to the 
building line, have esthetic considerations in view more obviously than any- 
thing else. But as the main burdens imposed stand on other ground, we should 
not be prepared to deny the validity of relatively trifling requirements that 
did not look solely to the satisfaction of rudimentary wants that alone we gen- 
erally recognize as necessary.” 

In the case of People v. Wolfe (127 New York Misc. 382), an ordinance was 
passed upon prohibiting all advertising signs in the community evcept those 
offering property for rent or sale. The court held this to be an undue restric- 
tion on the use and benefit of land and an unwarranted exercise of the police 
power. It was pointed out that the ordinance did not necessarily accomplish 
its purpose of making the community more attractive, since not all advertising 
signs were unesthetic, while the nonadvertising signs which were not prohib- 
ited were often quite ugly. 

It seems to me on examining the billboard cases that it could well be said 
that the rule of the St. Louis Poster Advertising Co v. City of St. Louis is still 
the law everywhere and that primary justification for restrictions upon sign- 
boards must be found in the protection of health, morals, or safety. Esthetic 
considerations may then be permitted as a secondary purpose. 

In the case of Youngstown v. Kahn Building Company (112 Ohio State 654), 
Justice Florence Allen, now a member of the United States Circuit Court of 
Appeals, in the unanimous opinion of the court said, among other things: 

“It is conceded, also that the police power is not unlimited and must not 
be arbitrarily exercised, that the police power cannot be invoked for purely 
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esthetic considerations, nor to promote merely private comfort or private wel- 
fare, and that while a statute or ordinance is presumed to be valid a mere 
declaration therein that it is enacted to protect public safety, health, morals, 
will not render the statute valid as being within the police power unless there 
is some reasonable relation between such purpose and the regulation 
prescribed.” 

She further pointed out in that decision: 

“The police power, however, is based upon public necessity. There must be 
essential public need for the exercise of the power in order to justify its use. 
his is the reason why mere esthetic considerations cannot justify the use of 
police power” (citing Haller Sign Works v. Physical Culture Training School, 
above). 

She said further: 

“It is commendable and desirable, but not essential to the public need, that our 
esthetic desires be gratified. * * * The world would be at continual seesaw 
if esthetic considerations were permitted to govern the use of the police power.” 

In the recent case of O’Melia Advertising Company vy. Rutherford (128 N. J. 
Law 587), the New Jersey Supreme Court reaffirmed the established rule against 
using the police power for esthetic purposes and held unconstitutional a municipal 
ordinance restricting outdoor advertising on private property. 

In addition to the above, it is noteworthy to advise the committee that the 
people of Massachusetts adopted in 1918 a constitutional amendment which had 
for its purpose that “advertising on public ways, in public places, and on private 
property within public view may be regulated and restricted by law.” I suspect 
that what happened in Massachusetts with respect to a constitutional amendment 
will be necessary in many other States in the Union before the police power can 
be used affirmatively and standing alone for esthetic purposes. 

In Spann y. City of Dallas (11I Texas 350), the court refused to accept esthetic 
considerations as even one of the purposes of municipal regulation of property 
when it bluntly said, among other things: 

“It is not the law of this land that a man may be deprived of the lawful use 
of his property because his tastes are not in accord with those of his neighbors.” 

In Pennsylvania Mut. Life Ins, Co. v. Philadelphia (242 Pa. 47), the court held 
unconstitutional the statute authorizing cities to acquire or sell land subject to 
restrictions for beautifying the parks. In that case the court declared: 

“Neither esthetic reasons nor the conservation of property values or the stabili- 
zation of economic values in a township are, singly or combined, sufficient to 
promote the health or the morals or the general welfare of the township or its 
inhabitants or property owners, within the meaning of the enabling act of 1931, 
as amended, or under the constitution of Pennsylvania.” 

In the case of Berman v. Parker (348 U. 8S. 26), decided by the Supreme Court 
of the United States in 1954, Mr. Justice Douglas, writing for the majority in 
that case, stated among other things with respect to the public welfare: 

“The values it represents are spiritual as well as physical, esthetic as well as 
monetary. It is within the power of the legislature to determine that the com- 
munity should be beautiful as well as healthy, spacious as well as clean, well- 
balanced us well as carefully patrolled.” 

We do not feel that the Parker case stands for the emancipation of esthetics 
for the following reasons: 

(1) The statement of Justice Douglas that the values public welfare repre- 
sents can be esthetic as well as monetary was obiter dictum and cannot, in 
my judgment, become the law of the land through implication. 

(2) We have examined the Government’s briefs and arguments made in the 
Supreme Court and it is significant to note that not one word related to 
esthetics is used in either. 

(3) The Parker case was a slum-clearing project and the Court held that 
all buildings could be taken through eminent domain and the fact that one 
building or more was respectable, clean and economically sound was no defense 
to the argument that all had to be taken on a lot-by-lot basis. We respectfully 
submit that only wien the Supreme Court of the United States reviews a case 
from the lower courts where the police power is based solely upon ¢sthetics 
will we obtain a clear-cut decision on this far-reaching and important question, 
and when that time comes, we are confident that the High Court will follow 
the reasoning of the great majority of the lower courts throughout the years, 
that esthetics can only be considered as an auxiliary to the promotion of the 
public welfare, the health, the comfort and the sefety of the community. 
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It will probably be urged upon this committee, in view of the Court’s de- 
cision in the Parker case, that the attitude of the State courts with respect to 
esthetic values under the police power will be modified to a great extent, and 
they will probably cite a case decided by the Supreme Court of Wisconsin en- 
titled State ex rel. Saveland Park Holding Corporation v. Wieland. In a care- 
ful reading of that case, we are convinced that esthetic considerations were 
not the primary justification for the exercise of the police power. The ordi- 
nance was one which conditioned the issuance of a residential building permit 
upon exterior architectural design, which was required to conform with exist- 
ing design and thus prevent a substantial depreciation of property values in 
the neighborhood. 

The court said: 

“We have no difficulty in arriving at the conclusion that the protection of 
property values is an objective which falls within the exercise of the police 
power to promote the ‘general welfare’, and that it is immaterial whether the 
zoning ordinance is grounded solely upon such objectives or that such purpose 
is but one of several legitimate objectives. Anything that tends to destroy 
property values of the inhabitants of the village necessarily adversely affects 
the prosperity, and therefore the general welfare of the entire village.” 

It will be readily seen as a result of such decision that there were more 
than esthetic factors involved in the court’s decision. 


The proponents of this measure may cite Kelbor, Inc. v. Myrick, decided by the 
Supreme Court of Vermont in 1943, vol. 113, page 64. However, in reading the 


case in its entirety, we find that on a motion for reargument by the plaintiff, the 
court said: 


“It is not necessary to assume esthetic considerations for the enactment of 
restrictions which apply to this billboard.” 

The above confusion and differences in the various States with respect to what 
a State or municipality can do under the police power bears out and fortifies that 
part of my original statement which deals with the litigation which becomes 
necessary and inevitable as a result of the type of legislation submitted either in 
the Neuberger or the so-called administration bill. 


Senator Gorz, The committee will next hear Mr. Odell S. Hathaway. 


STATEMENT OF ODELL S. HATHAWAY, VICE PRESIDENT OF OUT- 
DOOR ADVERTISING ASSOCIATION OF AMERICA, INC. 


Mr. Harwaway. Mr. Chairman, Senators, I am Odell S. Hathaway, 
vice president of the Outdoor Advertising Association of America, 
Inc., and owner of the Midport Co., Middletown, N. Y. 

Our statement has been prepared for presentation in appropriately 
divided sections by several representatives of the industry. This pres- 
entation will consume approximately 40 minutes. 

Senator Gore. That will include the presentation of the Outdoor 
Advertising Association, which association was unable to appear last 
week, and which was particularly invited here today ? 

Mr. Haruaway. That is correct. 

Senator Gore. For the benefit of the committee the Chair would like 
to state that there are four other witnesses who live in the vicinity of 
Washington, D. C., who will be heard at the conclusion of your testi- 
mony, which you think will take 40 minutes. This should, by going 
over a little after twelve, allow us to complete the scheduled witnesses. 

You may proceed and the committee will assign you 40 minutes. 

Mr. Hatruaway. Thank you, Mr. Chairman. 

I would like to name to you those who will participate. They are, 
on the point of safety: Col. J. Willis Cantley, a member of the 
President’s Committee on Traffic Safety and president of the Columbia 
Outdoor Advertising Co., Columbia, 8S. C.; on the point of esthetics, 
Mr. Edward C. Donnelly, Jr., past president of the Gutdoor Advertis- 
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ing Association and president of John Donnelly; to present the eco- 
nomics side, Mr. J. E. McCarthy, dean emeritus, University of Notre 
Dame, Notre Dame, Ind. And finally to give the industry position, 
Mr. Harley B. Markham, chairman, Outdoor Advertising Association 
of a Inc., and president, Markham Advertising Co., Pocatello, 
Idaho. 

Examples on the chart. It is represented by the Outdoor Advertis- 
ing Association of America, Inc. As shown on this chart, its chartered 
associations in each State include 776 member companies accounting 
for over 90 percent of the total volume in our field. We offer a 
standard service in 15,830 cities and towns throughout the United 
States. Some 250,000 property owners receive income from the 
rentals we pay for the use of their property. 

First and foremost, let me say that our members have no intention 
of exploiting the Federal Interstate Highway System. Our only 
interest, now or in the future, is in those areas which are appropriate 
for business, 

In introducing Senate bill 963, Senator Neuberger said that his bill 


would not wipe out all existing billboards. Then he added and I 
quote : 


There may be many places in cities or in the midst of industrial developments 
where billboards may not seem out of place. 

Gentlemen, if there is any one thing we should like to impress on 
you, it is the fact that the only place we want to be, or ought to be, is 
in business, commercial or industrial areas or where business is appro- 
priate. We are a business. We create business. We belong with 
basinoe: If that single thought is sustained throughout our presenta- 


tion, it should be fruitful for both of us. Weare business. We create 
business. We belong with business. 

We have a number of reasons for opposing Senate bill 963, but one 
of them is a matter of such basic principle that I want to state it 
emphatically at the outset. The Highway Act of 1956 provides that 
the entire Interstate System shall be limited access. Thus it auto- 
matically curtails the opportunity for all business located on private 
property adjoining the right-of-way from serving the users of the 
system. However, nowhere does the Highway Act attempt to prevent 
any business from using private land for and with an appropriate 
purpose. 

With this appropriate treatment of all business we are in complete 
accord, and no discrimination exists. If at some future date, changing 
conditions require new and additional points of access, we understand 
all that is necessary is for the State highway department to obtain 
approval of the Secretary of Commerce and the changes could be made 
forthwith. 

However, one of the measures under consideration, Senate bill 963, 
proposes that the respective State governments may take away in 
perpetuity the very right of existence of one particular business—out- 
door advertising—so far as the Interstate System is concerned. 

If Senate bill 963 proposed that Government acquire the rights of 
all business located on private land adjoining the system, our members 
could not object to similar treatment for our medium. But that is 
not what the biil proposes, and we seriously object to being the only 
business singled out for unfair and discriminatory treatment. 
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In addition, we are primarily concerned here with the two premises 
which are the very core of the proposed legislation. Senate bill 963, 
for instance, is described as a bill for the “protection of scenic beauty 
and safety of travel” along the System. 

Esthetics may be in the eye of the beholder, but safety factors can 
be and have been measured, by people who are acknowledged experts. 
So, too, can be measured people’ s attitudes as to what is or what is not 
esthetic. Later, we will refute both of these charges which have been 
made. 

But also we shall want to comment on something that seems to have 
been completely lost sight of: the economics of our business. We 
realize that some people are against all advertising and would elimi- 
nate. it from all media. We believe that Members of the Senate are 
fully aware of the importance of advertising in helping build the high 
living standards of this country. We would like to acquaint you with 
the dynamic influence of our standardized and organized outdoor 
advertising medium. 

Now, before we go further, here are four important facts to re- 
member : 

1. The industry represented by our association has integrity. Our 
members apply self- censorship. Our association has a censorship 
committee which guards against the exposure of copy and design 
which would not be in the public interest. 

2. We are already regulated—from within and without. We are 
properly proud of our ethical code, which we will describe later. We 
also operate under some sort of statewide regulation in practically all 
of the 48 States, as well as under local regulations imposed by thou- 
sands of counties and cities. 

3. We have a deep sense of public responsibility. Last year we 
contributed about $1,700,000 worth of advertising space to worthy 
public causes—space which if not donated could have been sold. 

4. Apparently we have grievously neglected our public relations. 
We say this because virtually every attack or criticism of outdoor 
advertising is not founded on fact but on fancy and emotion. 

Subsequent witnesses will give you facts—first on safety, next. on 
esthetics, and finally on the constructive values which outdoor adver- 
tising adds to our economy. 

May I present Mr. J. Willis Cantey, a member of the President’s 
Committee on Traffic Safety and president of the Columbia Outdoor 


Advertising Co., Columbus, S. C. 


STATEMENT OF J. WILLIS CANTEY, PRESIDENT, COLUMBIA 
OUTDOOR ADVERTISING, COLUMBIA, §&. C. 


Senator Gore. We will be pleased to hear you, Mr. Cantey. 

Mr. Cantey. I think he misinterpreted my title. I am not on 
the President’s Committee. I am on the President’s Advisory 
Committee to the White House Conference. 

The charge has been made that outdoor advertising is a men- 
ace to highway safety, that it is a cause of automobile accidents. 

There is no evidence whatsoever that outdoor advertising has 
been a contributing factor to a single traffic accident. 

As proof supporting our contention, I refer you to the inde- 
pendent study made by the Michigan State Highway Department 
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in cooperation with the United States Bureau of Public Roads. 
All kinds of roadside features, including highway advertising 
signs, were considered as possible factors related to accidents. 

After the tests J. Carl McMonagle, director of the planning and 
traffic division of the Michigan State Highway Department, stated, 
as this chart points out: 

The analyses revealed that the correlation of outdoor advertising and road- 
side accidents was practically zero. 

Another recognized traffic safety expert, Dr. A. R. Lauer, went 
even further. Dr. Lauer, who is a member of the Research Subcom- 
mittee of President Eisenhower’s Advisory Committee on Traffic 
Safety, is a professor of psychology and director of the driving re- 
search laboratory at Iowa State College. He has done outstanding 
work in this field. 

An objective research study, which our industry requested and 
financed, was undertaken by Lowa State College under Dr. Lauer’s 
direction. This research was not self-serving, as I am sure the col- 
lege will be glad to tell you. 

One aspect of the study was to determine the relationship, if any, 
between the placement of signs and possible distraction of the driver. 
As a chart we have here points out, Dr. Lauer’s report on these tests 
showed that— 
numerous signs in the driver’s field of vision in no way influenced efficiency 
at the wheel adversely. 

Senator Revercoms. What about Dr. Lauer’s report? Who re- 
quested it? What brought it into being? 

Mr. Cantey. We did, sir. 

Senator Revercoms. The advertising organization asked Dr. 
Lauer to report ? 

Mr. Cantey. Yes, sir. 

Senator Revercoms. And he did that as an employee of the—being 
retained by that advertising association? I want to know the reasons 
for making the report. 

Mr. Cantey. I will be glad to try to tell you. 

Senator Revercoms. Just in a moment you can tell me that. 

Mr. Cantey. There were certain charges made that signs caused 
accidents. We wanted to go to the authority, the finest authority 
that we could find. We went to Dr. Lauer and asked him to make a 
study. These are his findings. I believe it was mentioned earlier 
that he would testify in a few minutes. 

Senator Revercoms. Thank you. 

Mr. Cantey. If anything, the report concluded, the signs seemed 
slightly beneficial—by about 10 percent—in that they provided visual 
stimuli tending to relieve highway monotony and to keep the driver 
alert. 

I’m sure most of you have heard the theories concerning so-called 
highway hypnosis, and I won’t belabor the point. Both Mr. Mc- 
Monagle of the Michigan State Highway Department and Dr. Lauer 
will be witnesses at this hearing and can state their findings fully. 

I'd like to offer into the record a reprint from the July 1955 issue 
of the magazine, Traffic Quarterly, which presents an article by Dr. 
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Lauer and Mr. McMonagle entitled, “Do Road Signs Affect Acci- 
dents ¢” 

May I, sir? 

Senator Gore. Yes indeed. 

Mr. Cantry. What, then, gentlemen, are the facts? The insurance 
companies which make it their business to investigate the cause of 
traflic accidents state unequivocally that they never have been able to 
trace a single automobile accident to the fact that a driver was dis- 
tracted by one of our advertising posters. Nor to the best of our 
knowledge has any responsible authority been able to do so and that 
covers safety commissions, police organizations and other disinter- 
ested, unprejudiced, but reliable agencies. 

Our industry put the direct question to the leading insurance com- 
panies of the United States. 

According to the answers received, not only has there never been 
proof that accidents were caused by outdoor advertising; it has never 
even been alleged in any accident claim that outdoor advertising dis- 
plays were a causative factor. 

The statement of the Travelers Insurance Company of Hartford, 
Conn., in response to our question, closely parallels the answers of 
Employers Mutual Liability Insurance Company of Wisconsin, Penn- 
sylvania Manufacturers Association Casualty Insurance Co., Hart- 
ford Accident & Indemnity Co., Continental Casaulty Co., and others. 

As shown here, Travelers stated in part, and I quote: 

We are unable to find any cases where automobile accidents were caused by 


signboards or poster panels blocking the view of the road or distracting the 
attention of the motorist. 


I would like to offer into the record a copy of the entire letter from 
Travelers, together with similar letters received from other insurance 
companies in response to our question. 

Senator Gore. The Chair will receive and examine all of these 
exhibits. In the interests of the taxpayers, the committee I am sure 
will not want to include bulky material. But insofar as it is of 
reasonable length and has a pertinent bearing upon the issue, it will 
be included in the record unless there is objection. 

Mr. Cantey. Thank you. 

Senator Gore. The Chair has examined the pamphlet previously 
submitted and finds it of reasonable length and pertinent and it will 
be included in the record without objection. 

(The information referred to follows:) 


Do Roap Signs AFFECT ACCIDENTS? 
(By A. R. Lauer’ and J. Carl McMonagle”) 


The science of highway safety is in its infancy. Many opinions are expressed 
regarding the causes of traffic accidents, and many notions about highway safety 
are unfounded. Quiet, easy-riding cars, smooth curveless roads, policed high- 


1 Dr. Lauer is professor of psychology and director of the driving laboratory at Iowa 
State College at Ames, Iowa. During the winter quarter of the academic year of 1936-37, 
he was associated with the Bureau of Public Roads in Washington, D. C., on leave from 
Iowa State College. He is a coauthor of the Motor Vehicle Driver and the author of several 
monographs and articles on highway signs and highway safety. 

2 Mr. McMonagle is director of the planning and traffic division of the Michigan State 
Highway Department. Previously he was assistant director and before that was in charge 
of the traffic section of the highway planning survey. Altogether he has been with the 
Michigan State Highway Department for the last 19 years. He is a member of the 
Institute of Traffic Engineers; the Michigan Society of Planning Officials; the Michigan 
Engineering Association of State Highway Officials; the Highway Research Board, and of 
the President’s Highway Safety Conference. 
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ways and similar improvements have not eliminated accidents entirely. To much 
depends upon the human factor. More needs to be known about optimal condi- 
tions for efficient driving before the best results in safety on the highway may 
be obtained. 

The problem of driving safety has interested the driving research laboratory 
of Iowa State College for many years. Knowing this, the Outdoor Advertising 
Association of America in 1950 asked the laboratory to undertake a project 
designed to evaluate the various angles of vision in front and at the side of the 
driver with respect to the efficiency of signs. At the same time it was proposed 
that an attempt be made to establish some relationship between placement of 
signs and the possible distraction of the driver. As the project developed it 
appeared that a driver rarely keeps his eyes on the road directly ahead. He must 
do some observing about him to enjoy driving, to keep awake, and to follow 
normal habit patterns in use of the eyes developed since childhood. Therefore, 
it seemed conceivable that an optimal level of stimulation would have a bene- 
ficial effect upon driver efficiency. An experiment was set up to test this 
hypothesis. 

(Epitor’s Nore.—For years, those concerned with traffic accidents have 
wondered whether any relationship exists between advertising road signs and 
traffic accidents. The studies reported here give a clear picture. One study, 
made in the driving research laboratory of Iowa State College, is reported by 
Dr. Lauer. The other study, made in the field by the Michigan State Highway 
Department in cooperation with the United States Bureau of Public Roads, is 
reported by Mr. McMonagle. Correlation between the two studies was made 
by Dr. Lauer.) 























APPARATUS USED AND METHOD OF APPROACH 







Since resources were limited some of the apparatus used at Iowa State Col- 
lege (described in references 2 and 3) was adapted for these purposes and rede- 
signed to fit such an experiment. Advertising signs were placed at various angles 
from 0 to 45 degrees to each side of the roadway and subjects were run on the 
apparatus to determine what statistically significant difference, if any, existed 
between efficient observation of a landscape covered with signs and that of a 
landscape with no signs at all. All other features were the same. Fifty subjects 
were first run using reaction time as the criterion of possible differential effi- 
ciency effects. No significant differences were found in this study which was 
considered as a pilot run to the main research. This was against expectation. 

Subsequently 120 more subjects were run, 4 groups of 30 matched subjects 
each. One group was used as a control in a preliminary run. The second part 
of the study consisted of 90 subjects, 30 in a group, run under 3 conditions of 
the landscape as described below. 

In one condition the landscape was entirely clear of signs. In the two other 
conditions signs were placed at different angles to the side to evaluate any differ- 
ences which might be noted if the signs were close to the road or were placed 
farther away from the road and the line of vision. Other features such as a 
radio tower, fields, shrubs, trees, farm buildings, roads, bridges, animals, and 
even an electric train, all in miniature, were kept on the landscape for all three 
conditions. These are shown in figures 1, 2, and 3. To summarize, the 3 condi- 
tions varied were: (a) no signs, (b) signs placed 15-30 degrees to the side, and 
(c) signs placed 15-45 degrees at the side. 





















TESTS FAVOR SIGNS 









Briefly summarized, the laboratory results showed that numerous signs in the 
driver’s field of vision in no way influenced efficiency at the wheel adversely, and 
in fact seemed slightly beneficial. The difference was about 10 percent in favor 
of conditions with signs. 

It was also noteworthy that the driver would notice as many or more other 
objects and features of the landscape when the signs were present as when they 
were absent. In other words, the theory that various signs along the highway 
will detract from the natural beauty does not seem to hold. A person will observe 
and keep in mind what appears to him as the most interesting stimuli along the 
highway regardless of the frequency and density of distribution within the 
limits studied. 











MICHIGAN STUDIES 100-MILE HIGHWAY 











The Michigan State Highway Department, in cooperation with the United 
States Bureau of Public Roads, made a study of accidents and their relation to 
design and roadside features along a selected trunkline highway. ‘The selected 
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study section was a 100-mile stretch of highway on U. S. 24 from the Ohio State- 


line to the intersection with M 58 just south of Pontiac, and on M 58 from that 
intersection to its junction with U. 8S. 10 northwest of the city. 

Carefully considered measures including a comprehensive inventory of all 
design and roadside features, were taken to obtain accurate data concerning types 
and location of both features and accidents. The 3,025 accidents on this road 
reported in 1947, 1948, and 1949 were used in all phases of the study except those 
involving correlation where only the 1,968 accidents reported in 1947 and 1948 
were used. 

From data recorded and tabulated by IBM, 1 card was prepared for each acci- 
dent, and 1 card for each of the 119 intersection and 144 nonintersection sections 
into which the study road was divided. Almost all of the analysis work was done 
for the intersection and nonintersection sections separately. 

While the study itself treated design features, roadside establishments, private 
drives and advertising signs with near equal concern, attention here will be 
centered on advertising signs. 

The problem was approached by several methods. The first of these was to 
compute the rate of accident-occurrence per large and prominent advertising 
sign, at each of five 100-foot increments of distance of the accident from such 
sign. The second method was accident and sign density. In each section the 
total number of accidents in 1947 and 1948 was divided by the section length in 
hundreds of feet. Then the relationship between accidents and advertising signs 
was again evaluated by calculation of correlation coefficients—both simple and 
multiple. 

These three methods gave no conclusive results because they did not take into 
account the relationship between advertising signs and roadside features, design 
features or private drives. Correlation coefficients among these various factors 
show them to be highly interrelated. 

To determine the extent to which each of the factors, including advertising 
signs, was related to accidents in its own right and independent of other factors, 
partial correlation coefficients were computed. Nine different factors were each 
correlated with accidents by means of eighth order partial correlation coeffi- 
cients. This was done for intersection and nonintersection sections separately. 
The nine factors together with the partial and the zero order correlation coeffi- 
cients are shown in the following table: 


TABLE 1.—Partial and total correlation coefficients of accidents with each of five 
types of roadside features: Private drives, design features, advertising signs, 
and vehicle-miles for nonintersection and intersection sections 

















Nonintersection | Intersection 
sections sections 
Features correlated with accidents Lae Na 
Total | Partial Total | Partial 
| cee 50s. 
| 
ee ee ic weno ae ee een 0. 313 0. 332 0. 698 | 0. 460 
Gas stations and commercial garages- -_..._......-.-.-------- . 442 | . 144 | . 666 | . 365 
I aa cael, enieciintns bm ches peje chrenerrtahee anteaters -321 —. 047 | 526 | . 166 
Se itpiecccaece f iLomiihioeetnadeiekhcneil . 438 | oman | . 651 —. 026 
Other establishments... ___-_......----.------- ona . 443 | . 302 . 720 | .131 
Tee TTT ee ce anien eae 2 ee cats . 513 | . 265 | . 264 | —,. 132 
Design features !_______- ; ai aneenhhctccateeiineal . 303 | . 226 . 285 | . 122 
Ce eee skp thiaceieshomesten 557 | = —. 066 | . 712 . 002 
Vehicle miles__...........---- sl al al . 680 | . 256 
| | 


. 444 | . 720 





1 Except grade separations, piers and abutments, 


In this table the advertising signs as well as the other factors are shown 
much nearer their true relationship with accidents. An inspection of the partial 
correlation columns of table 1 makes it clear that advertising signs make no 
significant contribution to accidents along the highway included in this study. 
The great difference between the zero order and partial coefficients for adver- 
tising signs is a good indication of the extent to which signs and other features 
are interrelated. This point should be kept in mind in future studies. 

By the same type of approach, accidents were correlated with total roadside 
features: Private drives, design features, advertising signs and vehicle miles by 
fourth order partials. The results again showed no relationship between acci- 
dents and advertising signs. 
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Any correlation coefficient does not necessarily show the existence of a cause 
-and effect relationship between variables considered. In the present instance 
it appears that advertising signs have no relationship to accidents on the route 
under study. 


OTHER EVIDENCE 


The effect of properly placed design and roadside features in breaking the 
monotony of driving is recognized. The experience of drivers on today’s turn- 
pikes is evidence of this. Designers of the New York Thruway recognized the 
need for variety of roadside stimuli by designing otherwise unnecessary curves 
in that highway. This phenomenon of driving monotony is undoubtedly related 
to the Minnesota Highway Department’s findings that sharp curves or turns at 
the end of long tangents were much more hazardous that at the end of short 
tangents. 

The Michigan study shows that the accident problem on the route studies 
is not one of driver attention diverted by advertising signs, but is probably a 
matter of roadside friction from uncontrolled access and egress to certain types 
of business establishments and private drives. There is also the problem of 
exposure and traffic volume represented by vehicle miles in this study. 

With two types of approach the general conclusion was that little, if any, 
relationship exists between advertising signs and accidents. However, the 
whole set of correlations had not been thrown into a multiple R as is frequently 
done in studies of this type. The driving research laboratory of Iowa State 
College was able to cooperate with the Michigan Highway Department by secur- 
ing the zero order correlations and putting all variables together to compute 
multiple correlations for intersection sections and nonintersection sections by 
the Doolittle method. This is a special mathematical process whereby a set of 
normal equations is solved to determine the degree of relationship existing be- 
tween each of the variables put into the equation and the criterion which in the 
present case was accidents. 

Using the Michigan State Highway Department data, an analysis was made 
of the two conditions which had been isolated; namely, nonintersection sections 
and intersection sections as related to accident occurrence. 


RESULTS SHOWN BY THE MICHIGAN STUDY 


While a number of multiple correlations were computed by the Michigan High- 
way Department it is known that the best method of determining relations is 
to use all variables in the equation and calculate their respective components or 
betas. Here will be named only the variables in the order of their contribution. 
The possible significant items will be indicated. 


TaBLe 2.—Michigan study: Factors related to accidents (intersection sections) 


[Multiple R = 0.8748; factors measured = 76 percent] 


Variable Order of Beta Coeflicient 
importance 


0. 3368 . 698: 0. 23518744 
2947 7 21218400 
77 ‘6662 "19166574 

1184 7198 "08522432 

: 1095 526 05760795 
"0642 "2851 ‘01830342 
0024 "7123 00170952 
—. 0209 (6511 | —.01360799 
—. 0869 . 2639 | —. 02293291 


Taverns i 
Vehicle miles 
Gas stations___- ; 
Other establishments ______- 
Stores_. 

Design features ___- 
Advertising signs 
Restaurants 

Private drives__- 


CBNAkoOnwe 


1 Contribution not significant. 


In order of importance with respect to intersection sections—that is, that part 
of the highway the Michigan Highway Department had designated as inter- 
sections—the relationships found were in the following descending order of 
importance: Rank 1 shows the closest relationship to accidents and rank 9 the 
least association to accidents. 

It is noteworthy, however, that 7, 8, and 9 (advertising signs, restaurants, and 
private drives) were either negative, showing a beneficial effect, or were not 
significant at all because of their extremely small betas, the accepted index of 
separate relationship. 
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As to the nonintersection sections—that is, the stretches of highway between 
crossroads and accident occurrence at or near signs as described by the Michigan 
Highway Department—the variables studies assumed the following descending 
order of relationships. (Order interpreted as above.) 


TABLE 3.—Michigan study: Factors related to accidents (nonintersection 
sections ) 


[Multiple R=0.8155; factors measured =67 percent] 














Variable Order of Beta r | Coefficient 
importance 
‘nt pheciihniatintitaieedinteteabilassiiinas ol pag ieetint~inantnncitemnbiptinegennatts 
ae | 1 0. 4216 0. 6796 0. 28651936 
Private drives..___..._...._- pdb ids depsaied 2 1932 ‘5133 09916956 
ter espabiiahmeonts. .. ..... 6. -..6+-+4.--~s- 3 . 2035 - 4425 . 09004875 
IRS oh foe, fos ce ee ny oese 4 . 1796 4381 07868276 
Memmeetcg cis fe ot pons She Oe 5 2127 . 3126 . 06649002 
CNRS G0) ha a). cgel Sos aoe: 16 . 1040 ‘4420 “04596800 
NN NN ooo 5k sched megnenidberods sna catia | 17 - 1465 . 3026 . 04433090 
a ee Es csieihens eumviibe 28 —. 0330 . 3211 —. 01059630 
eperene We 6a) hrc te Uke cheenites 29 


| —| 0639 "5575 | —. 03562425 





1 Scarcely significant. 
2 Nonsignificant. Actually negative or beneficial if anything. 


Many times zero order correlations, when considered separately, will seem 
to indicate a relationship. If the amount of overlapping is parceled out, the 
betas may be extremely low, insignificant, or even in the opposite direction. 
Note the last four variables under the beta column and coefficient of both table 2 
and table 3. 

The reason for a wide fluctuation in relative values for a variable such as 
private drives may be that they are rarely found at intersection sections. 

Here again items 8 and 9 (stores and advertising signs) were slightly negative 
and therefore found to be slightly beneficial, if showing any relationship at all, 
in reducing accidents. 

Thus a laboratory study under simulated highway conditions in which various 
factors could be controlled agrees almost perfectly with the outdoor studies of 
100 miles selected as a typical highway in which the degree of relationship, if it 
existed, might be shown between accidents and advertising signs and other 
roadway and roadside features. The studies each confirm that there is no sig- 
nificant relationship shown between outdoor advertising signs and highway acci- 
dents. The evidence, if any, is slightly in favor of having something along the 
highway to arouse the motorist and keep him alerted as far as efficient driving 
is concerned. These results fit in very well with what is known about efficiency 
of performance in many other areas from various psychological experiments. 
A certain amount of “distraction” would seem necessary, if it may be so desig- 
nated, to keep the driver or performer alert and at his highest level of efficiency. 
See references (1) and (4). 

Vehicle miles traveled was one of the highest relationships as one might 
expect. Design features and advertising signs showed little or no relationship 
on this particular highway and in these studies. The fundamental point is 
that if enough drivers who are susceptible to accidents pass over a given high- 
Way some are going to get into trouble. The problem is to keep those likely to 
get into trouble at a high state of alertness to danger. 
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PENNSYLVANIA MANUFACTURERS’ ASSOCIATION 
CASUALTY INSURANCE Co., 


Philadelphia, Pa., June 18, 1947. 
Mr. FRANK BLAKE, 


Director of Public Policy, 
Outdoor Advertising Association of America, Chicago, Ill. 


Dear Sir: We have been asked whether automobile accidents reported to us 
which occurred on rural highways were in any cases caused by billboards or 
advertising structures. 

Of the many rural highway accidents reported to us, we do not believe in 
any single instance was it ever claimed that the accident was caused by bill- 
boards either blocking the view of the road or distracting the attention of the 
motorist. 

From our records and experience, we do not believe that these outdoor bill- 
boards are an accident hazard. 

Very truly yours, 
H. M. ENGELL, 
Claims Manager. 


HARTFORD ACCIDENT & INDEMNITY Co., 


Hartford, Conn., May 28, 1947. 
Mr. FRANK BLAKE, 


Director of Public Policy, 
Outdoor Advertising Association of America, Chicago, Iil. 


Dear Mr. Buake: In reply to your inquiry we can say that our claim exam- 
iners here at the home office can recall no instances where a billboard was 
alleged to have been the cause of any automobile accident in which our policy- 
holders were involved. 

Sincerely, 


A. W. SPAULDING, 
Vice President. 


THE TRAVELERS 
THE TRAVELERS INSURANCE Co. 
Tue TRAVELERS INDEMNITY Co. 


THE TRAVELERS FIRE INSURANCE Co. 
OcTOBER 138, 1953. 
OvuTDOOR ADVERTISING ASSOCIATION OF AMERICA, 
Chicago, II. 

GENTLEMEN: As you know, the Travelers Insurance Cos. were among the first 
commercial organizations to conduct a campaign in an attempt to arouse public 
opinion to the needlessness of most automobile accidents. Since 1930, we 
have published and distributed more than 35 million copies of safety booklets, 
accident analyses, and other literature in which we have pointed out the causes 
of accidents and the methods of their prevention. 

At no time have we ever seen enough evidence that signboards or poster 
panels are an accident hazard, to even mention it. Neither in the accident re- 
ports, which we obtain from the various States, nor in our own claims files do 
we find any cases where accidents were actually caused because signboards or 
poster panels blocked the view of the road or distracted the attention of the 
motorists. 

I have personal knowledge of the considerable assistance which the billboard 
industry has given to local safety campaigns in many communities, and it would 
seem that this praiseworthy civic help would certainly more than balance out 
any slight inconvenience—if there is such—which the billboards might cause to 
the motoring public. 

Very truly yours, 
HARRY BARSANTEE, 
Manager, Public Information and Advertising Department. 
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CONTINENTAL CASUALTY Co., 


Chicago, Ill., June 19, 1947. 
OvuTDOOR ADVERTISING ASSOCIATION OF AMERICA, INC., 


Chicago, Ill. 
(Attention Mr. Frank Blake, Director of Public Policy.) 

GENTLEMEN: This will acknowledge receipt of your letter of June 3, whereby, 
with copy of letter of April 1947, you propounded the following question: 

“Does the experience and records of the Continental Casualty Co. disclose 
that any claims in connection with automobile accidents on rural highways have 
even been filed against you, in which it was either proved or alleged that the 
accident involved arose from signboards, billboards, or advertising structures 
having been the basic cause of said accident, either through blocking the view 
to the road ahead or distracting the attention of the motorist?” 

We can say that it is impossible for us to review all of the claim files for the 
purpose of answering this inquiry. However, we have discussed the question 
with our supervisors and they can recall of no instances wherein the approxi- 
mate cause of an accident arose out of the blocking of the view, or distracting 
the attention of a motorist, as a result of signboards or advertising structures. 

Very truly yours, 


D. C. ANDERSON. 


EMPLOYERS Motuat Liasitiry INSURANCE COMPANY OF WISCONSIN 
EMPLOYERS MUTUAL FIRE INSURANCE Co. 


WAvSAU, Wis., March 16, 1954. 
Mr. RicHarp A. Ruppy, 


Manager, Industrial Relations Division, 
Outdoor Advertising Association, Chicago, Ill. 

Deak Mr. Ruppy: We find no indication in our accident record files to cause 
us to consider billboards a contributing factor to traffic accidents. 

On the other hand, the idea of using highway billboards to sell a safety 
message seems a most logical one. This is the “Point of purchase.’ If a driver 
is ever going to “buy” a safe driving message, he is most certainly wide open 
for such a “sale” at the time he is driving his car. 

Very truly yours, 
Rosert W. GUNDERSON, 
Assistant Advertising Director. 


NATIONAL AUTOMOBILE & CASUALTY INSURANCE Co., 


Los Angeles, Calif., November 12, 1947. 
UNITED OuTDOOR ADVERTISING Co., 


Long Beach, Calif. 
(Attention: Mr. L. “Bud” Ver Plank, General Manager.) 

GENTLEMEN: Our claims department has no record of any highway accident 
where it was alleged that a billboard contributed in any way to an accident 
either through blocking the view of the road, an intersection, or through di- 
yerting attention of the motorist involved in the accident. 

We are mindful of the substantial contribution made by the members of the 
Outdoor Advertising Association to public safety through safety messages car- 
ried on billboards. We can see no reason why properly located billboards should 
in any way cause an increase in traffic accidents. 

Yours sincerely, 


J. E. MoGuiean, Vice President. 


Mr. Cantey. Thank you. The fact is, gentlemen, that far from 
creating safety hazards, advertising posters on the highways have 
been used for many years by safety commissions to promote safety. 
Is it likely that the safety experts would come to us for help if our 
so-called billboards were a menace to safety ¢ 

The National Safety Council, certainly an authoritative source on 
traffic accident data, also has given outdoor advertising a clean bill 
of health on this score. In fact the Safety Council has awarded us a 
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plaque and the two “Oscars” shown on this chart for promoting high- 
way safety and helping to reduce accidents. 

I quote now from a letter, dated January 21, 1952, from the Na- 
tional Safety Council and addressed to the Outdoor Advertising 
Association : 


We have made a thorough check and have been able to find no reliable data to 
support the conclusion that outdoor advertising panels, properly placed accord- 
ing to the standard practice of the outdoor advertising industry, constitute a 
safety hazard. 


The Safety Council also said on another occasion, and again I quote: 


We feel that no appeal to the motorists could possibly be more timely than 
that presented through the medium of outdoor panels. 

We are proud of the citation and safety “Oscars” awarded us by 
the National Safety Council. The first citation wasin 1948. “Oscars” 
were awarded us in 1953 and 1955. 

Many traffic authorities have commended our efforts to reduce traffic 
accidents. A few typical comments are shown on this chart. 

Outdoor advertising is uniquely equipped to convey traffic safety 
messages to the public. As the National Safety Council and others 
have pointed out, our safety messages reach drivers and pedestrians 
while they are actually exposed to traffic hazards and are thus more 
likely to be impressed. 

These safety messages, on advertising space voluntarily donated by 
our industry appear as part of our public service program. I am 
sure most of you are familiar with the safety slogans on our poster 

anels—slogans such as “Slow Down and Live,” “Give the Kids a 
Brake,” “Drive Carefully—The Life You Save May Be Your Own,” 
and similar ones like those shown on this chart. Such messages reach 
millions of motorists day in and day out, all around the clock. And 
they are remembered. That fact in itself is eloquent proof of their 
effectiveness. 

The “Slow Down and Live” traffic safety campaign is conducted 
all 48 States from Decoration Day to Labor Day. The a 
is conducted by the National Conference of State Safety Coordina- 
tors and has the official endorsement of 48 State governors. 

For some 50 years outdoor advertising companies have supported 
traffic safety on a local, State, and regional basis. Since 1946, in 
accordance with the objectives of the President’s Conference for 
Traffic Safety, the Outdoor Advertising Association has concentrated 
on a nationally coordinated traffic safety poster program. 

During the last 12 years our industry has donated a total of more 
than 135,000 displays on traffic safety, representing space worth $3,- 
500,000 and making an estimated total of 26 billion impressions. 

I now would like to submit for the record an entire story of the 
effectiveness of our traffic safety program as it has worked in the 
State of Rhode Island which, as you know, has the highest concen- 
tration of population of any State in the Union. 

I believe the facts cited here prove conclusively that outdoor ad- 
vertising, as represented by our organization, the Outdoor Adver- 
tising Association of America, Inc., is not a hazard to highway safety. 
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(The information referred to is as follows :) 


RHODE ISLAND CONGRESS OF PARENTS AND TEACHERS 


This is to certify that Mr. Myles Standish has done outstanding work in 
safety cooperation with us. 
WILitiAM R. HARTLAND, 
President. 
Mrs. WALTER S. GUSTAFSON, 


Safety Chairman. 
PROVIDENCE, R. I., April 21, 1949. 


STATE OF RHODE ISLAND AND PROVIDENCE PLANTATIONS, 
EXECUTIVE CHAMBER, 
Providence, March 17, 1954. 
Mr. MyYLes STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 


Dear Mr. StTanpisH: As Governor of Rhode Island, I should like to express 
to the Outdoor Advertising Association of Rhode Island my deep gratitude 
for the services you have given to the people of our State through the State 
police, the police, and protective agencies of the various cities and towns in 
the field of traffic safety during January and February 1954. 

I have been informed that Rhode Island has experienced a notable decrease 
in highway accidents thus far in 1954. The city of Woonsocket has reported 
a decrease of 25 percent in mishaps. The city of Providence has experienced a 
drop from 596 to 399, a decrease of one-third. State policy report that on 
patrolled highways, accidents have decreased from 116 to &2. 

Your efforts in the advertising field, I earnestly believe, have contributed 
greatly to this improved record. 

With warm personal regards, I am, 

Sincerely yours, 


DENNIS J. RoBerts, Governor. 


STATE OF RHODE ISLAND AND PROVIDENCE PLANTATIONS, 
DEPARTMENT OF PUBLIC WoRKS, 
Providence, March 23, 1954. 
Mr. MYLeEs STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 

DEAR Mr. STANDISH: I have been for many years watching with interest and 
appreciation the work of the Outdoor Advertising Association of Rhode Island 
and its members in the field of traffic safety in the State of Rhode Island. 

As director of the department of public works of the State of Rhode Island, 
responsible for the construction and maintenance of the State highway system, 
I am well aware that engineering alone cannot solve the problem of safety on our 
public streets and highways. As the several President’s Highway Safety Con- 
ferences and the National Safety Council have repeatedly pointed out, this job 
can only be done by the cooperation of highway authorities, law enforcement 
authorities, and the many public-spirited citizens and the media of public infor- 
mation interested in public education. 

As Mr. Charles M. Ziegler, president of the American Association of State 
Highway Officials recently said, “All the engineering knowledge and science 
which go into planning, designing, and building a highway cannot reach out into 
the mind of the car operator and control his speed, his attitude toward other 
motorists, and his reactions to emergencies. Therefore, something besides 
engineering skill is needed to reach and condition the driver’s mind to stop the 
needless carnage and heavy economic loss caused by accidents on our highways.” 

The contribution of your group over a number of years in constantly reminding 
the public traveling on our streets and highways, through the means of 24-sheet 
posters displayed all over the State and in our cities, of the traffic hazards, which 
are present at the very moment they see the warning, has played a vital part 
in making Rhode Island the safest State in the United States with the lowest 
fatality rate on our streets and highways of any State in the Union. 
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The credit for this job, which you share with newspapers, radio, television, 
-and other media which have played an important part in this activity, should be 
a source of real satisfaction to you. 

Will you express to your members for me, as head of the Department of 
Public Works of the State of Rhode Island, our appreciation and thanks for the 
-splendid job you are doing in the field of traffic safety. 

With best personal regards. 

Very sincerely yours, 
Pure §. Mancrnt, Director. 


RHODE ISLAND STATE POLICE, 
Providence, R.I., March 12, 1954. 
Mr. MYLEs STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 

Dear Mr. STANDISH: I think it most fitting that your organization be compli- 
mented upon the program of highway accident prevention it has sponsored and 
underwritten in Rhode Island the past 4 months in conjunction with traffic 
safety groups in Providence, the registry of motor vehicles, the Rhode Island 
Congress of Parents and Teachers, the Woonsocket Call, radio station WWON, 
the police departments of several Rhode Island cities and the Rhode Island 
State police. 

The project, whereby a generous measure of outdoor billboard space at stra- 
tegic points spread over the State was devoted entirely to posters carrying 
messages on traffic safety practices throughout the entire period of the cam- 
paign, was a public service in the purest sense and the results attained, 
statistically documented, magnify this characteristic. The records of the 
State police traffic bureau show that accidents on patrolled State highways during 
the month of February 1953, totaled 116, while the same month this year, when 
your effort was at its height, saw 82 accidents reported. This decrease must be 
attributed to your campaign in great degree and I am grateful for the privilege 
of reporting my conviction that the enterprise the Outdoor Advertising Associ- 
ation of Rhode Island inaugurated and maintained was the most important and 
effective contribution to highway accident prevention as has been made in this 
State in recent years. I congratulate you and your organization upon a grand 
job done in selfless manner most pleasing to those of us whose official responsi- 
bilities are such as to afford peculiar knowledge of the kind and nature of the 
features and factors involved in this type of undertaking. 

Sincerely, 
JOHN T. SHEEHAN, 
Colonel and Superintendent. 


STATE OF RHODE ISLAND AND PROVIDENCE PLANTATIONS, 
REGISTRY OF Morork VEHICLES, EXECUTIVE DEPARTMENT, 
Providence, R. I., March 12, 1954. 
Mr. MYLEs STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 

DEAR MR. STANDISH : Permit me to take this opportunity to thank the members 
of the Outdoor Advertising Association of Rhode Island for its generous contri- 
bution to the fine traffic safety record enjoyed by our State by its advertising 
campaign throughout Rhode Island in maintaining in the cities and towns of 
this State more than fifty 24-sheet posters in cooperation with the registry of 
motor vehicles, State and local police, and civic organizations interested in keep- 
ing our highways safe. 

Rhode Island has, for many years, maintained a high position in the field of 
traffic safety but this position has only been made possible by the spirit of coopera- 
tion by our citizens who have been constantly reminded to walk and drive safely 
by posters and boards supplied by your organization and placed at strategic 
points along our streets and highways with messages and appeals for traffic 
safety reaching them with these messages when they are exposed to the hazards 
on the highways. 

Sincerely yours, 
Laure B. Lussier, Registrar. 
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PROVIDENCE POLICE DEPARTMENT, 


Providence, R. I., March 11, 1954. 
Mr. MYLEs STANDISH, 


Old Colony Advertising Co., 
Providence, R. I. 


DeaR Sir: This is to express my appreciation and that of the Providence 
Police Department for your continued interest in highway safety and in our 
never-ending efforts to cut down traffic accidents in our city. 

I am very pleased to submit the traffic figures as reported to the police for 
the month of February 1954 and a comparison for the same period of 1953. 

Providence had a total of 399 traffic accidents reported to the police for the 
month of February 1954 with no fatalities. For the same period in 1953, there 
were 596 accidents reported with no fatalities. The 1954 figures show a decrease 
of 197 traffic accidents. 

No doubt your efforts in the advertising field contributed greatly to the de- 
crease as shown and it is my hope that these results will encourage you to con- 
tinue your fine efforts in this regard during the coming year. 

With sincere appreciation for your kind interest, I am 

Very truly yours, 


JoHN A. Murpnuy, Chief of Police. 


City oF WARWICK, 
HEADQUARTERS OF POLICE DEPARTMENT, 


Warwick, R.I., March 11, 1954. 
Mr. Mytes STANDISH, 


Old Colony Advertising Co., 
Providence, R. I. 


Dear Sir: The Warwick Police Department wishes to congratulate the Out- 
door Advertising Association of Rhode Island on its civic mindedness in its recent 
successful advertising campaign designed to promote traffic safety. 

The members of our department have correlated their efforts and activities 
with this publicity, and I am quite sure that our improved record on accidents 
and prosecutions during the period of the campaign was much more than a 
coincidence. 

Our traffic problems in Warwick are acute and complex and they continue to 
increase with the rapid growth of our city. We need all the cooperation we can 
get in our efforts to educate our people; and we certainly appreciate the help 
we have received in generous measure from the Outdoor Advertising Associa- 
tion and hope that future programs of a like nature will be developed. 

With kindest personal regards I remain, 

Sincerely yours, 


Forrest R. Spracue, Chief of Police. 


Crry oF WARWICK, R. I., 
OFFICE OF THE MAYOR, 


March 11, 1954. 
Mr. MYLeEs STANDISH, 


Old Colony Advertising Co., 
Providence, R. I. 


Dear Mr. STanpisH: The city of Warwick is particularly pleased with the 
results of the advertising campaign conducted in the interests of traffic safety in 
Rhode Island through the cooperation and civic spirit of the Outdoor Advertising 
Association of Rhode Island. 

Certainly Warwick, with its vast area, its intricate network of roads and its 
many State arterial highways, is interested in any measure which will promote 
highway and traflic security. And with our school population of more than 
9,000 pupils, the second highest enrollment in the State of Rhode Island, we 
welcome any means of public information and education which is designed to 
safeguard the lives of the children on our thoroughfares, whether as pedestrians 
or in vehicles. 

In brief, we feel that the service of the Outdoor Advertising Association has 
been a valuable and fruitful one, and we look forward to further cooperation in 
the future along the same lines. 

With kindest personal regards I remain, 

Sincerely yours, 


Darius L. Gorr, Mayor. 
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Ciry OF PROVIDENCE, 
EXECUTIVE CHAMBER, 


Providence, R.I., March 12, 1954. 
Mr. MyYLes STANDISH, 


Vice President, Old Colony Advertising Co., 
Providence, R.I. 

DEAR Mr. STANDISH: As mayor of the city of Providence, I would like to 
express to the Old Colony Advertising Co. my appreciation of your services 
to the city of Providence in the field of traffic safety in the year of 1953, and 
especially in January and February 1954. 

As you know, Providence has again won in 1953 first place in its population 
classification as the safest city in its population group on the basis of deaths 
per 10,000 registered motor vehicles. 

Your fine cooperation with the city through the National Safety Council and 
the Advertising Council, along with that of other media of public information, 
has played a substantial part in achieving this success in reducing traffic 
accidents and fatalities. 

I am informed by Chief John A. Murphy, of the Providence Police Department, 
that traffic accidents were reduced in February 1954 over February 1953 by nearly 
33 percent, there having been 596 accidents and no fatalities reported in February 
1953 and 399 accidents and no fatalities in February 1954. 

I give considerable credit to the media of public information—outdoor adver- 
tising playing a prominent part among them—for the fine job of public education 
on accident hazards that has been done by them in cooperation with the Provi- 
dence Mayor’s Traffic Safety Committee, the metropolitan traffic safety organ- 
ization, the Providence Police Department, and the Rhode Island Congress of 
Parents and Teachers. 

Please accept my thanks for this cooperation. May I also express the hope 
that outdoor advertising in Rhode Island will continue to play a major part with 
other public information media serving the public interest by securing ever 
greater public cooperation with police and other public officials in safeguarding 
the life, limb, and property of the public on our streets and highways. 

Very sincerely yours, 
Watrer H. ReyNnowps, Mayor. 


Ciry oF CRANSTON, R. I., 
POLICE DEPARTMENT, 
March 11, 1954. 
MyLes STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 

DEAR PRESIDENT STANDISH: I am in receipt of a copy of the Advertising 
Council’s 11th annual report, covering 1952-53, for which I am most grateful to 
you. The council and its many associated commercial business establishments 
may justly be proud of its efforts to enlighten and educate the public in the 
many varied and vital issues of the day with the ultimate aim in view to keep 
this land of ours the better place in which to live and rear our children. 

Further, I most certainly must add a word of praise for your much needed 
traffic safety campaign. There is a dire need for much, much more of this same 
type campaign if we, in the enforcement field and interested citizens or groups, 
such as yours, are ever going to halt this slaughter of human life upon our high- 
ways. Keep up your most excellent work and be assured of every cooperation 
from this department. 

Very truly yours, 
Louis B. FoucHEcourt, 
Chief of Police. 


EXECUTIVE CHAMBER, 
Cranston, R. I., March 25, 1954. 


Mr. MYLES STANDISH, 
President, Outdoor Advertising Association of Rhode Island, 
Providence, R. I. 
Dear Mr. StaNpisu: As mayor of the city of Cranston, I wish to express my 
thanks and apprecriation for the splendid job of cooperation between the Out- 
door Advertising Association of Rhode Island and the Cranston police during 
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the recent statewide poster safety campaign, Operation Impact. I recall with 
pleasure when, as registrar of motor vehicles, State of Rhode Island, in 1939, this 
department cooperated with your association in a statewide display of 24-sheet 
posters and its effectiveness. In that year, Rhode Island was rated the safest 
State in the country by the National Safety Council with a rate of only 4 traffic 
deaths per 100 million vehicle-miles. 

Even this very low rate, still matched by only 1 or 2 States, has been cut in 
half in this State through the consistent cooperation of highway officials, en- 
forcement officers and the media of public information, including your own. 

I stated at that time, “There is no doubt in my mind that your cooperation has 
helped Rhode Island to become the safest State in the country for the year 1939.” 

Having watched the continuous contribution to the safety of this State of 
the Outdoor Advertising Association of Rhode Island over the years, and having 
seen this fatality rate constantly hammered down in spite of the vast increase 
in motor vehicles since that period, only strengthens my conviction that the safety 
contributions and activities of your members and their results demonstrate con- 
clusively that outdoor advertising is a vital force, serving the public interest in 
the cause of public education in the safe use of our streets and highways. 

Very sincerely yours, 
GEORGE R. BEANE, Mayor. 


Mayor’s OFFICE, 
City OF WOONSOCKET, R. L., 
March 9, 1954. 
BuELL W. Hupson, 
Publisher, Woonsocket Call, 
Woonsocket, R. I. 


DeEAR Mr. Hupson: May I offer my congratulations to the Woonsocket Call and 
radio station WWON for sponsoring the recent highway safety campaign, in 
cooperation with Old Colony Advertising Co. 

Once again you and your business associates have demonstrated awareness of 
your civic responsibility. In this instance, your efforts on behalf of highway 
safety have been rewarded with concrete results—a substantial reduction in the 
number of accidents by comparison with the same period in the prior year. 

Our police officials and the citizens of this community are indebted to you for 
this—your most recent achievement. It is a sincere pleasure for me to commend 
the Call and WWON. 

Sincerely, 
Kevin K. CoLeEMAN, Mayor. 


City OF WOONSOCKET, 
DEPARTMENT OF PUBLIC SAFETY, 
POLICE DIVISION, 
March 8, 1954. 
Mr. BuELL Hupson, 
Publisher, Woonsocket Cail, 
Woonsocket, R. I. 


Dear BUELL: Just a few words to express my appreciation and that of the 
police department for your continued interest in automobile safety. 

I am happy to bring to your attention a comparison of the 1953 and 1954 Febru- 
ary statistics for accidents which have shown a marked decrease for all accidents 
reported to the police. 

February 1953 totaled 92 accidents. 

February 1954 totaled 77 accidents. 

There were no fatal accidents during this period. 

I sincerely believe that the coordinated efforts of your newspaper, radio sta- 
tion, and the outdoor advertising posters jointly sponsored, have had a decided 
effect on the motoring public. 

The simple message of continued cooperation of the public with police agencies 
in accident prevention has no doubt played an important part in reducing our 
accidents. 

It is my hope that the results shown through this public service will encourage 
you to permanently continue this type of campaign. Effective public information 
plays such an important part in keeping our highways safe. 

Very truly yours, 
Encar C. TuRcorTE, 
Chief of Police. 
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THE WOONSOCKET CALL, 
Woonsocket, R. I., February 9, 1954. 
Miss Marcaret T. DEAsy, 
Standish-Barnes Co., 
Providence, R. I. 


Dear Miss Deasy: In advance of receipt of your letter, the manager of Call- 
Pix Inc., spotted one of the posters and photographed it. We will start tomorrow 
running the cut every other day. 

In connection with the highway safety program at the radio station, at least 
one commercial on the other days than those when we run the copy will stress 
the cooperative effort. 

The station manager will give me a record of the commercials and we will, 
as you request, send two tear sheets of each use of the cut in the paper. In this 
manner, Myles will have all the information and he can file the report with the 
Council. I'd like to have a copy of that report. 

With all good wishes, I am 

Sincerely, 


BuELt W. Hupson, Publisher. 


WWON, 
THE BROADCASTING DIVISION OF THE WOONSOCKET CALL, 


Woonsocket, R. I., March 10, 1954. 
Mr. BUELL W. Hupson, 


The Woonsocket Call, 
Woonsocket, R. I. 
Dear Mr. Hupson: In cooperation with the Woonsocket Call, the Old Colony 
Advertising Co., and the Advertising Council, station WWON participated in the 
safety campaign by broadcasting the following schedule of announcements : 


Spot Spot 

announcements announcements 
Bs lad gk atelier ttn I ee 4 
ne a a ea wine aes 4 
oy ee Ra aM Sell a lt arn ee ee 5 
a a ema Sn Sale oe errand 4 
as SE I ectecret econee sero haraecanoaened totems 6 
a can dameneraieel 6 —- 
nian ance iatiacainia 4 i aloe el 56 


In addition to the above list of spots, a total of 18 chain breaks were used on 
station identifications. 

Attached hereto are sample copies of safety spots used which were supple- 
mented by insertions reading: “This message is brought to you in cooperation 
with the Woonsocket Call, The Old Colony Advertising Company, and the Adver- 
tising Council.” 


Very truly yours, 
GENE RovussEav, Station Manager. 

Mr. Cantey. The traffic safety campaign is only one way in which 
members of our association render an important public service. Our 
members have a deep sense of public and social responsibility to the 
community and to the Nation. That we accept that responsibility is 
evident in our consistent support of worthy public causes. We make 
a continuing effort to be good citizens and good neighbors. 

This is not a new policy by any means. It has been in effect for 
generations, going back as far as the Spanish-American War and in 
the war and peace years since then. Down through all these years the 
standardized outdoor advertising industry has every month contri- 
buted a portion of its facilities to promote some worthy cause or public 
service. 

In the last 7 years alone we donated to public service campaigns a 
total of 508,144 posters, representing an estimated space value of $112,- 
278,701 and totaling more than 111 billion impresssions. 

Many of these are national campaigns conducted through the Ad- 
vertising Council. Others are handled directly by members. In addi- 
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ton, association members all over the country contribute liberally to 
strictly local causes. 

We have here a number of letters of commendation from organiza- 
tions that have benefited from our public service contributions. I 
would like to place them in the record. 

(The information referred to is as follows :) 


Tuer COMMITTEE ON RELIGION IN AMERICAN LIFs, INC., 
New York, N. Y., March 8, 1957. 
Mr. HARLEY MARKHAM, 
Chairman of the Board, Outdoor Advertising Association of America, 
Chicago, Ill. 

DeAR Mr. MARKHAM: Our new annual report is just off the press and because 
of the magnificent contribution of the outdoor advertising industry to the Re- 
ligion in American Life program during the past year, I am rushing the enclosed 
copy to you. 

In the center spread you will notice the reference to the contribution of outdoor 
advertising companies 5,412 24-sheet posters. The free gift of space for these 
posters by the outdoor advertising companies is very highly appreciated by the 
24 national religious groups which support the RIAL program, and the hundreds 
of laymen and women associated with it throughout the country. 

The 24-sheet posters are one of the most popular, and certainly the most im- 
pressive, of the features of the outdoor advertising campaign on behalf of all 
religious forces in America. The fact that space for these posters is donated, 
without any charge to our organization, as a public service, makes our outdoor 
advertising program possible. We simply could not afford to pay for the tre- 
mendous amount of space provided. Incidentally, the value, as we understand 
it, of the donated space for 24-sheet RIAL posters was $135,300 in November 
alone last year. 

Total impressions of the RIAL posters are measured in the hundreds of mil- 
lions. The churches and synagogues of our country have reaped the benefits in 
ever larger increases in attendance at services of worship. The byproduct is 
the spiritual strengthening of the lives of these worship-attenders and the under- 
girding of America’s spiritual foundations. 

(Signed) Earte B. PLEASANT, 
National Director. 


AMERICAN CANCER Society, INc., 
New York, N. Y., March 7, 1957. 
Mr. HARLEY MARKHAM, 
Chairman, Board of Directors, Outdoor Advertising Association, 
Chicago, Ill. 

DeEaR Mr. MARKHAM: We have just received the gratifying news that the 
Outdoor Advertising Association is cooperating with us again in urging its mem- 
bers to use, during April, our 24-sheet poster, with its appeal to “Fight Cancer 
With a Checkup and a Check.” 

The assistance the association has given us since 1948 is very important to our 
organization and to our more than 2 million volunteers. In a film we are making 
up for the campaign called Much Ado About Something, we are using shots of 
tests made recently to improve our 24-sheet poster and give it more visibility, 
since we feel this is such an effective way of enlisting support for the crusade. 

I do hope you will be able to continue the cooperation in the future that you 
have given us in the past. 

Sincerely yours, 


MEFForD R. RuNyYON. 


THE NATIONAL FOUNDATION FOR INFANTILE PARALYSIS, 


New York, N. Y., March 7, 1957. 
Mr. FRANK BLAKE, 


Outdoor Advertising Association of America, Inc., 
Chicago, Ill. 
Deak Mr. BLAKE: It is a source of great pride to me that millions of people 
contribute generously each year to the March of Dimes. The understanding of 


the American people of our aims and problems has enabled us to achieve a goal 
that is outstanding in the eyes of the world. 





I 
i 
§ 
1 
‘ 
4 
i 
1 


CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 283 


It is quite evident that without the ability to hear and see, the people could 
not know the facts that make an organization such as ours a part of their every- 
day life. And I personally believe that one of the greatest reasons for our 
success is the visual appeal of the polio poster child which cannot be shown to 
better advantage than on your outdoor display boards. The distribution and 
display of thousands of these posters by the Outdoor Advertising Association of 
America has been a public service that has carried our message into every county 
in the United States. It would be impossible to estimate in dollars and cents 
the magnitude of your contribution. 

I want you to know how very grateful we are for your generosity, and on behalf 
of the National Foundation for Infantile Paralysis, may I offer my warmest 


thanks. I sincerely hope that our cooperative relationship will continue as long 
as there is a job to be done. 


Sincerely yours, 
JOSEPH F.. NEE. 
Director of Fund Raising. 


MUSCULAR DysTROPHY ASSOCIATIONS OF AMERICA, INC., 


New York, N. Y., January 10, 1957. 
Mr. FRANK BLAKE. 


Director of Public Policy, Outdoor Advertising Association of America, Inc., 
Chicago, IU. 

Deak Mr. BLAKE: Our 1956 campaign has just come to a close, and we would 
like to express our gratitude to the Outdoor Advertising Association of America 
for again cooperating so generously in the march for muscular dystrophy. The 
space which the members of your association provided for the display of our out- 
door billboards contributed significantly to the success of our 1956 campaign, 
which was, as I am sure you will be glad to learn, the most successful in our 
short history. 

We have long been convinced that this type of appeal is of the utmost impor- 
tance in bringing our message to the public. The boldness and clarity of the 
visual image inevitably make a powerful impression. That strong impression 
persists in the minds of the viewers and is reflected in their response to the more 
direct and personal appeals of our volunteer marchers. We have often been told 
by those contributing to our cause that they first became aware of it through such 
outdoor posters. 

Since it would be impossible to give individual thanks to every member of your 
association, I hope you will convey to them our deep sense of appreciation. 

Sincerely yours, 
ARTHUR A. GALLWAY, 
Director of Field Organization. 


UniItTeED COMMUNITY CAMPAIGNS OF AMERICA, 
New York, N. Y,, January 18, 1957. 
Mr. HARLEY MARKHAM, 
Chairman of the Board, Outdoor Advertising Association of America, Inc., 
Chicago, Ill. 

Dear Mr. MARKHAM: Public understanding has played a great part in the ac- 
ceptance of united funds and community chests in American and Canadian com- 
munities. I want to thank the Outdoor Advertising Association and its members 
for their valued cooperation in creating this public understanding of the values 
inherent in the united way of giving. I trust that the support which your asso- 
ciation has so generously given in this and in past years will be continued in the 
future. 

I am sure you will be interested to know that we estimate $379 million was 
raised last fall in the 2,000 united community campaigns. More than 23,000 
volunteer local, State, and national health and welfare agencies will share in the 
funds contributed by 26,300,000 individuals and corporations, Of course, the 
basic aim of this great community effort is to serve people. We anticipate that 
more than 63 million people will be served—helpless infants, families in trouble, 
the diseased and crippled, and victims of unforeseen disaster whom the Red Cross 
serves so nobly. 
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In addition, it is satisfying to know that these “United way” campaigns save 
time, save money, save the volunteer’s efforts, while helping more people than 
any other voluntary method of meeting our health and welfare needs. 

In recognition of the volunteer service of the Outdoor Advertising Association 
and its members, our national association is pleased to award you our citation 
for volunteer service. 

Sincerely yours, 
WILLIAM M. ALLEN, National Chairman. 


Tue NATIONAL SOCIETY FOR CRIPPLED CHILDREN AND ADULTS, INC., 
Chicago, Ill., March 6, 1957. 
Mr. FRANK BLAKE, 
Director of Public Policy, Outdoor Advertising, 
Association of America, Inc., Chicago, Il. 


Dear Mr. BLAKE: As we begin the 1957 Easter seal campaign, I would like 
to take this opportunity to tell you how very much it means to us to have the 
support of the Outdoor Advertising Association of America and the members of 
the industry nationwide. 

For a number of years, the volunteers who make up our organization as well 
as the persons on our nationwide staff, sought eagerly to obtain this support 
and it was an important day when you were able to tell us that you would 
give us the association’s official cooperation in our Easter seal campaign for 
the first time in 1953. 

In the years since, the benefits to crippled children of this support have 
been immeasurable. The millions of impressions upon the public consciousness 
given by the 3,000 or so outdoor advertising panel posters have, we know, re- 
sulted not only in increased financial support for the direct service program we 
maintain throughout the United States, but have also brought about greater 
acceptance of the crippled and better understanding of their problems. 

We feel that the outdoor advertising poster is one of the most dignified and 
effective means of carrying our story directly to the public. The deepest grati- 
tude of all of us goes to you and the members of the outdoor advertising indus- 
try for giving us this unparalleled opportunity. 

Every good wish. 

Sincerely, 
CATHARINE BAUER, 
Director of Information. 


TREASURY DEPARTMENT, 
UNITED STATES SAVINGS BonpDs DIvIsIon, 
Washington, February 7, 1957. 
Mr. HarLey B. MARKHAM, 
Chairman, Outdoor Advertising Association of America, Inc., 
Chicago, Ill. 

DeaR Mr. MARKHAM: I am sure you will be as pleased as I was to learn that 
the special savings bonds 24-sheet poster produced in December for the adver- 
tising council’s allocation program was oversubscribed virtually before it was 
off the presses. Orders for it from outdoor advertising companies in all sec- 
tions of the Nation resulted in a record total for recent years. 

This is just one more example of the type of patriotic support your industry 
had been giving the bond program in all the years since its inception. Under 
the chairmanship of Leonard Trester, the Treasury’s Outdoor Advertising 
Advisory Committee has for many years been a key factor in the advertising 
industry’s tremendous program of voluntary support for savings bonds. 

As I am sure you are well aware, our country needs more savings to help 
sustain our productive growth, to combat the threat of inflation, and to help 
bring financial security to millions of American families. I am confident that 
the outdoor industry can be counted on to help us in our continuing efforts to 
promote thrift and thus to strengthen our country’s economy. 

rT el nae again our heartiest thanks for your dependable cooperation. 

ordially, 


JOHN R. BucKktey, National Director. 
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NATIONAL SAFETY COUNCIL, 
Chicago, Ill., October 25, 1956. 
MEMBERS OF THE OUTDOOR ADVERTISING INDUSTRY. 


GENTLEMEN: Because outdoor advertising has played such an important part 
in past traffic safety programs, we at the National Safety Council are relying 
on your increased support in the “back the attack on traffic accidents” campaign, 
which is being used as a coordinating theme by groups and organizations most 
concerned with traffic safety. 

We cannot stem the rising tide of traffic accidents by a 2- or 3-month cam- 
paign. The problem will not be solved until the traffic casualties are appreciably 
curtailed by a continuing month after month program. While I can speak only 
for the National Safety Council, there is also the unvoiced plea of every man, 
woman, and child in your community. 

The phrase “back the attack on traffic accidents” is not an accidental slogan. 
It means just what it says. While it has been recommended that stricter en- 
forcement be applied, it can only be effective if the public is aroused to the 
seriousness of the problem. There must be developed complete cooperation be- 
tween public officials and private citizens of America in a concentrated effort 
to-develop safe driving. 

Because I wanted you to know the complete story of the program, I have asked 
that a special “back the attack” edition of our traffic magazine, Public Safety, 
be sent to you. You will notice that outdoor advertising is prominently featured 
on page 28. We have mailed 126,000 copies of this edition and find that we must 
go back on the press and mail an additional 50,000. As you will see from the 
magazine, you are part of a tremendous program to win this war on accidents. 
This is truly a war in which you can serve valiantly. 

Yours truly, 
NED H. DEARBORN, President. 


INTERNATIONAL BUSINESS MACHINES CorpP., 
OFFICE OF DIRECTOR OF INFORMATION, 
New York, N.Y. 
MEMBERS OF THE OUTDOOR ADVERTISING INDUSTRY. 

GENTLEMEN : I would like to add my voice in support of this year’s Operation 
puned campaign, dedicated as it is to S-D Day, and the continuing need for safe 

riving. 

As you know, the Advertising Council has looked to members of the outdoor 
advertising industry throughout the years for assistance in carrying safety 
messages in the very places where safe driving is—or is not—taking place. 
Because of the nature of your medium, you have a unique opportunity to serve 
the cause of safety at its very locale, along the roads and highways of America. 

The leadership which President Eisenhower has given the S-D Day campaign 
is exemplified in your first design for this year’s Operation Impact. Now it is up 
to you to use this poster to advantage. 

May we number you once again among those individuals who will rise to 
meet the challenge of S-D Day—and the continuing need for safe driving? 

Sincerely yours, 





H. T. Rowe, 
Volunteer Coordinator, “Stop Accidents” Campaign. 


INTERNATIONAL ASSOCIATION OF CHIEFS OF POLICE, INC., 
Washington, D. C., December 28, 1956. 
To the Outdoor Advertising Industry: 

The tragedies on the streets and highways of the United States this Christmas 
cannot be described on paper—they are more than statistics. 

Most people sat in their homes with festive lighted Christmas trees, beneath 
which were piled presents for their families, friends, and relatives, but this was 
by no means the complete story. We, the members of the International Associa- 
tion of Chiefs of Police, saw a different story. We and our officers saw the 
mangled bodies and, instead of Christmas-tree lights, too frequently saw the 
flaming wreckage of those motorists who forced themselves, or were forced by 
other drivers, to observe Christmas in a tragic manner. 

Most of the members of IACP and those officers who serve under them gave 
much of their Christmas at home to help safeguard the lives of those driving 
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on their way to what should have been, but too frequently was not, a happy 
Christmas celebration. 

Despite our extraordinary efforts, we were not able to prevent the tragedies 
that on Wednesday, December 26, were announced by the Safety Council as 
having cost 706 lives. These tragedies were heartrending. According to the 
National Safety Council figures, based on experience, there were probably 24,500 
taken to hospitals. 

The traffic-enforcement officials of the entire country, even working around 
the clock, could not hope to enforce safe driving during the coming months unless 
we have the support of every medium of communication with the motorist so as 
to warn and caution him, and to make more acceptable the personal enforcement 
when it is applied. 

You of the outdoor-advertising industry have an unparalleled opportunity to 
not only caution the motorist, but to make the enforcement activities better 
understood. With all human and official feelings, I beseech you to lend the 
efforts of your effective media of communication to serve as an added and needed 
supplement to the enforcement efforts of the members of our association. 

Yours for a safer Nation, 


GerorcE A. OTLEW!1s, President. 


Mr. Cantey. In war as in peace, outdoor advertising has played an 
important role in many campaigns for various United States Govern- 
ment agencies and departments. 

From December 7, 1941, to December 1946, outdoor advertising 
achieved an overall record of nearly 2 million war-effort poster dis- 
plays like those on this chart, which produced more than 130 billion 
impressions. 

In the postwar period, by contributing colorful and forceful poster 
displays such as those on this chart in support of such campaigns as 
Radio Free Europe and CARE, outdoor advertising has helped forge 
a diplomatic weapon in the cold war against communism and in 
strengthening national unity. 

These charts show industry contributed poster displays through 
which we have helped in the unceasing fight against poverty, igno- 
rance, disease, and bigotry. We have consistently advocated more 
and better schools. We have supported church activities of all faiths, 
stressing the importance of religion in American life. We have 
dramatized the necessity of giving funds to fight infantile paralysis, 
cancer, and other diseases, to help the Red Cross, and support commu- 
nity chests. 

ntlemen, we believe you will agree that this record proves that 
we are good citizens and good neighbors, deeply conscious of our 
responsibilities and with a genuine concern for the public welfare. 

Now I would like to introduce to you Mr. Edward C. Donnelly, 
president of the John Donnelly Co., in Boston, Mass. 

Senator Neusercer. I have several questions of this witness, Mr. 
Chairman. 

Senator Gore. Senator Neuberger. 

Senator Neusercer. You made a great point, sir—and I commend 
you for what you have done—in that you give all this space to good 
causes such as the Red Cross and health drives, and so on. Is that 
not correct ? 

Mr. Cantey. That is true, sir. 

Senator Neusercer. Are you not different from any other adver- 
tising media in this particular way, however? You have to provide 
no space or time or distribution for programs or material of general 
public information. Let me explain what I mean: A magazine or a 
newspaper, to give value to its advertising space, has to run columns 
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and columns of space about national defense items, about public affairs 
items, about health items, about school and education items and so 
on. Is that not correct? 

Mr. Cantey. I think it is. 

Senator Neupercer. A television or radio station has to have news 
programs, public-service programs, and so on, to build up a listener- 
ship to give the advertising value. Is that not true? 

Mr. Cantey. I would think so. 

Senator Neupercer. You do not have to do any of that. Is that 
not true? Because the advertisers come to you on the highway paid 
for by the public. Therefore, the comparatively small number of 
billboards which you put up of a public-service nature are trivial 
compared to the amount of space given by the average magazine or 
newspaper in relation to its advertising space. Is that not true? 

Mr. Cantey. Sir, I am not in a position to compare the two mediums. 

Senator Neusercer. You are asking the Senate committee to give 
you credit for these signboards that you put up of a public-service 
nature. Is that true? 

Mr. Canvey. That is true. 

Senator Neupercer. What percentage would you say they were of 
your total signboards? 

Mr. Cantey. In my particular business—and I have a small one— 
I would say between 8 and 10 percent. 

Senator NeuBerGcer. Between 8 and 10 percent? 

Mr. Cantey. Yes. 

Senator Neusercer. That is very fine and I commend you for it. 
But is it not true that the average magazine or newspaper has—I 
do not know the exact relationship of advertising space in a typical 
newspaper to news space—but is it not true that in a typical news- 
paper, for example, maybe far more than half of its space may be 
given over to news, which brings not one penny to the publishing 
company in relation to its advertising value? Is that not true? 

Mr. Cantey. Senator, I am not in the newspaper business. I just 
don’t know. Iam not familiar with that. 

Senator Neupercer. I am getting to the point, though, that you 
have come here and asked the Senate committee to give you credit— 
and I am sure many of the members do and I do—for the fact that 8 
or 10 percent of your total number of signs are of a public-service 
nature. And yet the point I am making, sir, is that nearly all other 
advertising media has to devote infinitely more than that to material 
of a public-service nature. 

The Federal Communications Commission, for example, strictly 
limits the amount of time that a radio or television station can have in 
advertising with relationship to music or entertainment or news or 
anything else, and it isa very small proportion. Is that not true? 

fr. Cantey. Sir, I really don’t know. You are a newspaperman. 
You know more about that than I do. 

Senator Neupercer. All right then, I would like to ask you some- 
thingelse. You raised the question of safety ¢ 

Mr. Cantey. Yes, sir. 

Senator Neupercer. Don’t you think the American Automobile 
Association is vitally interested in safety and makes very careful 
studies of highway safety ? 

Mr. Cantey. I would think they would. 
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Senator Neunercer. Are you aware that the American Automobile 
Association came here through its leading officers and testified in favor 
of some form of billboard regulation? ‘They did not specify either the 
Neuberger bill or the Weeks bills but they testified in some form. You 
are aware that they came here, the AAA, and testified in favor of 
billboard regulation of some kind # 

Mr. Cantey. Yes. 

Senator Neupercer. Are you aware that Mr. Marsh, who is Burton 
W. Marsh, secretary of the American Automobile Association, high- 
way committee, accompanied by the legislative counsel of the AAA, 
said—and I won’t quote him too extensively : 

However, in traffic safety outdoor advertising deserves special attention. 
The influence of roadside signs on traffic safety has been brought out by several 
State surveys. One of these was conducted by the New York State Department of 
Public Works in 1946, when some 14,000 roadside signs of all kinds were studied 
as a basis for developing standards for inyprovement of the highway system. 

The survey revaled that thousands of advertising signs encroached upon the 
highway right-of-way. Many of them were particularly dangerous because of 
features such as red or green illumination or reflector materials, flashing illumi- 
nation, interference with driver-sight distance, reading matter which could not 
be readily comprehended at customary speeds, arrows and traffic control slogans, 
such as “stop,” “turn,” “slow,” or “caution.” 

And then Mr. Marsh went on further. 

Doni you think that the American Automobile Association has 
some specific interest in safety on the roads ? 

Mr. Cantey. I think they should; yes. 

Mr. Hathaway would like to answer that. 

Senator Nevupercer. If it is all right with the chairman. 

Senator Gore. Yes, indeed. 

Mr. Hatuaway. Mr. Chairman, I am from New York State. There 
has been a great amount of testimony regarding the New York State 
Thruway and some of the activities in New York State, Senator. 
What Mr. Marsh refers to I am very familiar with because I was 
president of the New York Trade Association at that time. 

The survey showed, if I may answer Mr. Marsh in absentia—— 

Mr. Cantey. Mr. Marsh is right here. 

Mr. Harnaway. The survey showed, Mr. Marsh and Senators, that 
95 percent of every one of the signs that the New York State De- 
partment of Public Works at our instigation, at the association’s in- 
stigation conducted, 95 percent of the signs were on public property 
on the right-of-way. Little tin signs of one kind or another—motel 
signs that principally owners hadn’t realized were on public property. 

Senator Neupercer. This survey was conducted at your instigation ? 

Mr. Haruaway. At the instigation of the Outdoor Advertising 
Association of New York State which had an agreement with Mr. 
Charles Sells, the superintendent of public works preceding Mr. Tal- 
lamy. It was at our instigation that this survey was conducted, 
if I may say so, Senator. So that the department of public works 
could determine just how much violation there was, how much traffic, 
and how much of a scenic despoiler outdoor advertising was in New 
York State. 

Senator Nreusercer. Let me ask you: In Mr. Cantey’s very able 
presentation you mentioned all kinds of surveys. Why didn’t you 
mention the New York survey ¢ 

Mr. Harnaway. I can’t answer that, Senator. 
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Senator Neusercer. Thank you. That is all. 

Mr. Canrry. For one thing it is 11 years old to begin with. These 
2 are recent and by the 2 most foremost authorities in the country. 

Senator Nevpercer. You are then picking and choosing between 
the surveys you bring before us / 

Mr. Haruaway. I would say Mr. Marsh’s testimony was only a 
matter of public information recently. And at the time I saw it at 
my headquarters in Middletown I didn’t have an opportunity—as a 
matter of fact, didn’t know of this appearance. I would be glad to 
submit for the committee—and I am sure Mr. Marsh will probably 
approve if the Senators will approve—a complete story of the survey 
that was made, to be attested by Mr. Nelson Wells, who was the 
landscape engineer under Mr. Tallamy in the New York State De- 
partment of Public Works, which I am sure you are familiar with. 

I raise that point only because I happen to know something about 
the New York State survey and it is appropriate here, Mr. Chairman 
and Senators, if I might say so, because this was a voluntary effort on 
the part of a small trade association in a single State to self-regulate 
itself and to provide codes of ethics which 

Senator Neusercer. Mr. Hathaway, is this not true, and if I am 
wrong you can correct me: After this study was made by the New 
York State Department of Public Works, the legislature did give 
the thruway authority the right to control outdoor advertising within 
500 feet of the thruway right-of-way itself. Is that correct ? 

Mr. Harnaway. That istrue. The New York State Legislature did 
pass a law by which three political appointees constituted an author- 
ity which controls the advertising along the thruway. It is not pro- 
hibited. It is permitted. But they control it. They have the sole 
right to pass on the license and permits for any signs on the New York 
State Thruway. 

Senator Hruska. Would the Senator yield ? 

Senator Nevpercer. Surely. 

Senator Hruska. I didn’t quite get the significance of that 95-per- 
cent figure which you gave, Mr. Hathaway. What was that again? 

Mr. Harnaway. The feeling was, of course, as it is now promul- 
gated by Senator Neuberger and the newspapers and others in some 
instances, that there is a great abundance of outdoor advertising which 
are scenic despoilers and which are traffic hazards. The New York 
State Outdoor Advertising Association, in a friendly relationship with 
Superintendent Wells in New York State, promoted this joint survey 
of all outdoor advertising in New York State. They were to take a 
census of every outdoor advertising structure in New York State and 
then we, in the association, agreed that any sign, any sign at all, 
whether our signs or other signs—whether we had the right to do that 
or not I don’t know but we made that agreement—that any sign 
that was so found to be objectionable, scenicwise or safetywise, or in 
any otherwise, we would see that it was removed. It was purely a 
voluntary effort. 

I might say it was quite a gamble. We were very happy to find at 
the end that 95 percent of the signs in the census—that is, of an objec- 
tionable nature—were located within the public right-of-way on the 
highway. 
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Senator Hruska. And is that something that your association ap- 
proves of or do you frown upon the using of public highways for 
that purpose ? 

Mr. Hatnaway. All of our signs are on private property. 

Senator Gore. Are there any further questions, Senator Neuberger ? 

Senator Neusercer. No, thank you, Mr. Chairman. 

Mr. Cantry. Mr. Carl McMonagle, who is the president of the 
Traffic Engineers of America, is here to testify today. Not right 
now; but he is a professional on safety. Maybe he can clear up some 
of those questions you asked. 

Mr. Edward Donnelly, president of John Donnelly & Sons, in 
Boston, is the next witness. 


STATEMENT OF EDWARD C. DONNELLY, JR., PRESIDENT, JOHN 
DONNELLY & SONS, BOSTON, MASS. 


Mr. Donnetiy. Mr. Chairman and members of the subcommittee, 
this is on the subject of esthetics. 

Some critics of the outdoor advertising industry damn us on the 
ground that our displays are what they call “billboard canyons” and 
“ribbon slums.” 

The plain, unvarnished truth is that we are accused of many things 
of which we are blameless, though we don’t profess to be perfect. 
We do not create “billboard canyons” or “ribbon slums.” When some 

eople talk about these things they are not talking about the standard- 
ized, well-regulated industry represented by the Outdoor Advertising 
Association of America. 

We freely admit that it’s hard to win an argument based entirely on 
esthetics. That’s because art and esthetics are subjective; opinions, 
not facts. One man’s meat is another man’s poison. It is all a matter 
of taste—and point of view. What’s beautiful to one person may be 
ugly to another, and vice versa. 

For example, this picture hangs proudly in the Louvre in Paris. 
To some people it is just a blob of paint. 

Senator Neupercer. May I make a comment? I would object if 
that picture were hung in front of one of our Oregon stands of fir 
trees or pine trees. 

Senator Hruska. I wonder if there is some way of describing in 
words the hanging of this particular picture against that stand of 
pines and blue grass. 

Mr. Donnetiy. Some like modernistic furniture like this chair; 
some go for old houses such as this one. To others both are horrid. 

By the same token, what some people call a ribbon slum may appear 
to others as a picture of vigorous business activity. 

So what are the facts regarding our business, outdoor advertising ? 
Well, our advertising displays themselves are simple and functional 
and we try to make them as attractive as we can. Almost one-third 
in use today are of a new type specifically designed for our industry 
by the world-famous Raymond Loewy. Each year more and more 
structures are being modernized, and soon all our displays will be 
modernized. 

Outstanding artists design our copy which is judged annually in 
serious competition by some of America’s leading authorities in art. 
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Dr. Grace L. McCann Morley, noted director of the San Francisco 
Museum of Art, made this statement recently in commenting on our 
art work at the 25th national competition and exhibit of outdoor ad- 
vertising art at Chicago last January, quote: 

I was agreeably struck by the fact that there were a number of creative de- 
signs. * * * It is notable to discover the number of examples which are imagina- 
tive, humorous, and symbolic in approach, which reflects to a certain extent the 
general direction in the fine arts. Outdoor styles are in harmony with our time. 

We have here a picture which appeared recently in the Washington 
Post and Times Herald to illustrate an article condemning outdoor 
advertising under a banner headline reading “Another 41,000 Miles of 
Billboards ¢” 

Well, there isn’t a single unit representative of our advertising 
medium in that picture. That’s what I mean when I say that we are 
continuously being accused of creating situations in which we had no 
part. 

However, the fact of the matter is that everything you see in that 
picture would be permitted under the proposed legislation. 

Now let me show you what we stand for. Pictured on this chart is 
our code of governing policies. We believe it reflects a real sense of 
social responsibility on the part of our industry. This principle of 
self-regulation is not new; it was first adopted by our association in 


1919. It has been refined through the years. Here’s what our code 
says: 


1. The policy of the members of this association is to provide standard facilities 
for the display of outdoor advertising only: 


(a) In such a manner as to recognize and respect the public interest in natural 
scenic beauty; parks, historical monuments, and shrines. 


(b) Only with discretion and good taste with respect to frequence and con- 


centration. 


(c) Only in accordance with association standards of construction and main- 
tenance. 


(ad) Only upon propertly leased or owned by the members. 


(e) In zoned areas—upon property zoned to permit business, commercial, and 
industrial use. 


(f) In unzoned areas—as if reasonable zoning existed, and consistent with 
existing land use and the character of the surroundings. 

2. Members of this association will display advertising which conforms to all 
requirements of the law, and which is truthful in every respect and is in accord 
with the moral standards of the community. 

That’s our self-imposed code. We think it’s a good code. We are 
proud of it, and we are trying to live up to it in every respect. 

A strong indication of our industry’s public acceptance is found in 
a multiple-city survey made in 1953 among owners and occupants of 
homes near typical outdoor advertising structures. Less than 2 per- 
cent voiced any objection to outdoor advertising on property in their 
vicinity that had been zoned for business. 

In addition, newspaper publishers and others expert in the field of 
communications use our medium because they know its value, as you can 
see from our chart. So they must see the good in outdoor advertising. 

We must be ever mindful of the inevitable and age-old problem of 
seeking objective standards for purely subjective attitudes in this 
matter. 

To conclude this discussion of esthetics, we believe beauty and utility 
are neither competing nor conflicting influences. Within the environ- 
ment of the Defense Interstate Highway System there can be adequate 
accommodation of both. 
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I thank you. 

Senator Gore. Thank you, sir. 

Senator Kucnet. Are you acquainted with the situation in New 
York and the State statutes in New York relative to control of signs 
along their freeway / 

Mr. Donneutty. Only ina general way. 

Senator Kucuex. Can you answer this: Is the law of New York 
predicated upon a responsibility in a State commission to prohibit, 
through police power, signs along the freeway ¢ 

Mr. Donnetity. My understanding is that legislation does not 
prohibit. 

Senator Kucuet. It controls? 

Mr. Donnewiy. Mr. Hathaway just made the statement that there is 
a commission of 3, and they have a responsibility, the 3 men, for 
discharging this obligation. 

Senator Kucue:. Mr. Hathaway, I wonder if you could answer that 
question. What is the law in New York? Does it give the commis- 
sion the responsibility to enforce standards under police power ? 

Mr. Haruaway. There is no mention of the police power. The use 
of the police power is not mentioned in the legislation. 

Senator Kucner. What does the law provide ? 

Mr. Haruaway. The law provides for a throughway authority of 
three, to be appointed by the emma to regulate outdoor advertising 
along the throughway and arrangements in the act are made for the 
application of advertising-signs permits. However, so far as I know, 
no permit has ever been granted by the three men constituting the 
authority. 

Senator Gorr. Will you yield, Senator? 

Senator Kucuet. Yes. 

Senator Gore. Isn’t it a fact, Mr. Hathaway, that at the time the 
right-of-way was acquired, advertising easements adjacent thereto 
were likewise acquired by the public agency? And therefore the 
public agency, having control and ownership of the advertising ease- 
ment and utility, could grant permit or deny permit for advertising 
thereon, provision being made for the application for permit. 
Whether any have been given or not I do not know. Isn’t that the 
fact ? 

Mr. Harnaway. The fact is, Senator, so far as I know, that where 
the right-of-way commission—Mr. Tallamy and Mr. Sells—where 
they could, they secured easements. That did not obtain, as I under- 
stand it, in the early part of the planning of the thruway, but it did 
obtain later and they tried their best to secure advertising easements 
along the right-of-way, and did in some instances, but not by any 
means 100 percent. 

Senator Revercoms. May I interrupt? 

Senator Gore. Certainly. 

Senator Revercoms. There is one important point here, and that is 
that the easements were not obtained by the public authority until 
after the highway was built? Is that what I understood you to say? 
And not when the rights-of-way were obtained ? 

Mr. Harnaway. No. The authority itself had its own autonomous 
organization which obtained these rights-of-way. Does that answer 
you, Senator ? 
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Senator Revercoms. No, sir. Were the easements against adver- 
tising, or for the control of advertising, obtained at the same time the 
rights-of-way for the roadway were obtained ? 

r. Hatruaway. It is my understanding it is not entirely done that 
way. That in the laying out of the thruway right-of-way the thought 
of obtaining negative or antiadvertising easements, was not thought 
of at the time the thruway was projected, and it was an afterthought 
which was accomplished as they went along where they could. 

Senator Revercoms. That is interesting in this legislation because 
it comes in here very much as an afterthought, and that is the reason 
that I am propounding the question to you. Were they successful in 
obtaining easements for advertising, or against advertising, as an 
afterthought along this highway in New York? 

Mr. Harnaway. Answering yes or no, they were successful. 

Senator Revercoms. That is all, sir. 

Mr. Haraway. And unsuccessful in certain instances. 

Senator Revercoms. They were unsuccessful in part of the way? 

Mr. Haruaway. Indeed they were. The rugged individualistic 
farmers in New York State wouldn’t permit for some modest sum of 
giving up of a thousand feet depth, not to speak of width, for some 
modest sum. 

Senator Revercoms. Do those landowners still have the right to 
control advertising along the New York road that we speak of? 

Mr. Harnaway. They do. 

Senator Revercoms. In other words, along the New York road- 
way under discussion, some of it is covered by adjacent easements 
against advertising and a part of it is not? Is that correct? 

Mr. Harnaway. In depth of the easement, of the right-of-way, or 
easement. 

Senator Revercoms. I am speaking of easement. 

Mr. Haruaway. The easement is so deep that the property owner is 
certainly eliminated from any use of the land as far as advertising is 
concerned. 

Senator Revercoms. I don’t think you understand my question. I 
understood you to say that along this roadway there were certain 
places where the easement against advertising was not obtained be- 
cause of the rugged farmer who wouldn’t sell. 

Mr. Harnaway. That is right. 

Senator Revercoms. And that exists today ? 

Mr. Hatnaway. That is right. 

Senator Revercoms. What proportion of the land adjacent to the 
road itself is not under easement on advertising along this particular 
New York Thruway? Can you answer that? 

Mr. HatHaway. No. That may be a matter of public record but 
I don’t know it, Senator. 

Senator Rrevercoms. Is it considerable? 

Mr. HatHaway. It would be my guess, Senator, and only my guess, 
that it wasn’t considerable. 

Senator Revercoms. How long is that? 

Mr. Hatnaway. I call your attention to the fact that the law pro- 
hibits outdoor advertising facing the New York Thruway except 
through the permits which the authority can grant. So that you 
can’t even though a private-property owner had not given up an 
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easement and he was 500 feet back, he presumably could not rent his 
land for outdoor advertising because of the New York State law 
which prohibits the use of private land for outdoor advertising facing 
the thruway. 

Senator Revercoms. Within 500 feet of the thruway ? 

Mr. Harnaway. Within 500 feet. 

Senator Revercoms. Then a police power has been exercised, if it 
prevents the private owner of land to place an advertising structure 
on his land? 

Mr. Hatrnaway. I believe that Superintendent Tallamy testified to 
that effect, that the police power had been used for that effect. 

Senator Kucuer. But the police power would not have required or 
contemplated an advertising easement any place. So if easements had 
been obtained, it has not been on the theor ry of police power and regula- 
tion ; it has been on the theory of appropriating moneys to acquire some 
kind of a right in property adjoining the highway. I don’t under- 
stand that. 

Mr. Harnaway. That is right; it has. 

Senator Kucner. You have two approaches here. You have the 
Neuberger approach which suggests money to buy easements. You 
have the Weeks approach which suggests police power with a penalty 
of withholding moneys in order to make the States act. "Those are the 
two here. And Senator Revercomb’s questioning of you indicates there 
may be both of those elements in the New York situation. 

Mr. Hatruaway. That is true. 

Senator Revercoms. Will the Senator permit me to make a state- 
ment at this point ? 

Senator Kucnen. I apologize. 

Senator Revercoms. Not at all. I believe the able Senator from 
California said the the Weeks bill proposed the use of the police power. 
Not that alone. That was one that left it up to the State as to what 

ower it might use, whether purchase of the easement, purchase of the 
ey or use of police power in zoning. But the Weeks bill is not lim- 
ited to use of police power and does not provide even that the police 
power alone may be used. 

Senator Kucnet. I did not recall that. In other words, the State— 

Senator Rrvercoms. Any method that the State chooses to use, as I 
recall, 

Just one more question, to nail down this information that you are 
giving us, Mr. Hathaway. There are strips of land along the New 
York “Thruway which are still owned by private individuals within 
500 feet of the roadway ? 

Mr. Harnaway. That is right. 

Senator Revercome. How long is that roadway in New York ¢ 

Mr. Hatrnaway. 426 miles, some such figure as that. 

Senator Revercoms. You are unable to tell us how much of that is 
privately owned land along the highway? You are not able to tell us? 

Mr. Hatuaway. No, sir; I couldn’t give you a percentage. 

Senator Revercoms. But even upon that privately owned land, un- 
der an act of the New York Legislature, billboards cannot be erected ? 

Mr. Harnaway. That is right. 

Senator Revercoms. Thank you, sir. 
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Mr. Donnetiy. Mr. Chairman, at this time I would like to present 
the dean emeritus of the College of Commerce of the University of 
Notre Dame, James E. McCarthy. 

Senator Revercoms. Mr. Chairman, one question of Mr. Donnelly. 

Senator Gore. Senator Revercomb. 

Senator Revercoms. Mr. Donnelly, you speak here on behalf of 
the Outdoor Advertising Association of America? 

Mr. DonneLty. Yes, sir. 

Senator Revercoms. And you have stated here very clearly the code 
of self-imposed regulation of the members of your association ? 

Mr. DonNELLy. Yes, sir. 

Senator Revercoms. What proportion of the advertisers of Amer- 
ica are members of your association and are bound by that code, that 
self-imposed discipline ¢ 

Mr. Donne.iy. Approximately 80 percent, Senator. 

Senator Revercomns. Then some 20 percent, and only 20 percent 
outside of your association have not accepted this self-imposed dis- 
cipline in the use of outdoor advertising ? 

Mr. Donnetty. To one degree or another they have. But not in 
total as we have. 

Senator Revercoms. That is all, sir. 

Senator Gore. Senator Kuchel? 

Senator Kucurn. I do want us to fully understand. Senator 
Revercomb is right in what he says. However—and this was a hazy 
recollection on my part—I think it is fair to say, however, that in the 
Weeks proposal there is a limit placed on the amount of Federal 
moneys for the acquirement of advertising easements. In the text of 
his proposed bill he goes on to provide : 

Not to exceed 3 percent of the Federal-aid funds now or hereafter appor- 
tioned to and matched by any State for expenditure on Federal-aid primary 
and Federal-aid secondary systems, including extensions thereof within urban 
ureas may be used for the purchase of such adjacent strips of land without 
being matched by the States. 

I raise a question. Was there not some discussion here that with 
respect to the Federal Interstate System moneys he recommended 
none of it could be allocated for the purpose of purchasing easements ? 

Senator Gore. I don’t recall that. 

Senator Revercoms. I do not reeall that, Senator. 

Senator Kucnen. I do think, tomorrow, when Mr. Tallamy is here, 
we had better get this down and have a few monetary figures to sup- 

ort either of the contentions in the bills before us, because we are 
Lind of shooting in the dark here as to what it is going to cost if we 
even consider one or the other theories or a combination of both. 

Senator Necsercer. We ought to find out what New York has spent, 
too, which would be some criteria. 

Senator Kucue.. Mr Tallamy ought to be able to answer that. 

Senator Gore. Mr. Tallamy will be before the committee at 10 
tomorrow. 

Mr. Donnetiy. Mr. Chairman, may I present Dean McCarthy? 

Senator Gore. Yes. 

The committee will be pleased to hear the dean. 
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STATEMENT OF JAMES E. McCARTHY, DEAN EMERITUS, COLLEGE 
OF COMMERCE, UNIVERSITY OF NOTRE DAME 


Mr. McCarruy. Mr. Chairman and members of the committee, 
standardized outdoor advertising is a driving force in our economy. 
With the other major advertising media—newspapers, magazines, 
television and radio—it has its own key role in keeping the distribu- 
tion of goods and services efficiently in high gear. Many pertinent 
data to this effect are in our filed documents. Here are some of the 
facts these data sustain: 

1. Outdoor advertising is unique. It is virtually the only method 
of reaching people when they are out-of-doors. It reaches the largest 
number of people at the lowest cost. It is flexible—an advertiser may 
use hundreds of displays or only one, according to his special needs. 

2. Outdoor advertising is universal. Companies in 17 of 20 indus- 
try groups as defined by the Secretary of Commerce currently use it. 

3. Many businesses have no other means of communicating econom- 
ically with their customers. Without outdoor displays they might 
face bankruptcy; they certainly could not expand and grow. 

Outdoor advertising shares the responsibility for moving goods and 
services in 15,000 communities. The businesses it helpes include 
some of the largest—and some of the smallest—in the Nation. The 
country’s 40,000 automobile dealers and 182,000 gasoline stations and 
garage operators profit by outdoor advertising of the products they 
sell. Many of the 14,000 banks and savings institutions in the coun- 
try use it, along with thousands of the other local concerns. 

A check of the 100 largest commercial banks showed that 2 out of 3 
use outdoor advertising. The Bank of America, ranked first on the 
list, has used this medium for 20 years. 

Among the big companies who use outdoor advertising nationally 
are General Motors, Ford, Chrysler and the other automobile manu- 
facturers, Standard Oil, Shell, Gulf, and virtually all the major oil 
companies. Together they have millions of employees, stockholders 
and dealers, all of whom are benefited to some degree by the selling 

ower of outdoor advertising. As these charts indicate, outdoor also 
heb helped to build names such as Wrigley, Swift, Coca-Cola, Ral- 
ston’s, ae Electric, Du Pont, and Safeway Stores. All of these 
and many others draw on the power of outdoor advertising and use it 
to improve their business. 

If companies like that didn’t need outdoor advertising, they 
wouldn’t spend money for it. You can be sure of that. 

Now let us consider how outdoor advertising helps the businessman 
who really hasn’t any other way to tell his story to potential custo- 
mers. Many of these businessmen live in communities with no other 
local advertising medium. For example, this chart is about one 
motel operator down in Texas who has more than $1 million invested 
in his property. He is on record as saying that he gets 85 percent 
of his At through outdoor advertising. Where would he be if 
it weren’t for outdoor’s painted bulletins ? 

The home State, I should judge, of each member of this committee 
has scores—perhaps hundreds—of hard-working small-business peo- 

le who wouldn’t be in business if it weren’t for outdoor advertising. 
hey depend on it to deliver the customers at a cost they can afford. 

For example, these charts show that— 
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A Mississippi meatpacker reports 23 percent sales increase. 

A Missouri feed and grain company gets its highest sales from 
our displays. 

> Oregon, Boyd’s Coffee climbs to No. 4 popularity spot in Port- 
land. 

In West Virginia a hobby shop racks up a 24-percent increase. 

In Minnesota a shoe company reports its biggest year in history. 

In New Jersey a baker grew from a small neighborhood operation 
to one of the largest in the country principally through outdoor ad- 
vertising. 

These aren’t isolated examples, they’re everywhere. In Pennsyl- 
vania, a Philadelphia macaroni company climbs from ninth to first 
place after using our displays. 

A home builder in California says 80 percent of his prospects come 
from poster panels. A Georgia restaurant says outdoor advertising 
lifted its sales 40 percent in 30 days. A Phoenix steak house added 
12 percent. A diaper service in Kansas City—a dairy company in 
Louisiana—a Texas pie baker—all testify to the importance to them 
of outdoor advertising. 

I’d like to give just one further example of the power of this 
medium which legislation under discussion would tend to destroy. 
It happened just recently. Lever Bros. developed a new and novel 
toothpaste. It was decided to introduce and test-market the product 
in Peoria, Ill. It was further decided that outdoor advertising 
would be the sole advertising medium during the first 10 days. 

This was an unusual situation: A product no consumer had ever 
heard of before, an opportunity to get a precise check on sales, and 
an opportunity for outdoor advertising to demonstrate its effect in 
10 days uninfluenced by any other factor. The result: On the 10th 
day, 10 leading outlets were checked. Three were sold out and the 
remaining seven needed reorders. 

Senator Gorn. You didn’t give us the size of the stock on hand to 
begin with. 

Mr. McCartny. I don’t know what it is, sir. 

Senator Gore. In other words, the samples may have all been given 
away. 

Mr. McCarrtuy. Oh, no. 

Some people are under the impression that outdoor advertising is 
a haphazard business; that structures appear just anywhere there 
isaclear space. Nothing could be further from the truth. 

Standardized outdoor advertising structures are and must be placed 
scientifically at points of heavy traffic concentration, usually in urban 
areas, as shown typically in this Cedar Rapids, Iowa, traffic flow and 
display location chart. Moreover, their value to the advertiser must 
be measurable. To insure an independent measure of value, the Traffic 
Audit Bureau was established in 1934 by leading organizations of 
advertisers, advertising agencies, and the outdoor advertising industry 
in this country and Canada. It is controlled by the buyers of adver- 
tising and financed by the sellers—that is, our standardized medium. 

I am filing a statement of how the Traffic Audit Bureau operates. 
But one observation from this report is of special interest to this com- 
mittee. It dramatically underlines the truism of the compatibility of 
sound business principles and the public interest. 
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When the value of our medium was scientifically measured, it was 
discovered that. where too many displays were placed close together, 
the value of each of them was substantially reduced. The Traffic 
Audit Bureau, therefore deliberately sought to discourage excessive 
concentration by reducing the rating of displays in groups of more 
than two. Soon both buyers and sellers realized that such strings of 
displays were not economically justified. 

In the opinion of this independent agency, this fact, plus the volun- 
tary efforts of the members of our association, have done more to re- 
duce the incidence of so-called billboard canyons, and to take. bill- 
boards off rural and scenic routes, than all the zoning, restrictive 
legislation, and pressure group propaganda combined. 

So, as you can see, the standardized outdoor advertising medium is 
meticulous in its placement because of the dictates of sound business 
as well as the public interest. It is mature and public spirited in its 
approach to matters of discretionary decision. 

It is important to business and industry of nearly all sizes and cate- 
gories—and particularly important to many relatively small busi- 
nesses, some of which attract the major share of their business through 
outdoor advertising. 

Let me conclude this brief discussion of the economics of outdoor 
advertising with one further thought. By stimulating sales, stand- 
ardized outdoor advertising contributes dynamically to the healthy 
economy of thiscountry. Aside from potential defense needs, the only 
reason for creating this Interstate System is also to contribute dynam- 
ically to the economy of this country, 

Gentlemen, if you have no questions for me I should like to announce 
that we will conclude—— 

Senator Gore. Senator Neuberger has a question. 

Senator Neusercer. Dean, are you now with the Outdoor Adver- 
tising Association of America? 

Mr. McCarruy. As a consultant. 

Senator NeEuBERGER. You are a consultant with them? 

Mr. McCartny. Yes, sir. 

Senator Neupercrer. Just one question. In the very first page of 
your able presentation you said that “Outdoor advertising reaches 
the largest number of people at the lowest cost.” Why do you think 
that is possible ¢ 

Mr. McCarruy. Why is it possible? 

Senator Nrusercer. Yes. Why does it reach advertisers at lower 
cost than other forms of advertising ? 

Mr. McCarruy. I daresay that the cost of getting into the outdoor 
business as measured against the cost of getting into other mediums 
of communication is not as great. 

Senator Neunercer. Isn’t it also true, however, that in other forms 
of advertising the medium must offer a great incentive for people to 
look at the advertising? They have to publish a magazine, they have 
to — a newspaper, they have to have extensive television and 
radio programs and entertainment and so on. Whereas in outdoor 
advertising the basic value is contributed by the highway, which is 
paid for out of the public purse. Isn’t that true? Isn’t that why it 
is such low cost ? 

Mr. McCarruy. I suppose if you go back into the question, that 
that is the use, sir. 
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Senator Neupercer. It seems to me that it is different from all 
other forms of advertising in that the cost is made low because the 
public has borne the basic expense. I am not an economist as you 
are, sir. But if there is a correction of that I would like to have it. 

Mr. McCarrny. I am just a little bit afraid, sir, that I don’t under- 
stand precisely the question that you are addressing to me. 

Senator Nreupereer. I am asking this question : Why is outdoor 
advertising so much lower in cost than other forms of ‘adver tising 4 

Mr. McCarrny. I think I have answered the first part by saying 
that the get-going cost in an outdoor advertising operation is prob- 
ably less than. it Ww vould be in the other mediums of communication. 

Secondly, because outdoor advertising has the biggest circulation ; 
its per circulation cost is less than let’s say people operating in an- 
other medium. For example, a magazine or newspaper has a restricted 
circulation. Outdoor advertising has an unrestricted audience. 

Senator Neupercer. And it costs a great deal to build up circulation 
for magazines or newspapers 4 

Mr. McCarrny. Yes, sir. 

Senator Neupercer. Whereas outdoor advertisers get their cireu- 
lation by travel on the public highway. 

Mr. McCarruy. Also, the people who view outdoor advertising 
circles exercise some discrimination. They can or they cannot look, 
just as any one might or might not subser ibe to a magazine or news- 
paper, and also as one might. or might not elect to look at a television 
program. 

Senator Neusercer. Do you mean to tell me, Dean, that if I am 
driving over U.S. 101 and there is a sign there that I can elect or not 


to look at it when I am in an automobile? Should I avert my gaze, 
whether I am a driver or passenger? Do I have any choice‘ 

Mr. McCarruy. You must speak for yourself, sir. I don’t know 
what you would do. 

Senator NeuBercer. The Minnesota study found— 


the frequency of advertising signs per mile on curves was nearly half again as 
great as that found on tangent sections. 

Do you mean to tell me that I am going around a curve on a highway 
and an outdoor advertising sign has been very strategically placed 
and that I could help from looking at that sign unless I want to have 
a very dangerous collision or crackup ? 

Mr. McCarruy. What would be your concentration on the sign, 
sir? 

Senator Nevnercer. When I am in an automobile I generally try 
to be as vigilant as I can with respect to visibility and looking around 
me. The point I am making is that the traveler on the highway has 
no choice except to look at your signs. 

Mr. McCarruy. I don’t think that viewing or looking at signs and 
reading signs and comprehending signs and absorbing the message, 
I think that those are diametric opposites, sir. 

Senator Neupercer. Those are all the questions that I have. 

Senator Gorr. Senator Revercomb ? 

Senator Revercoms. Dean, other than the case of the toothpaste 
stripe, which was submitted only to outdoor advertising for 10 d: ays, 
you have given us some examples on the chart. I recall one with 
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respect to bread, that from 1917 up to the present time had obtained 
a very great growth. There was other advertising media other than 
outdoor signs. 

Mr. McCarrny. Yes, sir. 

Senator Revercoms. Likewise, the toy factory in West Virginia 
that you speak about: You are not attempting to say that only through 
outdoor advertising is that growth and success resulting # 

Mr. McCarruy. No, sir. This was one of the contributory factors 
to the success of the advertising. 

Senator Revercoms. Other mediums were used ? 

Mr. McCartuy. Could and would have been employed. But this 
was an allied medium that was employed by the advertiser. 

Senator Revercoms. That is all. 

Senator Gore. Thank you very much. 

Do you have another witness, Mr. Hathaway, or does that conclude 
your group ? 

Mr. McCartuy. Mr. Markham is the chairman of the Outdoor 
Advertising Association. 

Senator Gore. Are you the last witness ? 

Mr. Marxuam. I am the last from the association; yes, sir. 

Senator Gore. We will hear you. 

The Chair would like to state that, since announcing plans for a 
possible committee meeting this afternoon, he has been advised that 
an important bill reported by the Public Works Committee is under 
consideration on the floor of the Senate today. We will not be able 
to meet this afternoon but will meet at 9:30 tomorrow to hear the 
witnesses who were originally scheduled to appear today. 

You may proceed, Mr. Markham. 


STATEMENT OF HARLEY B. MARKHAM, CHAIRMAN, OUTDOOR 
ADVERTISING ASSOCIATION OF AMERICA, INC. 


Mr. MarkHAm. We have, of course, some other witnesses who are 
of a technical nature, as you know, including Dr. Lauer, and I was also 
just now told that Mr. Blucher will not be able to return tomorrow. 
That is our only problem. 

Senator Gore. You may proceed with your statement. 

Mr. Marxuam. Mr. Chairman and members of this committee, 
previous witnesses have given to you in some detail the reasons why 
the standardized outdoor advertising industry, represented by the 
Outdoor Advertising Association, is opposed to Federal regulation of 
our basic advertising medium. I shall not attempt to repeat those 
arguments. 

Senator Revercoms. Will you stand an interruption at that point é 

Mr. Markuam. Yes, sir. 

Senator Revercoms. Are you opposed to State regulation ? 

Mr. MarkuaAm. No,sir. It applies at the local level. 

Senator Revercoms. Thank you. 

Mr. Marknam. Instead, we want ot present to you on behalf of the 
Outdoor Advertising Association of America, Inc., a number of prin- 
ciples for your consideration as you deliberate whether there shall be 


amendments to the present Highway Act which would affect outdoor 
advertising. 
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A leading city planner, Prof. John T. Howard of Massachusetts 
Institute of Technology, just last week at the annual convention of 
the American Society of Planning Officials, pointed out that the high- 
ways to be built during the next 20 years under the 1956 act would 
have— 


more effect upon the form and pattern of growth, and therefore upon the char- 
acter and structure, of our metropolitan areas, than all of the metropolitan 
planning done by any city planner between 1945 and now. 


We believe that it is highly important that the Congress take no 
steps that would impair the rights of communities to pr ‘ovide for the 
orderly development of private property abutting the right-of-way, 
with due consideration to the local public interest—including unusual 
scenic beauty, local economic and social welfare, and facilities for 
continued local economic growth. 

We submit the following statement of the position of the Outdoor 
Advertising Association of America, Inc., with respect to the Inter- 
state and Defense System of Highways: 

1. The members of our association are unalterably opposed to Fed- 
eral regulation and control of standardized outdoor advertising. We 
have four reasons for t taking this position. First, we believe that 
regulation and control is exclusively a matter of local interest and 
concern. Second, the Federal-aid highway legislation has always 
been limited to construction, and advertising in no way relates to 
highway construction. Third, we have received exceptionally well 
qualified legal opinion which raises doubts as to the constitutionality 
of such Federal regulation and control, and regardless of our personal 
desires we could not support legislation of doubtful constitutionality. 
And fourth, we oppose Federal regulation and control of business in 
gener al. 

2. We oppose any Federal, State, or local regulation, which would 
Rdeeane against outdoor adv ertising among other legitimate 
businesses. 

3. Any regulation of outdoor advertising should recognize outdoor 
advertising as a legitimate business use of land, as it is recognized 
by planning and zoning authorities. 

4. We will continue to support local regulations that permit outdoor 
advertising in all areas zoned or yresent ly used for business, commer- 
cial or industrial purposes, or ar subsequently may become busi- 
ness, commercial or industrial areas. This is presently the policy of 
the members of the Outdoor Advertising Association of America, Inc, 

5. We recommend that zoning authorities in the several States who 
wish to protect areas of unusual scenic beauty along the right-of-way 
of the Interstate Highway System take steps to ‘define such are: aS, 
from which all business, commercial, or industrial uses of land might 
be excluded. The States know much more about their historic spots 
and their areas of natural beauty than does the Federal Government 
or the Bureau of Public Roads. The States now have authority to 
enact any regulatory legislation which they desire or decide they need. 
Legislation for Federal control would not only preempt and usurp this 
right, but would assume that the States are unaware or unconcerned 
about their own resources. 

May I repeat that our members have no intention of exploiting the 
Federal Interstate System, as some have charged. Much of the pri- 

vate property bordering the 41,000 miles of the system is unsuitable 
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for business use. In the so-called public land States, up to 87 percent 
of the total land area is Government owned. We ask this question: 
How much additional Federal control is required? Our only interest, 
now or in the future, is in those areas which are appropriate for 
business. 

We are here primarily defending a principle. Our members seek 
no special privileges. They desire only to receive the same fair treat- 
ment that is accorded other businesses—both today and as counties, 
cities and towns plan for the orderly development of private property 
in their communities in the years ahead. 

In summary, our governing policies which were presented to you 
earlier are explicit and in our opinion wholly in the public interest. 
We do not believe that outdoor advertising should be erected in resi- 
dential areas, in areas of unusual scenic beauty, or in the immediate 
vicinity of historical monuments or shrines. 

While unalterably opposed to discriminatory Federal regulation 
of outdoor advertismg, we recognize the right of local governments 
to pass legislation affecting our business. 

Ve respectfully submit that this subcommittee should not recom- 
mend Senate bill 963 in its report to the Senate Committee on Public 
Works, or any other bill for Federal control of advertising along the 
Interstate Highway System. 

Thank you very much, Mr. Chairman. 

Senator Gore. Thank you. 

Senator Revercomb ? 

Senator Revercoms. No questions. 

Senator Gore. Senator Neuberger ? 

Senator Neusercer. No, thank you, Mr. Chairman. 

Senator Gorr. Thank you. 

The committee will now hear Mr. Walter Blucher. 


STATEMENT OF WALTER H. BULCHER, CONSULTANT TO THE 
AMERICAN SOCIETY OF PLANNING OFFICIALS, CHICAGO 


Mr. Biucuer. My name is Walter H. Blucher. I am a planning 
consultant with offices in Chicago, Ill. I served as executive director 
of the American Society of Planning Officials from 1934 through 
1953. Prior to that, I was city planner for the city of Detroit, Mich. 
I am currently serving as consultant to that society. I was executive 
director of the Association of State Planning and Development Agen- 
cies from its creation in 1946 to 1953. I have been visiting professor 
of planning at the University of Chicago and lecturer on planning at 
many universities in the United States. I am a trustee of the Alfred 
Bettman Foundation and on the planning advisory committee of the 
Southern Regional Education Board. I am an honorary life member 
of the Community Planning Association of Canada—the first and so 
far the only person so selected from the United States—and the only 
honorary corresponding member of the Town Planning Institute of 
Great Britain in the United States. I served for many years on the 
executive of the International Federation for Housing and ‘Town 
Planning with headquarters in The Hague. I am president of the 
American Institute of Planners, the organization of professional 
planners in the United States, which institute currently has a com- 
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mittee working with the Outdoor Advertising Association of America 
for the purpose of establishing principles governing the location of 
outdoor advertising within the framework of land use plans and 
zoning. 

The testimony I am offering here is given on my own behalf and 
not on behalf of any organization with which I am connected. 

I would like to make it clear at the outset that I am not opposed 
to the regulation of land along highways nor am I opposed to the 
proper control of outdoor advertising. I am in favor of such regu- 
lation but only within the framework of comprehensive land use 
plans and zoning. 

With respect “to outdoor advertising, I have publicly stated that 
I believe it is a legitimate form of land use, subject to the same privi- 
leges and rights and subject to the same controls and limitations as 
other comparable forms of land use. 

Every State in this country has adequate power to control and 
direct the use of land within its borders. As stated, I am in favor or 
such control. Many States already exercise that control through 
zoning by counties, townships, villages, and cities. Cook and Du Page 
Counties in Illinois, many of the counties in Wisconsin and Cali- 
fornia, Arlington County in Virginia, Baltimore County in Mary- 
land, to name only a few, have zoning ordinances controlling the use 
of all lands within those counties, not only the land along major 
highways. Such county zoning does and can include the location of 
outdoor advertising. These ordinances are based on comprehensive 
land use plans. I believe that every city in the United States over 
50,000 population with the single exception of Houston, Tex., has a 
zoning ordinance. Within the framework of city, village, and town- 
ship zoning also, the location of outdoor advertising can be con- 
trolled. For the most part, it is limited to commercial ‘and industrial 
areas and is prohibited in residential areas and strictly rural areas. 

I repeat: The power to determine the location of outdoor advertis- 
ing is already available to many areas throughout the country and 

can be made available to every area through State legislation. 
Through the exercise of the police power, every square foot of private 
land in the country could come under zoning control. 

Such control makes sense to me when exercised within the frame- 
work of broad land use plans which designated what is the best and 
proper use of property. It makes no sense to me to exercise such 
control on the basis of any distance from any highway. It makes no 
sense to me to say that there shall be no outdoor advertising within 
300 feet or 500 feet or 1,000 feet of any highway while allowing a 
gasoline station or used ear lot within that area in a commercial 
district or while allowing an auto wrecking yard or a slaughterhouse 
within that distance in an industrial zone. The determination of 
what is the proper use of land is not related to any distance factor. 

It makes no sense to me to acquire through eminent domain and to 
pay for an easement to control the use of land when the same result 

can be obtained without cost through the exercise of the police power. 
In the early days of zoning, the State of Minnesota attempted to do 
zoning through eminent domain. This was quickly found to be a 
failure for very obvious reasons and was abandoned in favor of police 
power zoning. I do not think that the mistake should be repeated. 
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It is my opinion that the use of land should be controlled through 
the device that has proved effective over a long period of years, namely 
comprehensive zoning which is in turn based on a sound land use plan. 

Senator Gore. Thank you. 

We will now hear Mr. Garland Wood. 


STATEMENT OF GARLAND A. WOOD, CITY PLANNING CONSULTANT, 
IMMEDIATE PAST PRESIDENT AND PRESENT SECRETARY-TREAS- 
URER OF VIRGINIA CITIZENS PLANNING ASSOCIATION, AND 
CHAIRMAN OF ITS CONTROLLED ACCESS COMMITTEE 


Mr. Woop. I wish to congratulate your committee for the menmage of 
the interstate highway legislation providing the controlled access— 
the greatest single engineering improvement in the history of highway 
planning and design. 

I strongly urge that additional legislation be passed to prevent 
highway advertising along these new interstate highways. 

We of the Virginia Citizens Planning Association are opposed to 
the growing menace of billboards threatening the beauty and scenic 
views of highways. 

We caitlaaatir oppose billboards along the interstate highways. 

We urge Congress, who created the magnificent limited access inter- 
state highways, to take its responsibility to promote and protect the 
value of scenic views and landscape beauty by passing additional 
legislation to prevent the menace of advertising billboards along these 
highways. 

Please recall the highways of 40 years ago. You can point with 

ride to their development. Everything connected with highways has 

an improvement except the billboards. It has been stated that 

a $25 billion business has sprung up to exploit the traveler on the 
modern public ways. 

As our economy has grown from a $100 billion to $412 billion gross 
national product, our highways have become showplaces for the com- 
petitive products. The size of the billboard has grown from the 2- by 
3-foot sign, that my father used to rent, to elephant size signs. A 
newly erected sign just outside of Richmond along the interstate 
Highway No. 250 is 10 times as high as an automobile. 

As our economy expands in the future toward a trillion dollar gross 
national product, we can expect competition such as the world has 
never seen before in the shape of billboards and their fluorescent lights. 

At the very places where traffic volumes will be largest you will find 
the greatest number of billboards. It is getting to be a joke that traf- 
fic volumes can be estimated by counting the billboards. Traffic 
volumes draw billboards like honey does bees. 

You could make excellent predictions about the hot spots for the 
location of billboards along the new interstate highways by looking 
at the predicted traffic volumes. 

In my past job as Richmond city planner, billboard agency officials 
requested me to change the zoning so as to permit billboards all along 
the major traffic arteries. 

Last week I attended a meeting in Williamsburg, where I am the 
city planning consultant. The chairman of the city planning com- 
mission, Mr. A. E. Kendrew—he is also vice president in charge of 





al 


nm = 


2} 


—— th bb a ott 3m AAT ee A 


_— 





CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 305 


architectural restoration of Colonial Williamsburg—made the state- 
ment that with Rockefeller’s money they purchased the land on both 
sides of the new Federal-State highway entrance to Williamsburg, to 
prevent “neon signs from marring the entrance to Williamsburg.” 

We in Virginia are very appreciative of the last 40 years of high- 
way progress which has helped our tourist business to become 1 of our 
3 greatest industries. We also recognize the value of the parkways and 
Skyline Drives that the Federal Government has constructed in our 
Commonwealth which preserves for all time, through the acquisition 
of the adjacent strips of land, the scenic views and landscape beauty. 
These parkways are monuments to the former Congresses that pro- 
vided for them. Through their landscape planting, or large acquisi- 
tion of space for views, magnificently pleasurable drives have been 
achieved. To accomplish a similar enjoyable result on the new inter- 
state highways, it will be necessary to prevent billboards being erected 
adjacent to the right-of-way. 

In a survey of 20 States, published in Nature magazine in 1953, 90 
percent of those interviewed wanted rural restrictions on billboards. 

Because of the location of parts of this system through commercial 
and industrial areas, where billboards are permitted by zoning ordi- 
nances, it is normal not to acquire the billboard rights in these areas. 
However, zoning ordinances prohibit billboards in residential areas. 
Therefore, funds will be spent primarily in agricultural, rural areas, 
or other open spaces that have not been zoned. 

If we do not prevent billboards from being erected at the begin- 
ning, no one will be successful in eradicating them after they are con- 
structed. It will be very expensive to plant both sides of 41,000 miles— 
total of 82,000 miles. With 400 plants to the mile it would take 32,- 
800,000 plants. In the arid regions of the West, irrigation to make 
the trees survive is out of the question. 

The only solution is for Congress to take its responsibility to the 
American people and act now to provide, for all time, the right to 
travel in a pleasurable manner on the new Interstate System. The 
“pursuit of happiness” can more readily be achieved by protecting, 
for all time, the heritage of our scenic America and landscape beauty 
along the interstate highways. Federal money is being spent to pre- 
serve the natural beauty of Federal-aid highways now; why not on 
advertising easements ? 

The stroke of this committee’s pen should rightly prevent these new 
highways from being defaced by billboards and their monstrous lights. 
The enjoyment of trillions of riders will be your reward. 

Senator Gore. Thank you, Mr. Wood. 

T have here a statement by Mr. V. H. Pelz, managing director of the 
Traffic Audit Bureau, Inc., which will be included in the record at 
this point. 

(The statement referred to is as follows :) 


STATEMENT OF V. H. Petz, MANAGING DIRECTOR OF THE TRAFFIC AUDIT BUREAU, INC. 


I am V. H. Pelz, managing director of the Traffic Audit Bureau, Ine. I have 
been active in the field of marketing and marketing research since 1919. At 
present, I am a member of the urban volume characteristics committee of the 
Highway Research Board, and until last year I lectured on Marketing at the 
Columbia University Graduate School of Business. 
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The Traffic Audit Bureau was established as a nonprofit organization in 1934. 
Its early development was based on pioneer efforts by the outdoor advertising 
industry to study urban traffic. In 1924, coincidental with the year in which 
the title of city traffic engineer was first used in this country, the outdoor in- 
dustry established the Barney Link Research Fellowship at the University of 
Wisconsin. This 6-year work was followed by other studies of the relationships 
between traffic and business activity. Together these studies formed the founda- 
tion for the Traffic Audit Bureau’s work. 

TAB has done more recent pioneering work in measuring traffic yolume and 
patterns. It developed a reliable shortcount method of estimating traffic volume 
which is recognized by traffic engineers. It has made studies of the origin and 
patterns of vehicular movements which have thrown new light on the day-to- 
day changes in the routes followed by particular cars. 

These studies have guided TAB in its primary concern which is the develop- 
ment and application of standards for measuring some of the characteristics 
and values of standardized poster panel (billboard) advertising. These charac- 
teristics and values are considered important by both buyers and sellers of this 
type of advertising. 

One of the values measured by TAB is the number of people, moving in traffic 
streams, to which poster advertising is exposed. The other is the degree to 
which each poster panel can readily be seen, for unless it can be seen it has 
no value as a vehicle for transmitting an advertising message. 

A panel with exposure to a large number of people with a high degree of visi- 
bility has maximum value. At the other extreme, a panel exposed to small 
traffic volume and having little visibility has no economic value either to the 
buyer or the seller. Between these two extremes are innumerable combinations 
of values. Before the establishment of TAB, there were no uniform and ac- 
cepted standards for measuring these 2 characteristics—traffic and visibility— 
of the 250,000 poster panels in the United States. 

Because such standards would be useful both to buyers and sellers, TAB was 
organized through the cooperative sponsership of three associations. Two of 
these—the Association of National Advertisers and the American Association. of 
Advertising Agencies—represented buyers of poster advertising. From the be- 
ginning, therefore, the majority control of TAB has been in the hands of those 
who buy poster advertising. 

By thus voluntarily inviting the application of buyer-controlled standards, 
the poster advertising medium placed itself alongside newspapers and maga- 
zines, which had previously accepted the application of buyer-controlled stand- 
ards for determining the actual amount of circulation of given publications. 

In the advertising world the measured mediums are in a class apart from 
unmeasured mediums. The willingness of an advertising medium to be meas- 
ured, according to standards and procedures approved by the buyers of the 
medium, is universally considered an indication of responsibility. 

The measurements used by TAB have never been applied to the innumerable 
small signs that exist throughout the country because these signs are not sold 
on an organized and systematic basis. Nothing in this statement applies to 
such signs. 

No medium of mass advertising—newspapers, magazines, radio, TV or out- 
door—can have any value unless directed to large numbers of people. There- 
fore, poster advertising has always sought placement where traffic is rela- 
tively heavy. Thus, the major part of TAB’s work has involved the measure- 
ment of traffic volume in urban and built-up areas, because that is where the 
major proportion of all poster panels are located. 

Because of the special interest of this subcommittee, it should be noted that 
one definite effect of TAB’s measuring of traffic has been to emphasize the fact 
that a poster panel placed on a road having little traffic has correspondingly 
low advertising or economic value. The result of this has been a steady de- 
cline in the number of panels on low traffic roads, and the increase in the pro- 
portion of panels in built-up, urban areas where other business activity serves 
as a generator of traffic volume. The effect of TAB’s measurements has been 
to demonstrate both to the buyer and seller of outdoor advertising that it 

doesn’t pay to put up panels where traffic volume is relatively low in com- 
parison with the volume in built-up commercial areas. 

Traffic volume is one measurable factor in outdoor advertising. The other 
factor is called, for the sake of simplicity, relative visability. 

Involved in relative visibility are other elements for which TAB has de- 
veloped standards of measurement and appraisal. One of these is the number 
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of panels which are exposed to traffic at a given location. When there are 
several, they compete with each other. Thus, each has less value than if there 
were fewer. 

Before TAB came into the picture, this competitive factor was often disre- 
garded. Tbe result was numerous billboard concentrations, or fences, even 
in urban areas. 

In setting up standards for measuring relative visibility, TAB deliberately 
sought to discourage such strings and fences by reducing the rating of panels in 
groups of more than two. Since average panel ratings for each market were 
being published by TAB, buyers could easily spot those cities having an excessive 
number of panels in strings. Thus, ordinary economic pressures automatically 
operated on outdoor advertising companies to reduce any excessive number of 
panels at a given location. 

During my 12 years of work with TAB, I have had ample opportunity to watch 
this trend toward fewer panels per location. It is my opinion that, partly at 
least as a result of self-imposed standards, plant operators have done more to 
reduce billboard canyons and to take billboards off rural and scenic routes volun- 
tarily, than the effect of zoning, restrictive legislation, and pressure group 
propaganda combined. The reason is simple: Once these self-imposed standards 
were set and applied, it because evident both to buyers and sellers that many 
such panels were not economically justified. In otudoor advertising, as in many 
other kinds of business, voluntary standards had behind them the logie of self- 
interest. 

To sum up, TAB has been the instrument by which the poster advertising 
industry has voluntarily induced measurements of its major values based on 
standards and procedures approved by its customers. This has made for steady 
improvement in the ability of the poster medium to function effectively for adver- 
tisers, and so better to serve the interests of the economy as a whole. 

Moreover, it has served to underlie the economic factors in concentration of 
billboards and thus to accelerate their wider spacing; providing another example 
of the compatibility of sound business with the public interest. 


Senator Gore. The committee will be in recess until 9: 30 tomorrow 
morning. 


(Thereupon, at 12:12 p. m., the hearing was adjourned, to be recon- 
vened at 9:30 a. m., Wednesday, March 27, 1957.) 
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WEDNESDAY, MARCH 27, 1957 


Untrep Srates SENATE, 
CoMMITTEE ON Pusiic Works, 
SUBCOMMITTEE ON Pusiic Roaps, 
Washington, D.C. 
The subcommittee met, at 9:30 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore presiding. 
Present : Senators Gore (chairman of the subcommittee), Neuberger, 
and Cotton. 
Also present: Senator Hruska. 
Senator Gore. The committee will come to order. 
The first witness is Mr. J. Carl McMonagle. 
The committee will be pleased to hear you, Mr. McMonagle. 


STATEMENT OF J. CARL McMONAGLE, ASSISTANT DIRECTOR OF 
THE HIGHWAY TRAFFIC SAFETY CENTER, MICHIGAN STATE 
UNIVERSITY; PRESIDENT, INSTITUTE OF TRAFFIC ENGINEERS 


Mr. McMonacrz. My name is Carl McMonagle. I am assistant 
director of the highway traffic safety center at Michigan State Uni- 
versity and I am also president of the Institute of Traffic Engineers, 
which is a society of some 1,000 professional traffic engineers concerned 
with the problems of highw ay transportation. In addition, I am 
a member of the American Society of Planning Officials, the Highway 
Research Board and the Advisory Council to the President’s Com- 
mittee on Highway Safety. 

At this point I would like to make it clear in this testimony, gen- 
tlemen, that I am not representing any of these organizations. 

Before assuming my present position at Michigan State University, 
I was affiliated with the Michigan State Highw ay Department for 
21 years—the last 15 years as ‘director of the planning and traffic 
division. 

In 1945, the planning and traffic division of the Michigan State 
Highway Department, in cooperation with the United States Bureau 
of Public Roads and the National Safety Council, undertook a survey 
to determine the relationship between accidents and design and road- 
side features. In other words, we wanted to find out if roadside 
businesses, outdoor advertising ‘signs, private drives, amount of mil- 
eage driven or design of the road had any relationship to traffic 
accidents. 
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The conclusions of this study were presented in technical papers at 
the annual meetings ofthe Highway Research Board, the American 
Association of State Highway Officials and the National Safety 
Council. 

Here is how we carried out the study : 

A 100-mile stretch of highway was selected—U. S. 24 from the 
Ohio state line to M-58, just south of Pontiac and on M-58 to its 
intersection with U. 8. 10 northwest of the city. This route includes 
a considerable mileage of purely rural highway, but since it skirts the 
west edge of the Detroit metropolitan area, it is principally a suburban 
highway with much roadside . ee ae some of it extremely dense. 
For the purpose of this study, the portions of the route in urban terri- 
tory were deleted. 

This stretch of highway was selected because it has a good variety of 
design and roadside features. Sections of the highway are 2-lane, 
3-lane, and 4-lane and it is both divided and undivided. It carries 
heavy traffic volume made up of large local movements and of through 
trunkline traffic between Toledo and Detroit, and, on the Telegraph 
Road section, a considerable movement bypassing the latter city. 
There is a high percentage of commercial vehicles using the highway. 
Also, the highway had a high accident rate. 

Next, carefully considered measures were taken to obtain accurate 
data concerning the types and locations of both features and accidents. 
A comprehensive inventory was made of all design and roadside fea- 
tures on or along the study section, including taverns, gas stations and 
commercial garages, stores, restaurants, private drives, design features, 
advertising signs, and others. 

Consecutively numbered station markers were installed at 1,000-foot 
intervals, and arrangements were made with State and local enforce- 
ment agencies to have all accident locations reported in definite rela- 
tion to these markers. 

These arrangements were completed during 1946 and reporting 
accidents in accordance with the prescribed methods began on the first 
day of 1947 and continued for 3 years. Some 3,025 accidents on this 
highway were reported in 1947, 1948, and 1949. 

The data collected was punched on IBM tabulating cards and an- 
alyzed by various statistical methods. 

While the study itself treated design features, roadside establish- 
ments, private drives, and advertising signs with near-equal concern, 
I will discuss here only advertising signs. 

Several methods of statistical analysis were used in the study. 
However, without going into detail on the complex statistical compu- 
tations made, I can tell you that regardless of the method used, we 
found no relationship between accidents and advertising signs. 

This study showed that the accident problem on the route studied 
was not one of driver attention diverted by advertising signs. In other 
words, gentlemen, this impartial, statistical analysis made over a 3- 
year period on a highway which exhibited many typical character- 
istics, showed no relationship between outdoor advertising signs and 
accidents. 

Further than that, our findings were confirmed by independent 
studies made at Iowa State University under the direction of Dr. A. R. 
Lauer. 
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I have no objection to billboards along our modern highways so long 
as they observe the known safety precautions. From many studies 
made I have no doubt that billboards properly placed and spaced have 
no adverse effect on traffic safety. I am of the opinion that billboards 
can help relieve the driving monotony in many instances, and thus add 
to, rather than detract from safety on highways. 

I do not believe that the proposed legislation against outdoor ad- 
vertising signs will help save 1 life on the entire 41 000 miles. 

Senator Gore. Senator Neuberger ? 

Senator Neunercer. Mr. McMonagle, you mention the fact that bill- 
boards might add to rather than detract from safety. Is that correct ? 

Mr. McMonacte. Yes. 

Senator Neupercer. Is it your observation, or do you have statistics 
showing that there are perhaps more accidents in places like Hawaii 
and Switzerland and Alaska, where billboards are controlled or non- 
existent ? 

Mr. McMonacete. I have no information on that. 

Senator Neupercer. That is all, Mr. Chairman. 

Senator Gore. Senator Hruska? 

Senator Hruska. No questions. 

Senator Gore. Senator Cotton / 

Senator Corron. No questions. 

Senator Gore. Thank you very much for your testimony. 

Senator Hruska. I have just one question, Mr. Chairman. 

This study of the Michigan State University, was that a part of the 
university ¢ 

Mr. McMonacte. No, this was done at the Michigan State Highway 
Department. 

Senator Hruska. Was it a part of its regular statistical service? 

Mr. McMonac te. It was a part of its regular statistical service. 
The cost of the study was made 50 percent Federal aid and 50 percent 
State money. It was done as a regular portion of the work at the 
request of the Bureau of Public Roads. It was a highway planning 
survey project. 

Senator Hruska. And the results of that study were then for- 
warded to Washington, to the Bureau of Public Roads, as well as be- 
coming a part of the records of your State? 

Mr. McMonacte. Yes. 

Senator Gore. Will you furnish the committee a copy of the study ¢ 

Mr. McMonacte. Yes, sir. 

Senator Corron. I have one question. 

You referred to the known safety rules of highway advertising. 
I don’t want to go into a long explanation. You referred to a con- 
trol of advertising so that signs are not placed at curves or places 
of that nature. 

Mr. McMonacte. That is right. 

Senator Corron. What do you mean / 

Mr. McMonacte. Spaced and not in places where they obscure vi- 
sions or things like that. 

Senator Corron. Or places where they attract attention, at a curve 
or intersection ? 

Mr. McMonacte. In the State of Michigan we cooperated with 
outdoor advertising, and signs are placed at locations where the 
traffic engineers feel that there would be no hazard. 
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Senator Corron. Just one more question. What national organiza- 
tions or State organizations or associations have set up these safety 
rules in regard to highway advertising ? 

Mr. McMonaete. I don’t believe, Senator, that there are any set 
safety rules except like in various States the highway administrators 
have certain regulations. Through the Profession of Highway Engi- 
neers we have certain ideas of how we think it should be done. 

Senator Corron. Each State highway department dealing with 
that problem, if they do deal with it, deal with it independently ? 

Mr. McMonacte. Just about right, sir. 

Senator Corron. And so far as you know there has not been any 
concerted, organized, or studied attempt to make up a code of safety 
with regard to highway advertising ? 

Mr. McMonaate. Not tomy knowledge. 

Senator Neusercer. Mr. McMonagle, just one other question, please. 
Where are highway signs more often placed—on curves or on straight 
sections of road ? 

Mr. McMonacte. I would say, Senator, that at least to my knowl- 
edge they are more often placed on straight sections of roads. 

Senator Neusercer. I want to call to your attention—and this does 
not mean that you are not correct; please do not infer that—to the 
Minnesota study, which has been referred to a number of times, by 
the highway planning survey of the Minnesota Department of High- 
ways in cooperation with the United States Department of Commerce, 
Bureau of Public Roads, in that study this statement appears: 

The frequency of advertising signs per mile on curves was nearly half again 
as great as that found on tangent sections. 

That does not mean that you are not correct in your observation as 
it applies to your part of the country. I wanted you to see what the 
Minnesota survey shows. 

In your survey did you make an actual study in the field to deter- 
mine whether there were more signs on curves—that is, in proportion 
to the mileage on curves—than on straight sections of the roads? 

Mr. McMonacte. Yes, we did and we found the distribution fairly 


equal. There was a distribution that was fairly equal on the roads 
studied. 


Senator Neusercer. Thank you. 
Senator Gore. Thank you. 


The next witness is Mr. Daniel W. Holland, representing Don- 
nelly & Sons. 


_ Senator Neusercer. Mr. Chairman, with your permission, I would 
like to present for the record a statement from the Oregon State High- 
way Commission, signed by W. C. Williams, the chief highway engi- 


neer, stating the position of the Oregon State Highway Department 
on this legislation. 


Senator Gore. Without objection it will be printed in the record. 


I would also like to include in the record at this time an exchange 
of letters between Mr. M. O. Ryan and myself. 


(The statements referred to above are as follows :) 
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OFFICE OF SENATOR RicHARD L. NEUBERGER 


348 Senate Office Building 
Marcn 21, 1957. 
Senator Richard L. Neuberger today received the following telegram from 
the Oregon State Highway Department: 
“SaLeM, OrnEG., March 20, 1957. 
“Senator RicHArRD L. NEUBERGER, 
“Senate Office Building, 
“Washington, D. 0.: 


“Oregon Highway Department favors control of roadside advertising on Inter- 
state System but strongly opposes bill as recommended by Secretary Weeks 
which would penalize States 5 percent of interstate funds. In Oregon this 
would increase State matching funds by $1% million annually. We believe 
control of roadside advertising should be at Federal level, but more along S. 963 
as introduced by you, which makes control a partnership between Federal 
Government and States and should be financed on same basis of participation 
as purchase of rights-of-way and construction. I feel legislation as proposed 
by Secretary Weeks inimical to interests of States which cannot by existing 
statutory authority control roadside advertising and exacts an undue penalty 
for such failure, 

“W. C. WILLIAMS, 
“State Highway Engineer.” 


UNITED STATES SENATE, 
COMMITTEE ON PUBLIC WORKS, 


March 25, 1957. 
Mr. M. O. RYAn, 


Manager, Washington Office, 
American Hotel Association, Washington, D. C. 


Dear Mr. Ryan: I acknowledge with appreciation your letter in which you 
clarify the testimony presented in behalf of your association by Mr. Everett 
Allen. 

I will be glad to have this letter inserted in the record of the hearings so that 
its contents may be brought to the attention of all interested persons. 

Sincerely yours, 


ALBERT GORE. 


AMERICAN HOTEL ASSOCIATION, 


Washington, D. C., March 20, 1957. 
Hon. ALBERT GorE, 


United States Senate, Washington, D. C. 


DeAR SENATOR GoRE: In the colloquy between you and our hotel industry wit- 
ness, Everett Allen, in connection with his testimony before your Public Works 
Subcommittee this morning, we feel that one very important point was not 
. sufficiently emphasized. 

We meant to make it very clear to the committee that if advertising of every 
character were banned along the new Federal highways, we would take our 
chance with all other industries in adjusting to such a situation. However, under 
the proposals pending before your committee, we understand that the newly 
built motels, which would spring up at intervals, would be permitted to adver- 
tise, while hotels in adjacent cities and towns, bypassed by the new routes, would 
be denied a similar right. It was this apparent discrimination upon which we 
based our entire opposition to 8. 9638, and to the administration’s recommendation. 

Thank you for your courtesies to our witness this morning. 

Respectfully, 


M. O. RYAN. 


STATEMENT OF DANIEL W. HOLLAND, GENERAL COUNSEL FOR 
JOHN DONNELLY & SONS 


Mr. Hotuanp. Mr. Chairman and members of the subcommittee, I 


am Daniel G. Holland. I am general counsel for John Donnelly & 
Sons. 
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I should like at the outset. to bespeak the gratitude of the Donnelly 
Co. for the privilege of appearing before you to record our opposition 
to S. 963. 

To conserve your time I am going to offer a formal brief statement 
which summarizes our objections to this proposed legislation. Before 
doing so, however, I should like to point out something very briefly 
of the nature of the Donnelly companies and the nature of the regula- 
tions to which they are subject. 

John Donnelly ‘& Sons was founded in Boston in 1850. Today this 
company and its affiliated companies provide an outdoor advertising 
service in key markets from Maine to Florida, along the eastern sea- 
board. The growth and development of these companies is due to 
the community and advertiser acceptance that these companies enjoy. 

The policies under which these companies operate derive from the 
personal influence of Edward C. Donnelly, Jr., and John Donnelly, 
who are the owners and managers of these companies. And this, inci- 
dentally, is the oldest family-owned outdoor advertising company in 
the United States. The operations of John Donnelly & Sons, in 
addition to the self-discipline that is imposed by management, are 
subject to substantial regulations. In some of the St: assa- 
chusetts, for example—you have a comprehensive system of statutory 
controls which is administered by a State agency. 

In other instances, it is a matter of comprehensive zoning. In still 
other instances it is a matter of State regulation and comprehensive 
zoning combined. 

Within our operations I can tell you that there is a great variation 
existing between States and communities. There are important 
environmental differences; differences in physical characteristics, re- 
sources, state and nature of development and the habits and needs of 
people, and each of these factors bears very strongly on the subject 
you are considering. 

Furthermore, I “have just completed a trip across the country and 
I can say that my observations persuade me to the sincerest conviction 
that just as what I have said about the Donnelly operating territory is 
accentuated with respect to the 48 States. 

In view of these differences among our States it is unrealistic for 
esthetic reasons to foster a blanket prohibition of outdoor advertising 





within all the States covered by the Interstate System on private 


property adjacent to the system. 

Federal power should not be thrust upon a matter that is so uniquely 
a subject for local determination in the light of community charac- 
teristics and community development. And there is the matter, of 
course, of expense. It represents an extravagant expense. It seems 
to me, at least, like a monstrous waste of public funds to pursue pro- 
posals if they are constitutional—and I don’t admit that they are— 
that advocate the acquisition of so-called advertising prevention rights, 
because esthetic tastes aren’t going to be satisfied ‘by the confiscation 
of outdoor advertising when we keep i in mind that there is this certain 
commercialization of property abutting the Interstate System. 

Senator Gort. Why do you use the word “confiscate” ? 

Mr. Hotxanp. Because I think that a measure which is conceived 
in the spirit of prohibiting outdoor advertising from being an occu- 
pant of private property, irrespective of the character of the area in 
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which it may be located, at least as applied to that business, amounts 
to a confiscation of the right to do business. 

Senator Gore. You use another word, “prohibit,” which does not 
appear in either bill before the committee, nor is it contemplated in 
either bill. 

Mr. Hotianp. Mr, Chairman, as I read the bills I did not see that 
there was within the provisions of the bill any room for the operation 
of the outdoor advertising business. As I read it—and I am drawing 
on my recollection of it—it seems to me that it permitted certain direc- 
tional signs, that it permitted certain signs calling attention to the 
lease or sale of property, and it permitted certain signs that were 
advertising the Scena conducted on certain premises that were 
accessible from the highway. 

Senator Gore. The administration bill would be satisfied with State 
zoning regulations, whatever zoning regulations might please and 
satisfy a particular State. How could you interpret that as either 
prohibition or confiscation 

Mr. Houtianp, Well, sir, as I read the bill—and I haven’t had an 
opportunity either to study that too thoroughly—as I read the bill it 
seemed to me that the exemption contained in the bill referred to 
property that was zoned for industrial or commercial peepee 

I would say that it raises—prescinding now from the question of 
whether or not Federal regulations should be applied in the field 

Senator Gore. No, we are not talking about Federal regulation in 
either bill. 

Mr. Hotianp. Well, sir, the administration bill, as I understand it, 
the Weeks’ bill contains a penalty clause in there which certainly 
would have an effect on the States which didn’t adopt the standards 
that were proposed in the Weeks’ bill. 

Senator Gore. But the standard proposed does not contemplate 
either prohibition or confiscation. 

Mr, Hoxiianp. Let’s look at the language, Senator. It says, “zoned 
for industrial or commercial purposes.” I have questions in my mind 
when I read that as to whether or not, for example, property that is 
unzoned but committed to a business, industrial, or commercial use, is 
thereby excluded from consideration. 

Senator Gore. Then according to your reasoning, ipso facto that is 
confiscation of advertising—of the advertising industry ? 

Mr. Hoitxianp. I would say if the bill is designed to prevent the out- 
door advertising business from operating in business, commercial, or 

industrial areas, that it would be confiscating the rights of the 
business. 

Senator Gore. All right. I understand your point of view. You 
may proceed. 

Mr. Hoxtianp. I would like to also say just one concluding word 
on the subject of safety, because I believe there has been some inaccu- 
rate public comment on the relationship of advertising to safety in 
connection with the legislation that you are studying. I think it is 
incontestible that outdoor advertising concerns like Donnelly and 
others are making a positive contribution to improve traffic safety. 

First of all, our structures are engineered to meet the highest tests 
of public safety. We have heard traflic experts assert that outdoor 

advertising provides a visual stimulus over monotonous stretches of 
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highway. Moreover, but most importantly, outdoor advertising ad- 
vances the cause of highway safety by including in its oe 
ee appeals for caution directed to motorists and pedestrians. 

The constructive nature and effectiveness of this safety advertising 
are attested in the instance of the Donnelly companies and others by 
awards of the National Safety Council and the unqualified commenda- 
tion of public authorities in our territories who have said some very 
kind things to us about this public service we perform. 

Now, it seems to me that it borders on slander to impute my company 
with a disregard of the public interest by suggesting that we would do 
anything that would impair the public safety. 

We feel that our program is a constructive one, that it is beneficial. 
We think that in connection with this legislation we would like to 
have you consider our viewpoint and to weigh what we have to say 
about this legislation. 

Senator Gore. I would like to say that insofar as I am concerned— 
and I think insofar as the committee is concerned—the consideration 
of the safety factor with respect to outdoor advertising along the 
highway imputes no lack of patriotism or humane regard on the part 
of any company or advertiser using such facilities. 

One of the great hazards to safety along our highways are utility 
poles. Many an automobile, as you know, has been wrapped around 
a utility pole, and many a head has been crushed with the impact. 
The very citation of that fact, however, does not, in my opinion, impute 
to the telephone company or an electric power company or REA a lack 
of patriotism or lack of humane regard. 

The committee, in my opinion, can consider those matters without 
imputing ugly motives to the interests involved. 

enator Neuberger ? 

Senator Neupercer. You mentioned Federal power as a rather 
ominous and evil thing. You do recognize, do you not, that the 
Federal Government specifies all the construction standards for the 
road itself ? 

Mr. Hotxanp. For the construction, yes, sir. 

Senator Neupercer. You are aware of that. You also indicated 
that you thought the question of signs was purely a local matter from 
community to community. 

Mr. Houianp. Yes, sir. 

Senator Neusercer. Is it not true that virtually all the national 
advertising signs are the same from California to Maine? 

Mr. Hotianp. Well, sir, I would say this in terms of 

Senator Nevsercer. The content of the sign, that is. 

Mr. Hotianp. The content of national advertising—is that what 
you are referring to? 

Senator Neupercer. Yes. 

Mr. Hotuanp. Yes, sir. I would say, generally, that is uniform. 

Senator Neupercer. What percentage of billboards are so-called 
brand-name advertising ? 

Mr. Hotianp. Well, sir, I think that all of them are fundamentally 
designed to get across a brand or trade name. 

Senator Nreupercer. And the content of these signs is the same 
from coast to coast ? 

Mr. Horxanp. I would like to—before we move from that question, 
sir, when I say that all outdoor commercial advertising is designed 
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to emphasize a brand or trade name, I mean the reason for the adver- 
tising is to persuade the consumer to use one bank, one insurance 
company, one—— 

Senator Neusercer. I am talking about national advertisers. I am 
asking you—if you don’t want to answer the question, all right— 
Do you have any idea of what percentage of billboards are for na- 
tionally advertised brands? 

Mr. Horianp. I would say that would vary from operation to 
operation. In some cases it is 50 percent. 

Senator Neusercer. And signs boasting nationally advertised 
brands have the same content no matter where they are located in the 
country ¢ 

Mr. Hotuanp. Generally speaking, that is so. 

Senator Neupercer. One other question. You mentioned the fact 
that signs can even be a contribution to safety, rather than against 
safety. 

Mr. Hotianp. Yes, sir. 

Senator Neusercer. Do you have any figures which would indicate, 
for example, that there are a greater ratio of accidents in national 
parks where signs are forbidden ? 

Mr. Hotzanp. I don’t have figures on national parks, but I do recall 
reading an article in the New York Times by Robert Moses, in which 
he pointed out that some of these expressways which are high-speed 
thoroughfares have a higher incidence of traffic fatality than do some 
of the other roads. 

Senator Neusercer. Did Mr. Moses relate that to signs ? 

Mr. Hotuanp.. He was relating it to highway construction and speed, 
as I remember. 

Senator Neusercer. Did Mr. Moses say that the absence of signs 
or the presence of signs was any factor in the accidents? 

Mr. Hotuanp. No. 

Senator Neusercer. That is all, Mr. Chairman. 

Senator Gore. Senator Hruska ? 

Senator Hruska. You referred to expense as one of the items in 
your opposition to this bill and characterized it as extravagance— 
that it was extravagant spending. On what do you base that state- 
ment ? 

Mr. Hotxanp. I base it on this premise, that if the objective of the 
expenditure on these advertising prevention rights is esthetic, it is 
going to take an incalculable amount of money first of all to acquire 
the rights. Beyond that, once they have been acquired, it doesn’t 
seem to me that the esthetic purpose is satisfied, because you still have 
commercial development on private property abutting these high- 
ways. So that I just don’t see that there is any esthetic gain to it. 

1 think in that light that an awful lot of money is being spent to 
acquire advertising rights, but in fact there is still going to be a lot of 
advertising which will be permitted as accessories to the various 
businesses that are being conducted there, as well as advertising signs 
identifying the occupants of industrial and commercial property 
that will abut the system. 

Senator Hruska. When you say “extravagant,” you feel, if those 
rights are being bought for safety purposes or to safeguard or increase 
esthetic values—the money spent—we won’t be getting our dollar 
value for each dollar spent for that reason ? 
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Mr. Hotzianp. Exactly. I don’t think it will accomplish anything 
in terms of esthetics. 

Senator Hruska. Since you refer to expense, what is your estimate 
of what it would take to buy these rights on this 41,000-mile Inter- 
state Highway System ? 

Mr. Hoiianp. I can say, Senator, that in Massachusetts an effort 
was made to make a calculation of this expense with respect to the 
Interstate mileage within Massachusetts, and the figure was in the 
vicinity of $10 million to $15 million. That, of course, is speculative, 
because this matter will be something, I suppose, that will, in the final 
analysis, be established by juries. And the awards coming out of 
Federal funds are apt to be very liberal. 

I don’t think that anybody can sit down now and pinpoint a figure 
precisely, except to say that it has got to be a large one. 

Senator Hruska. Have you had any overall estimates cited to you? 

Mr. Hoxtuanp. I have read in the press, sir, that there have been 
estimates that range from $300 million and up. A lot of money is 
involved in this proposal—an awful lot of money. 

It seems to me that it is basically designed to affect our business. 
We feel that the policies which we adopt in connection with our own 
operations are a matter of self-discipline. In addition to the substan- 
tial regulations to which we are already subject—it makes it un- 
necessary. 

Senator Hruska. Thank you. 

Senator Gore. Senator Cotton? 

Senator Corron. If any law which happened to be passed by Con- 
gress made it pared permissive for States to regulate and control 
advertising and merely permitted those States to use on these inter- 
state highways a portion of the Federal funds for the purpose of 
implementing that policy, wouldn’t it be a fact that that would police 
itself? I am speaking of the matter of expense that Senator Hruska 
brought out. 

In other words, if a State diverts large sums of the Federal money 
to buy up advertising rights then that State knows that, in the nature 
of things, they either give up some highway or they delay for a long 
tame some of the actual building of the highway. Wouldn’t that be a 
fact? 

Mr. Hoiuanp. Yes, sir. Under the present law, as I understand it, 
the amount of money that would be diverted to the purchase of these 
highways would either reduce the existing program as contemplated 
by the Congress or would require additional taxes in order to get the 
money. 

Senator Corron. You don’t mean by “present law.” You mean the 
Neuberger bill? 

Mr. Hoizanp. Yes, sir. 

Senator Corron. I gather from your testimony—and my questions 
aren’t designed to contradict your testimony; I just want to get it 
clear—that what you fear and what you oppose most would be a 
Federal policy of controlling advertising which would be forced upon 
the States by penalties. Is that right? 

Mr. Hotzanp. Yes, sir. We feel that this policy essentially places 
us in some kind of a category of secondary citizenship and we think 
we are entitled to better. 


| 





ac 
at 
th 


ne 
pl 


iZ 


se 


ce 
th 
in 
Ww: 


chi 


se 
CO 
by 


th 


pl 


ch 


di 
al 
at 
m 
ul 





de ee, 


a 


~ 


— 
« 


oa =O 


@ 


CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 319 


Senator Corron. If such action as taken by Congress made the regu- 
lation and control—understand me, I don’t say prohibition—regula- 
tion and control of highway advertising, left it purely to the States, 
and the Federal Government did not take any attitude on it other than 
to permit the States, if they chose, to use the combined funds, or a 
certain portion thereof for that purpose, the advertisers of this coun- 
try would not greatly fear that action, would they, because you have 
been dealing with the States and with their regulations for many 

‘ears ? 
: Mr. Hortianp. Sir, I think they would fear it as taxpayers. 

Senator Corron. Why? 

Mr. Hotianp. Because this principle of spending money for the 
acquisition of advertising-prevention rights—which is directed solely 
at advertising and not to the commercial use of private property—in 
the nature of things doesn’t accomplish an esthetic objective because 
you can still go in there and you can still have advertising in con- 
nection with the various businesses and idnustries that are using 
private property abutting the system. 

Senator Corron. Don’t you think the State of Massachusetts real- 
izes that? 

Mr. Horranp. In the State of Massachusetts we have very compre- 
hensive control. 

Senator Corron. And that control 

Mr. Hoiianp. And the State doesn’t pay anything for it, either. 

Senator Corron. Is that control bad for advertisers, or make them 
second-rate citizens in Massachusetts ? 

Mr. Horzanp. We do not feel it does, sir; no, sir. 

Senator Corron. Then, as far as the State of Massachusetts is con- 
cerned, you would have very little to fear from a permissive statute 
that permitted Massachusetts to exercise the same kind of control on 
interstate highways that they exercise on their own highways, if it 
was purely permissive ¢ 

Mr. Horianp. We feel that it would be superfluous because Massa- 
chusetts now has the power and the authority to do it. And if you 
come up with something like this matter you are discussing now, it 
seems to me that it would cost Massachusetts money that it doesn’t now 
cost them and they wouldn’t be gaining any more power or authority 
by it. 

"Senator Corron. They wouldn’t be compelled to spend a cent, under 
the provisions 

Mr. Horzanp. Under the hypothetical situation, yes. 

Senator Corron. Would you object to other States having the same 
privilege that Massachusetts has, even if it is superfluous in Massa- 
chusetts ¢ 

Mr. Hotianp. I think that is a policy to be determined by the in- 
dividual States. The States themselves know what their scenic values 
are. They know what their esthetic values are. They have power and 
authority now to take care of the matter. And it just doesn’t seem to 
me that this is an area in which the Federal should be operating. It is 
uniquely local in its determination. Uniquely local. 

Senator Corron. Thank you. 

Senator Neusercer. Do you think it is uniquely local on a road for 
which the Federal Government pays 90 cents out of every dollar which 
goes into the construction of that road ? 
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Mr. Hotianp. Yes, I do. 

Senator Neupercer. That is all. Thank you. 

Senator Gore. Thank you very much. 

The next witness is Mr. Leonard W. Trester, representing the Gen- 
eral Outdoor Advertising Co. 

Senator Corron. Mr. Chairman, I have an executive session of the 
Interstate and Foreign Commerce Committee. I will come back as 
soon as I can. 

Senator Gore. The Chair would like to state that the Senate is now 
in session and he has been advised that all quorums will be live quorums 
and Senators are expected to be on the floor. However, I expect to 
remain, come high water or tarnation, to complete the hearing of the 
witnesses who have been here several days waiting to testify. 

The committee appreciates the willingness of witnesses to come here 
and apologizes for the stringent schedule with which Senators must 
comply. If my constituents observe my absence on the rollcall this 
morning, I will cite the record of this hearing that I am here. 

Senator Hruska. Mr. Chairman, I should like to observe at this 
time that we have had many fine witnesses during the course of these 
hearings. The respective testimony is perhaps varient. Maybe it is 
uniformly good. But in this case when I am able to introduce to the 
committee Leonard W. Trester, whose home is in my hometown, I 
just want to say that Mr. Trester has been a darn good citizen of 
Omaha, Nebr., and a good citizen here in Washington where he has 
been stationed for some time in his business. I would like to present 
him in that capacity. 

Senator Gore. Mr. Trester, beyond any question or peradventure 
of doubt, such an excellent introduction of you by Senator Hruska 
makes of you a class-A citizen. 

Senator Hruska. I presume you are using that term advisedly, Mr. 
Chairman. 


STATEMENT OF LEONARD W. TRESTER, VICE PRESIDENT OF THE 
GENERAL OUTDOOR ADVERTISING CO. 


Mr. Trester. Thank you. 

Gentlemen, my name is Leonard Trester and my home is in Omaha, 
Nebr., although for business reasons, as Senator Hruska said, I have 
resided in Washington for some time. 

I am a vice president of the General Outdoor Advertising Co., one 
of the larger of the companies engaged in the outdoor advertising 
business. Our company has no products of its own and is engaged 
entirely as the service agent for many substantial businesses. 

I would like to parenthetically say—and this is not in my written 
testimony—that outdoor advertising is competitive, competitive with 
the same media that have been referred to around this table the last 
several days—newspapers, magazines, television, and radio. We are 
after the same advertising dollars, our money comes through the same 
sources—the advertising agencies and the treasury of the several 
companies. 

Senator Hruska. And ultimately from the consumer in each in- 
stance? 

Mr. Tresrer. And ultimately from the consumer, that’s right. 























CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 321 


I appreciate greatly the opportunity to appear before you, espe- 
cially after having had the privilege of reading the record of the 
testimony of the previous witnesses, and I should like to utilize a few 
moments to give you my views of the problem here under discussion. 

It is apparent from the record that the principal motivation of the 
proponents of this bill—S. 963—and of the witnesses who have ap- 
peared in support of it is the preservation of purely esthetic values. 
It is true that there has been some testimony with relation to safety 
on the highways, but there is perhaps more testimony to the contrary, 
and it seems to me that the matter was well illuminated by Senator 
Kerr when he asked whether the view of a mountain peak, of a water- 
fall, or other magnificent scenery was any less distracting to the mo- 
torist than a highway advertising sign. The testimony of witnesses 
supporting this measure emphasizes repeatedly a desire to maintain 
a view of all of nature’s grandeurs along these highways. That in 
itself indicates that the driver is expected to view the scenery as he 
goes by. It is hard to believe that from the standpoint of distracting 
a driver’s attention that this can constitute less of a safety hazard 
than a comparable look at outdoor advertising. 

It seems to me, therefore, that the proponents of legislation of this 
type must stand squarely on their desire to preserve esthetic values, 

I should like to make clear in the beginning that we share the feel- 
ing that the scenic values, the historic shrines, the parks, the national 
monuments and the natural beauty spots along our highways should 
be preserved, and we certainly have no desire to deface them. But 
careful consideration of all the factors involved in this legislation, 
the legal problems, the rights of the owners of land, the rights of tens 
of thousands of small business people, the rights of the States and 
their cities and towns and their lawful zoning authorities, all indicate 
that the achievement of this purpose is not as simple as it first appears, 
and that there are tremendous equities of thousands of our citizens 
that are ignored in the broad prohibitions set forth in S. 963. 

The first problem raised is that of the legal techniques to be utilized 
in any similar type of legislation. I call to your attention the fact 
that not one lawyer, nor layman either, was willing to unqualifiedly 
state that the exercise of the power of eminent domain for purely 
esthetic purposes is a constitutional taking of property rights. In 
fact, eminent counsel have insisted that this may not be done, but I 
do not wish to stand upon the legal points beyond pointing out to you 
that it appears to me that the passage of any bill which purports to 
rest upon the exercise of the power of eminent domain for purely 
esthetic purposes by the Federal Government or the States will result 
in prolonged litigation in all parts of the country and a subsequent 
extended delay in making effective any program which is adopted. 

T note, Mr. Chairman, that you yourself expressed some consid- 
erable doubt about this and seemed more inclined toward legislation 
authorizing controls by the exercise of the police power, namely, 
zoning. In that connection I call to your attention the fact that the 
police power has long been recognized by all our courts as an inherent 
power of the sovereign States, and that even the existence of a Federal 
police power, as such, has been seriously questioned. 

Some witnesses, including the Secretary of Commerce and several 
members of the committee, have pointed out the unquestionable fact 












322 CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 


that the costs of any proceeding which undertakes to acquire, whether 
for the State or Federal Government, the actual advertising rights 
of all real estate adjacent to 41,000 miles of Federal highways amounts 
to untold millions and millions of dollars, and that is not to mention 
the deceased taxable values and the loss of tax dollars to local taxing 
agencies which would automatically result from the transfer of these 
property rights to the Government. 

I am sure we would all agree that the judgments to be rendered 
in any such eminent domain proceedings should be adequate to reim- 
burse landowners for the amounts which they would otherwise receive 
for the use of their lands. To use only one simple illustration : 

Suppose a landowner has a particularly strategic location. For that, 
he may be receiving as much as $50 a month for the right to erect 
signs thereon. That is $600 a year, which is more than the yearly 
interest on $10,000. Suppose he is only receiving $50 a year for a 
single site; still, that is the interest on more than $1 000, and there 
may be dozens of other locations on his property that are equally 
desirable. 

We think it is utterly impossible to forecast the hundreds of millions 
of dollars of judgments that would be rendered in the eminent domain 
proceedings necessary to acquire these advertising rights. In many 
cases the amounts expended would probably actually exceed the values 
of the land itself, apart from its advertising values, and I think we 
cannot ignore the fact that dollars so spent will either be represented 
by a curtailment of the money necessary to build roads or will be 
represented by increased taxation. 

One of the sponsors of this legislation indicated that the program 
would cost perhaps some $280 million to $300 million out of the Fed- 
eral highway program. My judgment is that this amount would be 
very much on the low side. However intensely we may feel the im- 
portance of esthetic values at a time when we are most acutely aware 
of budgetary problems, I question how wide an endorsement the public 
will give to an unknown expenditure of millions of dollars solely for 
the preservation of a minimum of esthetic values, when, in fact, 
most of our major scenic areas are already protected through Federal 
ownership or State regulation, as well as the policy of our own industry 
forbidding intrusion into such areas. 

I would like to point out to you that the national monuments, 
historical shrines, and thousands of natural beauty spots along our 
highways are already under the jurisdiction of either State or Federal 
Government and are very well protected. I should also point out 
to you that in the western half of the United States, a very large 
proportion of the land, in some States as high as 80 percent, is already 
owned and controlled by the Federal Government, and that prohibi- 
tions by the Departments of Agriculture, Defense, and Interior and 
their subordinate bureaus can completely solve this problem. 

It has been said by some of the proponents of this measure that a 
large proportion of the mileage of the new Interstate System will 
be in a new location in which no signs will have been erected. That 
might be true as far as my company or any advertising company is 
concerned, but such an argument seriously underestim: ates the busi- 
ness acumen of landowners and local business people adjacent to these 
highways who are already looking over the shoulder of the State high- 
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way department as to the exact location of the new road, and who, the 
minute that route is determined upon, will know its boundaries and 
will have been alert to the benefits as well as the detriments accruing 
to them, and who will have entered into contracts for business and 
advertising locations long prior to the time within which any eminent 
domain proceeding can be instituted. 

The next difficulty confronting the legislation is that it solves only 
a segment of the real problem of esthetics in which the proponents 
are interested. It was well pointed out by Senator Lucas that de- 
spite the passage of the bill— 
it is possible to have the most disreputable-looking, ugly, dilapidated farm out- 
buildings, chicken ranches, factories, pigsties, junkyards, mining operations, 
all immediately abutting the highway and yet be no violation of either Senator 
Neuberger’s bill or of the administration bill. 

These facts demonstrate clearly that to achieve the true goal of the 
supporters of this legislation, that is, the beautification of highways, 
the proposed bill is only a small entering wedge. It enters upon the 
path of complete Federal zoning. Once passed, it will undoubtedly 
be followed by legislation extending the regulatory power on the 
ground of esthetics to everything of a so-called nonesthetic nature 
that is visible from the highway system. 

It is a most serious thing to embark upon a program of vesting in 
any Federal agency the right either directly or indirectly to zone the 
uses of real estate on a strip of land from one-half to one-third of 
a mile wide over 41,000 miles of highways. If that is to be done, 
then certainly the tens of thousands of farmers and landowners 
affected, and the equally tens of thousands of local businesses to be 
affected, ought to understand clearly the ultimate implications at 
least of embarking upon such a program. 

My company and the standardized outdoor advertising industry 
favor comprehensive zoning, but it is impossible to have compre- 
hensive zoning in or adjacent to municipalities, let alone in rural 
areas, where there is a division of zoning power between local zoning 
authorities on the one side and the Federal Government on the other. 

Some witnesses have indicated that it is not safe to leave this prob- 
lem to the States or local authorities because of their indifference or 
perhaps their incompetency to deal with it. Yet we are informed that 
31 States already have their own advertising codes, and in 21 States 
at the monteat moment zoning legislation undertaking to regulate high- 
way advertising is pending. 

The Secretary apparently appreciates the problems involved in Fed- 
eral regulation and undertook to avoid these consequences by propos- 
ing a new and separate bill. He was gracious enough in his state- 
ment to quote portions of a letter which I had written to him and in 
which I had recited the code of ethics or policy of the organized out- 
door advertising industry. That creed is briefly as follows: 

(a) We do and will affirmatively support local zoning ordinances 
for the areas adjacent to the new proposed Federal highway system. 

(b) We believe that appropriate land use as determined by the local 
governments should be the test of such controls. 

(c) Outdoor advertising should not be constructed except in areas 
used for other industries and business or which are zoned as business, 
industrial, commercial, and manufacturing areas. 
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_(d) Such a policy would permit the prohibition of outdoor adver- 
tising in all areas except those appropriate for business, commercial, 
industrial, and manufacturing. 

I should like to emphasize, Sabeie: that in that creed the emphasis 
is on the support of local zoning ordinances. I should also like to 
point out that that creed, which is appropriate to the organized out- 
door advertising industry and to my company and which we follow, 
does not by any manner of means solve the problem of the farmer or 
the local motel, hotel, gas station, restaurant, or drug store adjacent to 
these highways, whose lives are dependent on attracting a moderate 
amount of highway traffic. 

I did not and do not wish to be understood as in any manner mini- 
mizing the tremendous problem which this proposed legislation 
throws across their path, problems which differ so widely from one 
community to the next that I do not see how justice can be achieved to 
them by blanket prohibitions of the nature proposed in S. 963, or by 
any completely nationwide uniformity. 

Mr. Chairman, the United States is a tremendous country. Those 
things which are applicable to the Green Mountains of New England 
have small oplicabaiey to the extensive vistas and open spaces of the 
Southwest or to the gorgeous mountains and waterfalls of the West 
and Northwest. Local conditions, local acceptabilities vary widely 
from region to region. It seems to me it isa mistake to undertake to 
enact legislation which vests in a central authority in Washington the 
right to regulate such varied and emotional matters. Whether it is 
done directly or by means of either an incentive or penalty, I am 
afraid the net result will be the same. 

IT am also disturbed, Mr. Chairman, by the unknown factors that 
are present in this situation, both with reference to Senator Neu- 
berger’s bill and the administration proposal : 

1. No one has ventured a firm opinion that the power of eminent 
domain may be utilized to accomplish this purpose. 

2. No one has attempted to make more than a guess of the millions 
_ of dollars of cost which this legislation anticipates. 

3. As far as I am aware, no one has made any detailed study of the 
thousands of zoning laws and ordinances of the various States, cities, 
and towns. 

4. Until an examination of the laws of the various States is made, 
no one can say with any certainty whether there is authority in the 
States to contract with the Federal Government with reference to 
zoning standards, as suggested by the administration bill. 

5. No one can speak authoritatively as to whether or not legisla- 
tion can be legally enacted under the laws of the States to comply 
with the requirements of the administration bill. 

6. In those States comprising more than half of all the States in 
which we understand zoning authority has been delegated by the legis- 
latures to the municipalities, counties, and other subdivisions is it 
possible to withdraw that authority into the hands of the States so 
that it is possible for them to contract as required by the administra- 
tion bill? My observation would be that that authority, once having 
been granted to the local level, will only be withdrawn with the 
greatest of difficulty. 

I do not wish to make any suggestion, Mr. Chairman, which can 
be construed as any attempt on my part to delay the consideration of 
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these pending measures, but I do point out that until these questions 
are answered there can be nothing but uncertainty enveloping the 
entire situation, no matter what legislation may be enacted. 

We all regret this tremendous growth of the Federal Government 
and the continuing transfer of governmental power from our com- 
munities and our States into Washington. We all pay lip service 
to the theory that Government ought to be as close as practicable to 
the people who are to be governed, and yet I repeat, Mr. Chairman, 
this is the opening wedge in the name of esthetics to transfer to the 
Federal Government the right to zone very large and extremely impor- 
tant areas of the United States. 

I have said that we support, and we will actively support, com- 
plete zoning authority by local governments where this great multi- 
tude of local conditions can be taken into account, and we question 
the advisability of overriding that local interest, either directly or 
indirectly, through a system of incentives or penalties. 

Senator Gore. Would you give the same interpretation to the stand- 
ards required for Federal aid on the construction of these highways 
and other highways which require certain widths, certain thickness 
of pavement, certain content of base, certain curvature, certain visual 
clearances, limitation of access? Would you interpret that in the 
same light as you now interpret this? 

Mr. Trester. No; I would not. 

Senator Gore. Would you explain the difference ? 

Mr. Tresrer. Yes. Here you are attempting to deal with one seg- 
ment of the economy, one business, and treating it differently than you 
are going to treat all other business, and it is not located upon Federal 
property. 

Senator Gore. How does that differ from the treatment of my native 
homestead, which, according to present plans, may be adjacent to a 
segment of this new Interstate System but without access to that 
system except for travel over a country road for a number of miles to 
a point of access, 

Mr. ‘Tresrer. I don’t mean to imply by my answer that I even sup- 
port that. I think that the man who is involved is in a terrific posi- 
tion, having had access to his property, and then being denied that 
use because of a Federal highway or any highway going through 
which limits his access to that road. 

I assume that the proponents of this measure are going on the theory 
that we should be denied this right to use land adjacent to the highway 
because we are unable to get to it. I assume that in part that is the 
reasoning back of it. 

I don’t know what distance, I don’t know why any distance makes 
land less valuable or more valuable. 

Senator Gore. I only asked the question to illustrate that insofar as 
this committee is concerned, I am sure that no one has a punitive 
motive. Our objective in the consideration of this legislation, or 
others, has been and will be—will always be—keeping the public inter- 
est paramount; the welfare of the whole people; the glory and the 
greatness of the whole country. When measured against that an indi- 
vidual property right surely must be secondary. 

Mr. Trester. Senator, I would agree with you just 100 percent if 
1 change was made. 
Senator Gore. Allright. 
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Mr. Trester. All business. All business back X number of feet, 
except at the interchanges. I will buy that. 

Senator Gore. Of course, if you are going to be technical, there are 
certain basic civil liberties, certain basic nn which even the general 
welfare will not violate and cannot violate, but when it comes to the 
question of a property right, measured against the overall national 
good, then the police power, the power of eminent domain, come into 
play, on the Federal level, the State level, the county level, and the 
municipal level. However, nothing will be gained I guess by theoreti- 
cal discussion between us. 

Mr. Trester. That is correct. But I submit, nevertheless, that the 
mere fact that there is a bill in here that is directed to my business, in 

art, ends up being punitive in character. The mere fact that there 
is a bill being seriously considered, taking the time of you important 
men to discuss it, indicates that in somebody’s mind that we are some- 
thing less than other business. And I don’t subscribe to that. 

Senator Gore. Of course, you are free to place that interpretation 
on it, but you may be reassured that no one in this committee is con- 
sidering it from the standpoint of punitive motive. 

Senator Hruska. Would the Senator yield? 

Senator Gore. Yes. 

Senator Hruska. Mr. Trester, might there not be a difference be- 
tween a punitive motive and a punitive result? After all, the motive 
is a noble one, and I think I would give the authors and the sponsors 
of this bill every fair intendment and every charitable and just in- 
tendment. But, by golly, isn’t there a difference between punitive 
motive and punitive result ? 

Mr. Trester. Yes, you are right, sir, and I shouldn’t have used 
those words. 

Senator Gore. Now suppose that on the farm where I was reared 
there is a magnificent walnut tree and a grove of maples near this 
magnificent new highway, and that I have some sentimental attach- 
ment to the old homestead, and I would like to build a colonial man- 
sion—if I could borrow the money—beneath this grove, and have a 
very nice turnoff and access to this beautiful highway. But that 
right is not mine, nor is it the right of any citizen, any property 
owner, along this 40,000 miles. 

If we go so far contrary to the traditional concept of American 
life with respect to highways as to infringe upon the right of people 
who live along a highway to use it freely, then how does that difter 
from some zoning, some infringement, some regulation with respect 
to the use of such property for other purposes ? 

Mr. Trester. Sir, I submit that we support, and actively support, 
complete zoning authority. We buy it. We believe it is good busi- 
ness insurance and protection. 

Senator Gore. Then you support the administration measure? 

Mr. Trester. I do not support anything that is directed to further 
Federal control of the business back home. I have had as many mis- 
understandings with zoning boards and zoning authorities as anyone 
else. But I believe in the eminent fairness of my citizens and my 
fellow townsmen. But I don’t believe that anyone in Washington 
is better qualified to determine what we need at 10th and Pierce 
Street in Omaha than the people in Omaha are. 
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Senator Gore. I will desist further questioning. But I would 
like to add this. My earlier pedagogic experience, though limited 
to elementary and secondary schools, prompts me to compliment you, 
without any reference to any other witness, upon the correct pro- 
nunication of “esthetic,” whether we spell the word with the pre- 
ferred spelling of “aes” or beginning with “es.” 

Senator Neuberger ? 

Senator Nevusercer. There must be something in the pedagogic 
background which makes pee conscious of pronunciation. Last 
week, in one of the early days of this hearing, I was severely repri- 
manded by Mrs. Neuberger for not pronouncing “esthetics” correctly 
when I used it in a question. And, she, too, was a former school- 
teacher. 

Senator Gore. Maybe that explains the admiration—and may I 
say advisedly the attachment—that I feel for Mrs. Neuberger. 

Senator Neusercer. Thank you, Mr. Chairman. 

Just a few questions of the witness. 

I read your statement about objecting to the tremendous growth of 
the Federal Government. Do you object to the fact that the Fed- 
eral Government is going to finance 90 percent of the cost of these 
roads ¢ 

Mr. Tresrer. Sir, I do object to your use of the word “the Federal 
Government” in the respect that you talk about it. I was talking with 
a friend of mine from home the other day, referring to Federal aids 
and grants-in-aid, and he said, “Why do you call this Federal money ?” 
I said, “The Treasury Department of the United States makes it avail- 
able to you.” “Yes;but where do they get it?” I said, “The taxpayer.” 
He said, “You are darned right. They got it from me back home, and 
my fellow taxpayers, and took it to Washington and piped it back 
home to us.” 

I still think it is our dollar, our local dollars. It was administered 
in its expenditure, of course, by Federal legislation. 

Senator Neusercer. In other words, to hold that view you must take 
the position that even though the State of Nebraska spends some 
money, it isn’t State funds; it is your neighborhood block funds, is 
that correct? If you are going to get into this kind of quibbling 

Mr. Tresrer. It isn’t quibbling, it is a philosophy that I believe in, 
I don’t believe that the aie piped from Washington, makes it any 
more an important dollar. 

Senator Neusercer. I didn’t say it was important. You objected to 
the tremendous growth of the Federal Government. I asked you if you 
object to the fact that the Federal Government is putting up 90 percent 
of the cost of these roads. I don’t think you can have it both ways. 
I asked you for a reasonable statement about the Federal Government. 


You say it isn’t Federal money. If you take that position there isn’t 
any Federal Government at all. 


Mr. Tresrer. I don’t say that at all. 

Senator Nrusercer. We have a Federal budget of $72 billion that is 
under heavy criticism. Is that not correct? 

Mr. Trester. That is correct. 


Senator Neusercer. Do you take the position there is no Federal 
budget / 


Mr. Tresrer. No, sir. 
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Senator Neusercer. What position do youtake? The Federal Gov- 
ernment collects these moneys and disburses these moneys. Yet you 
say there is no such thing as Federal money. 

Mr. Trester. I say this, sir, that there are certain rights that are still 
inherently States rights. And I think they are being infringed upon 
and shvidged in this type legislation. 

Senator Neupercer. I am not talking to you about that, Mr. Trester. 
I am asking you if you object to the fact that the Federal Government 
is putting up 90 percent of the cost of these roads? 

Mr. Trester. I don’t know. I don’t object to or care who puts it up. 

Senator Neusercer. Then don’t you think that your regretting the 
tremendous growth of the Federal Government is somewhat inconsis- 
tent with the fact that you have no objection to the fact that the Fed- 
eral Government is paying 90 percent of the cost ? 

Mr. Tresrer. I think I qualified my statement of the growth of the 
Federal Government by saying that the States and the local govern- 
ments were losing that thing which was most important to them. 

Senator Neusercer. Don’t you think it would be better if the States 
and local governments put up more of the cost ? 

Mr. Trester. I think probably it would have, and in that respect you 
would have found out how important this was to the local govern- 
ments. 

Senator Neupercer. The other question is this: You mentioned the 
allegedly enormous cost of buying up advertising rights on 41,000 miles 
of Federal highways. I am sure you realize that particularly from 
the Rocky Mountains westward, which is about one-third of the area of 
this country, enormous, vast sections of these interstate highways—and 
only interstate highways are affected either in the Weeks bill or the 
Neuberger bill—are on Federal public lands? 

Mr. Trester. That is right. 

Senator Nevusercer. So it isn’t 41,000 miles to begin with, is it ? 

Mr. Trestor. No, sir. 

Senator Neupercer. It is substantially less. 

Mr. Trester. I used the language of your bill which controlled ad- 
vertising rights on 41,000 miles of the highway. 

Senator Neupercer. You referred to— 
the actual advertising rights of all real estate adjacent to 41,000 miles of Federal 
highways amounts to untold millions and millions of dollars. 

Mr. Trester. You are correct, and I made reference to that by saying 
that a large portion of these highways in the West went through feder- 
ally owned lands. 

enator Neusercer. That is correct. We have had testimony here 
from experts of the Department of Commerce that about 75 percent of 
these interstate highways will be totally new highways that have not 
yet been located. Is that correct ? 

Mr. Trester. That is correct. 

Senator Neupercer. So on the land which will be adjacent to those 
roads, at the present time, there are no advertising rights in existence? 

Mr. Trester. That is correct. . 

Senator Neusercer. So is it not likely that it will really cost rela- 
tively little to buy the advertising rights on land along 75 percent. of 
the new roads where the roads themselves have not yet been relocated, 
surveyed, or built? 
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Mr. Trester. I think possibly that is correct. 
would like to ask you a question. 

Senator Neupercer. Certainly. 

Mr. Trester. What is the basic reason for this law, this proposal? 
What is really going to be accomplished by it? You say that you 
are not opposed to outdoor advertising; you only want it in certain 
places. And we have said we agree with that. 

Senator Neupercer. I come from the West, Mr. Trester. There 
is no outdoor advertising in the national parks or national forests. 

Mr. Tresrer. That is correct. 

Mr. Nevpercer. I am sure you will understand when I say I think 
the outdoor advertising business is a very legitimate, fine business, 
which serves a very useful purpose. And yet to me, driving over 
a highway or road in the national parks and national forests where 
there is no outdoor advertising, is a totally different experience from 
driving over roads which are lined with miles and miles of sign- 
boards. 

I may be a very isolated person in that view but that is my view. 

Mr. Tresrer. I don’t believe that there are miles and miles as has 
been tried to be displayed by the newspapers, of canyons. Certainly 
not of the medium that we represent. 

Senator Neupercer. I won't argue with you about that. That prob- 
ably is a difference of opinion between you and me. You are perfect- 
ly sincere in your opinion and I hope you will believe that I am sincere 
in mine, 

Mr. Trester. I do that. 

Senator Neusercer. That is all, Mr. Chairman. 

Senator Gorn. Senator Hruska? 

Senator Hruska. Mr. Trester, you were interrogated with reference 
to the difference between the prescription by the Bureau of Public 
Roads of design and curvature and strength and so on of the roads, 
the difference between that and the idea of imposing a Federal zon- 
ing law or Federal control of billboards. 

Let me ask you: Who is it that determines the speed limits on these 
same highways for which the Federal Government, according to one 
version and your fellow citizens in the other version, contributes 90 
percent of the money ¢ 

Mr. Trester. Our States and counties and even our cities. 

Senator Hruska. That one point of difference that might attach 
to the matter of zoning for esthetic purposes of partial degree? 

Mr. Trester. That is correct. 

Senator Hruska. Of partial degree? 

Mr. Trester. Yes. 

Senator Hruska. Wouldn’t that be a more true analogy, rather 
than the idea of strength of design or the curvature and so on ? 

Mr. Trester. I believe so. 

Senator Hruska. Even the location of the highway is primarily a 
State function, is it not? 

Mr. Trester. Yes, sir. 

Senator Hruska. In spite of the fact that the money comes 90 
percent from the Federal Treasury / 

Mr. Trester. The State department will determine where that 
highway goes. 

Senator Hruska. I think that is all, Mr. Chairman. 


But if I may, sir, I 
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Senator Gore. I would like to make one observation. This is such 
a pleasant and delightful witness who comes from a great town and 
State. You say that all of us pay lipservice to States rights and 
local rights, but yet the trend to Federa Government, the assumption 
of Federal rights over local rights continues. I think in a sense you 
are right. I would not like for you to think, however, that either you 
or I or others are insincere in our feelings that a function of govern- 
ment which can best be performed by a local arm of government 
should remain there. 

I would like to cite just 1 or 2 examples in which the inexorable 
march of events, improvement, invention, development of society, 
makes national action necessary. It would be inconceivable, for in- 
stance, to me, that we have 48 different sets of regulations and stand- 
ards for control of aeronautics. It seems to me that we must have 
a national system of control for our airlines—standards. The same 
is true of the control and regulation of the airways. 

If we had 48 different sets of regulations for wavelengths, instead 
of the American people having more freedom they would have less. 
The radio waves and the television waves would be hopelessly jammed, 
jumbled, and confused. A few years ago no one ever thought of hav- 
ing an Atomic Energy Commission. Yet in the march of events, the 
unfolding of God’s will as mankind has been permitted to understand 
and discover the secrets of nature and the powers and energies therein, 
makes national action necessary. 

That does not mean in my opinion that the American people have 
less liberty. I think it means they have more. 

I make no charge for that lecture. 

Mr. Trester. May I make one observstion ? 

Senator Gore. Yes, sir, and I will not pay you anything for it. 

Mr. Trester. I come from a great State. And I suppose a great 
deal of my thinking and my philosophy has been based on what has 
occurred in my State, of which we are all justly proud. We have no 
State income tax. We have no bonded indebtedness. And yet we 
have one of the most beautiful capitol buildings anywhere in the 


United States today, and we have a wonderful highway system for 


which no bonds were floated, and the legislature never passed any ap- 
propriation beyond the biennial term. So you see I come pretty well 
committed to the philosophy that we can do for ourselves pretty well 
those things that are important. And while we are always willing 
and glad to listen to our neighbors’ advice and counsel, yet we pretty 
much like to do those things on the basis that we think are gocd for 
ourselves. 

Senator Gore. Thank you very much. 

Senator Neusercer. Mr. Trester, one question along the last line 
that interested me. I know you have come from a beautiful State. 
I have been in Nebraska many times and it has wonderful people. 

Have you investigated what your school standards are, such as cost 
per pupil, average wages of schoolteachers, in relation to other States? 

Mr. Trester. No; I have not recently. 

Senator Neusercer. We are all concerned here with highways but 
highways are not the only standard of government. 

Mr. chore That is right, and we don’t subscribe to national 


acceptance of the school philosophy, either. 
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Senator Hruska. Mr. Chairman, I should just like to observe with 
reference to the examples given by the chairman of the airways and of 
the airlines, and of Federal control or any Federal regulations which 
are tolerated or exercised in that regard, exercised because they cross 
State lines and necessarily have to cross State lines to function. It 
is not true of railroads, for example, that you have interstate control 
of railroads in toto. And if railroads could be devised which would 
stay within State lines I doubt very much that there would be authority 
for the Federal Government to control them. But they just don’t. 

Insofar as the operation of railroads, for example, are concerned, 
there are interstate regulations and there are intrastate regulations. 
And I can’t quite see, Mr. Chairman, I can’t quite see—maybe my 
limited ability to understand is a vibeidenie= be can’t quite see what 
there is by way of interstate character in a billboard, because they are 
pretty stationary, they are pretty fixed. It is just a little different 
than a radio beam which might cross a State line and invoke Federal 
jurisdiction. Maybe I am wrong, but I can’t see it. 

Senator Gore. I assure you that your distinguished constituent and 
neighbor, Mr. Trester, and I, had long since left the mundane field 
of billboards. We were in the field of esthetics. 

Senator Hruska. I take it then that radio advertising is esthetic 
and billboard advertising is not. I am always so glad to come to these 
meetings. I learn something each time. 

Senator Gore. Fair enough. 

The next witness is Mrs. Charles Pickett, from Fairfax, Va., repre- 
senting the Virginia Citizens Planning Association. 

Senator Neusercer. Mr. Chairman, before Mrs. Pickett starts her 
testimony, yesterday Senator Lucas presented some citations dealing 
with legal opinions which claimed that Government, Federal or 
local, did not have the right to ply its regulatory powers in the field 
of esthetics. 

I have a relatively brief legal paper from Mr. Albert S. Bard, an 
attorney of New York City, who represented the New Jersey Road- 
side Council. I would like to ask that his paper, along with a covering 
letter from me to you, Mr. Chairman, appear in the record. 

Senator Gore. Without objection it 1s so ordered. 

(The statements referred to above follow :) 


UNITED States SENATE, 
COMMITTEE ON PuBLIC WoRKS, 


March 26, 1957. 
Hon. ALBERT GorRB, 


Chairman, Subcommittee on Public Roads, Committee on Public Works, 
United States Senate, Washington, D.C. 


Dear ALBERT: At the hearings of our subcommittee this morning on billboard- 
control legislation, Senator Lucas read into the record a series of quotations 
from legal opinions which, he said, indicated that State and local governments 
would not have the right to interfere with the use of private property in order 
to attain esthetic objectives. Not being a lawyer, I am no judge of the legal 
issues in controversy, although it is clear that the law on this subject may and 
probably does differ from one State to another. 

Some of the best and most comprehensive legal research in this field has been 
done by Mr. Albert S. Bard, an attorney from New York City who has appeared 
before our Committee as counsel for the New Jersey Roadside Council. To make 
sure that the record contains legal materials to balance the citations read before 
our committee by Senator Lucas, I would like the record to include, at an appro- 
priate point, the attached analyses published by Mr. Bard, “Esthetics and the 
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Police Power” and “Signs: Business and Advertising Distinguished.” I find 
that they contain much information which will be of great value to our com- 
mittee in evaluating the issues involved in signboard-control legislation. 
With best personal regards, 
Sincerely, 


(Signed) Dtox. 
RicHarp L. NEUBERGER. 


[Reprinted from the American Journal of Economics and Sociology, vol. 15, No. 3 
pp. 265-275] 


ESTHETICS AND THE POLICE POWER 


(By Albert 8S. Bard) 


No comprehensive survey of this subject is possible in a paper offered as one 
item in a planning symposium like this. But the collection would be incomplete 
without some reference to the revolution that has taken place in 50 years with 
respect to the legal power of the community to deal with the individual land- 
owner in his dealing with his own land, including what, in response to individual 
taste, whim, ambition, or cupidity, the owner plans to make his property look 
like to the public. 

The old idea, of course, was that the owner could do pretty much as he 
liked—and “the public be damned.” But legally this was probably never com- 
pletely so, except through acquiescence. The English easement of light over a 
neighbor’s property is an ancient qualification of a complete independence ; 
the early prohibition of wooden structures in a city environment is another; 
and the modern development in the laws concerning land uses and affecting 
the erection of buildings, their materials, their heights, their locations, their 
fenestration, and a hundred other particulars (worked out in great particularity, 
especially in Germany), and especially the modern development of zoning con- 
cepts, indicate, first, the extent to which a landowner’s “rights” over his own 
property were really privileges based upon public acquiescence and, second, 
the actual reserve power of the community to protect itself against infringe- 
ment of community welfare when and as necessity arises. In other words, the 
State always had the power, but found it unnecessary to exercise it. Viewed 
from this angle the detailed modern controls of private property are seen to be 
reflections of changing social conditions rather than, as usually treated, ex- 
tensions of legislative power, i. e., new powers. This concept of the State's 
right in its relation to the landowner’s rights may have some bearing on the 
decision in actual cases, especially when the decision has become driven into 
the vague area of “reasonableness” according to the court’s idea. 

The one and only citadel of landowner’s “right’’ resisting community con- 
trol, and successfully resisting it for a long period, was the matter of “taste,” 
and “tastes differed.” Although in building bridges we do not think the com- 
parative skills of engineers to be irrelevant, apparently one taste, in law, was as 
good as another, expertness in esthetics was not essential, and no legal dis- 
tinction was made between public taste and private taste, although the law had 
long recognized the legal difference between public purposes and private purposes. 
As a result, it was held that private property might not be subjected to regula- 
tion under the police power of the State upon ground of appearance only. That 
the public has really a genuine interest in the appearance of private property, 
even an interest sufficient to create a legal right, was not seen, indeed not even 
seriously .acught of. 

The barbaric individualism of the day found expression in the following 
language of Judge Swayze in Passaic v. Paterson Bill Posting Co.,. (1905), now 
no longer law even in New Jersey : 

“No case has been cited, nor are we aware of any case which holds that a 
man may be deprived of his property because his tastes are not those of his 
neighbor. Aesthetic considerations are a matter of luxury and indulgence rather 
than of necessity, and it is necessity alone which justifies the police power to 
take private property without compensation.” 

Obviously, the foregoing is a confusion of public and private taste, and is in 


error when it limits the power of the State to cases of “necessity.” Desirability 
is a sufficient basis. 


172 New Jersey law, p. 285. 
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PUBLIC INTEREST DESERVES LEGAL RECOGNITION 


The purpose of this brief paper is to put in a claim for the doctrine that the 
jpublie interest in the appearance of private property is a real interest which 
deserves legal recognition (within limits to be ultimately defined) and which 
should receive implementation in practical ways; also to point out that the law 
is developing in that direction more rapidly than many suppose. In other words, 
my claim is that esthetic considerations (public, not private) are equally a 
basis for the exercise of the police power with consideration of public safety, 
health, morals, good order, convenience, and the like, and that like them the 
exercise of such power by the State or local community is subject only to the 
same qualifications of equality, freedom from arbitrariness or discrimination, 
and avoidance of confiscation; that this ought to be the law; and that American 
law is making progress toward that result, if it has not already reached it. 


EARLY DECISIONS IGNORED PUBLIC INTEREST 


To reach the present legal situation, however one may define it, the courts have 
run through a course of timidity and insincerity that displays the judicial mind, 
outside of the small proportion of the truly great, in a somewhat unenviable light. 
Its justification is that almost everybody else was equally dumb. Early deci- 
sions were blind to the existence of any public interest in the appearance of 
private property ; and then, when the lack of realism, not to say stupidity, in that 
position became apparent, cases of obvious esthetics were supported by under- 
pinnings of considerations of health, safety, morals, or some other factor safely 
within the catalog of accepted grounds for legal controls. Fortunately, beauty 
is so indissolubly wedded to the value of property that this substantial anchor 
to windward could always be thrown to save from legal shipwreck. And it often 
was, both in the legislative recitals of the purposes of statutes and ordinances and 
in the court decisions. But the frank avowal of a public interest inherent in 
community appearance was avoided by the courts, and a judicial cliche to the 
effect that esthetic considerations would not support legislative regulation of 
private property long persisted in the American cases and textbooks. Also, for- 
tunately, the presence of esthetic considerations at a community development 
party, although themselves open to mild snubs, was held not to spoil the party; 
but the presence of other considerations of recognized legal respectability would 

save the affair and remove any curse or blacklisting in the legal social register. 
“If the primary and substantive purpose of the legislation is such as justifies the 
act, considerations of taste and beauty may enter in, as auxiliary.” 


JUDICIAL RECOGNITION OF ESTHETICS 


As a practical matter in planning, esthetic and the recognized other consider- 
ations are so interwoven and so frequently present together that consideration 
of situations involving pure esthetics unmixed with the other supporting con- 
siderations gets into the courts but infrequently. Hence the curiosity with 
which one notes the frequent repetition of the judicial cliche to the effect that 
esthetics form no basis for the exercise of the police power. These irrelevant 
dicta seem to be dropping out of the opinions. Psychologically they are prob- 
ably to be explained not so much as serious statements of principle but as a 
method of emphasis upon a distinction the court is about to make and as, there- 
fore, an admission for the sake of argument which logically gives support to the 
distinguishing decision. Accordingly too great weight should not be given 
‘them. 

On the other hand, when courts go out of their way to give support to esthetic 
considerations pure and simple as a basis for the exercise of the police power we 
are entitled to sit up and take notice. So we note with satisfaction when here 
and there a courageous judge, impatient with the judicial treatment of legisla- 
tive efforts to improve or protect the aesthetic amenity of American communities, 
<omes out with a protest. Space permits quotation of but a few. 

Judge Holt in State ex rel. Twin City Building and Development Co. v. Hough- 
ton,’ (1920): “It is time that courts recognized the esthetic as a factor in life.” 

Judge Dawson in Ware v. City of Wichita,’ (1923): “It is recognized and 
hereby declared that beauty of surroundings constitutes a valuable property right 
which should be protected by law.” 


2 Welch v. Swazey, 193 Mass. 364; affirmed, 214 U. S. 41. 
$144 Minn. 1; 20. 
#113 Kansas, 153. 
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Chief Justice O'Niell in State eg rel. Civillo v. City of New Orleans; (1923) = 

“If by the term esthetic considerations is meant a regard merely for outward 
appearance, for good taste in the matter of beauty of the neighborhood itself, 
we do not observe any substantial reason for saying that such consideration is 
not a matter of general welfare. The beauty of a fashionable residence neighbor- 
hood in a city is for the comfort and happiness of the residents, and it sustains 
in a general way the value of property in the neighborhood. It is, therefore, as 
much a matter of general welfare as is any other condition that fosters comfort 
or happiness, and consequent values generally of the property in the neighbor- 
hood. Why should not the police power avail as well to suppress or prevent a 
nuisance committed by offending the sense of sight, as to prevent or suppress 
a nuisance committed by offending the sense of hearing or the olfactory nerves? 
An eyesore in a neighborhood of residence might be as much a public nuisance, 
and as ruinous to property values in the neighborhood generally, as a disagree- 
able noise or: odor, or a menace to safety. or health. ‘The difference is not in 
principle, but only in degree.” * a 

Judge Martin in General Outdoor Advertising Co. v. City of Indianapolis, ° 
(1980) : 

“Under a liberalized construction of the general welfare purpose of the State 
and Federal Constitutions there is a trend in modern decisions (which we 
approve) to foster under the police power an esthetic and cultural side of 
municipal development—to prevent a thing that offends the sense of sight in the 
same manner as a thing that offends the sense of hearing and smelling.” 

Judge Lehman in Dowsey v. Village of Kensington.* (1931) : 

“Esthetic considerations are, fortunately, not wholly without weight in a 
practical world. * * * As yet, at least, no judicial definition has been formulated 
which is wide enough to include purely esthetic considerations.” [Sed quaere,. 
judge. If so, is it not because esthetic considerations always and necessarily 
include other considerations ?—A. 8S. B.] 

Justice Hooley in Preferred Tires, Inc. v. Village of Hempstead,’ (1940) : 

“This court is not restricted to esthetic reasons in deciding to sustain the 
validity of the ordinance in question, but if it were so restricted, it would not 
hesitate.to sustain the legislation upon that ground alone. The court cannot 
believe that, with the legislature of the State specifically delegating the power: 
to regulate or prohibit signs in the public streets. a municipal board in this day 
and age can be so restricted, as plaintiff contends, in thus promoting the happiness 
and general welfare of the community. 

“The village of Hempstead would be far more beautiful if, upon its business 
streets, all of the present signs, placed in different positions, at different heights, 
of different shapes and colors, were completely eliminated from the public eye.. 
and instead there was presented a clear and unobstructed view in which ugliness 
had been replaced by the symmetry and architecture of modern business 
buildings. 

“For years the courts have strained to sustain the validity of regulatory or 
prohibitory ordinances of this character upon the basis of the public safety. 
They decided that esthetic considerations could afford no basis for sustaining. 
such legislation. Such considerations were deemed to render an ordinance of 
this character unconstitutional. But the views of the public change in the 
passing of years. What was deemed wrong in the past is looked upon very often 
today as eminently proper. What was looked upon as unreasonable in the past 
is very often considered perfectly reasonable today. Among the changes which 
have come in the viewpoint of the public is the idea that our cities and villages 
should be beautiful and that the creation of such beauty tends to the happiness, 
contentment, comfort, prosperity and general welfare of our citizens. The zoning 
regulations, which have been upheld by our courts, indicate the changes in the 
attitude of the public and the courts with respect to the right of a man to use 
his Own property. He must now consider to some extent the interest of his 
neighbors and the interest of the community in general. The courts should not 
7 so bound down with ancient precedent that they should close their eyes to every 
change.” 


5154 La. 271; 97 So. Rep. 440. 

*The Louisiana case goes on to suggest that the decisions in a number of the cases it 
cites, “might have rested as logically upon the so-called aesthetic considerations as upon 
the supposed other considerations of general welfare. 

7 202 Ind. 8&5. 

§ 257 N. Y. 221, 230. 

178 Mise. (N. Y.) 1017; 19 N. Y. Supp. 2d, 374. 
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Chief Justice O’Niell (again) in City of New Orleans v. Pergament™ (1941): 

“The purpose of the ordinance is not only to preserve the old buildings them- 
selves, but to preserve the antiquity of the whole French and Spanish quarter, 
the tout ensemble, so to speak, by defending this relic against iconoclism or 
vandalism. Preventing or prohibiting eyesores in such a locality is within 
the police power and within the scope of the municipal ordinance.” 

Judge William M. Hargest, president, Judge of Court of Quarter Sessions, 
Dauphin County, Pa. in Commonwealth v. Trimmer * (1942) : 

“The law has now developed to the point where esthetic considerations alone 
may justify the exercise of the police power. * * * But we definitely hold also 
in the light of the foregoing later decisions that esthetic considerations alone, 
in this day, are sufficient upon which to base an exercise of the police power.” 

Justice Wechter in Krantz v. Town of Amherst ® (1948) : 

“Esthetic considerations are a proper factor, and these support this legisla- 
ition.” 

Judge Jacobs in concurring opinion in Lionshead Lake, Inc. v. Township of 
Wayne * (1952) : 

“In the Point Pleasant case I recently expressed the view, to which I adhere 
fully, ‘that it is in the public interest that our communities, so far as feasible, 
should be made pleasant and inviting and primary considerations of attractive- 
ness and beauty might well be frankly acknowledged as appropriate, under 
certain circumstances, in the promotion of the general welfare of our people.’ 
And in the Brookdale case Justice Heher expressed the view that, on principle, 
regulation on esthetic grounds would seem to be within the police power ‘if so 
‘far promotive of the interests of the public at large, through the resultant com- 
munity development and profit, as to outweight the incidental restraint upon 
private ownership.’ * * * To the extent that our earlier cases express out- 
moded narrower doctrines (see Passaic v. Paterson Bill Posting Co., 72 N. J. L. 
285; 287 (BE. & A. 1905) ) they ought to be expressly disavowed.” 


SUPREME COURT OPINION 


Particularly does one note with satisfaction the language of a United States 
Supreme Court Justice in a recent case, even though the language goes a bit 
further than the case itself required. Reference is made to the opinion of 
Justice Douglas in the case of Berman v. Parker,“ decided November 22, 1954, 
which opinion was the unanimous “opinion of the Court,’ there being no dissent 
nor any reservation or qualification from any other Justice. Excerpts follow: 

“Miserable and disreputable housing conditions may do more than spread 
disease and crime and immorality. They may also suffocate the spirit by re- 
ducing the people who live there to the status of cattle.They may indeed make 
living an almost insufferable burden. They may also be an ugly sore, a blight 
on the community which robs it of charm, which makes it a place from which 
men turn * * * The concept of the public welfare is broad and inclusive * * * 
‘The values it represents are spiritual as well as physical, esthetic as well as mone- 
tary. It is within the power of the legislature to determine that the community 
should be beautiful as well as healthy, spucious as well as clean, well balanced 
as well as carefully patrolled * * * If those who govern the District of Colum- 
bia decide that the Nation’s Capital should be beautiful as well as sanitary, 
there is nothing in the fifth amendment that stands in the way.” 


MASSACHUSETTS BILLBOARD CASES 


By way of illustration of the development in a period of 50 years of the 
police power upon esthetic grounds, or of new social demands for a fresh and 
extended exercise of a police power which has always existed but theretofore 
lain in abeyance (if one prefers so to regard it), let us consider the revolution 
in judicial concepts which occurred in Massachusetts. 

In 1905, the Metropolitan Park Commission, given by statute the power to 
make “reasonable regulations” respecting the display of advertisements “near 
to and visible from public parks and parkways,” prohibited advertising signs 
near to and visible from the Revere Beach Parkway. But the Massachusetts 


10198 La. 851, 858; 5 So. Rep. 2d 129. 

1153 Dauphin County Reports, 1; 8. C. 34 Munic. Law Rep. 37. 
12280 N. Y. Supp. 2d, 812. 

1310 N. J. 165, 177. 

14348 U.S. 26. 
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Supreme Court held the regulation to be “not reasonable” and hence consti- 
tutionally invalid. 

Thirty years later, in 1935, came the famous decision in the Massachusetts. 
billboard cases. This decision, covering 58 printed pages, disposed of 15 cases 
which had been in litigation 10 years. It was based upon a broad conception 
of the police power of the State, a recognition of the right of travelers upon: 
the highway to escape from the annoyance of commercial propaganda, and the 


legality of the protection of public amenity. It supported restrictions as to- 


billboard sizes, location, setbacks, fees, and their banishment from locations of 
scenic and historic interest. Especially noteworthy was the support of the re- 
fusal to extend a permit for a huge and expensive Chevrolet roof sign over- 
looking and disfiguring Boston Common and the State House. This Chevrolet 
case was a pure case of esthetics unmixed with other considerations. Of 
hardly less significance was the court’s insistence upon a traveler’s personal 
right to an “unannoyed journey” free from the unwelcome instrusion of bill- 
boards. “Considerations of taste and fitness may be a proper basis for action 
in granting or denying permits for advertising devices.” A complete banish- 
ment of billboards from the town of Concord, including its business districts, 
was also sustained. 


And now the justices of the Massachusetts Supreme Court have just re- 


cently approved as constitutional and valid public control of the appearance of’ 


private structures in selected sections of the island of Nantucket and the city 
of Boston. 


HOW CAN PRIVATE DESIGN BE CONTROLLED? 


Let us assume that constitutionally a community has the power to plan itself 
for appearance, including, within limits, the appearance of private property, how 
then, practically, can it exercise that power? By what machinery may it pass 
upon the desirability of projects, rejecting the undesirable? So far as public 
property is concerned even local communities have always had the power to place 
control of public property in the hands of public agents, provided the legislative 
power of the State has delegated that power to the city, town, or other local 
community. That case presents no constitutional problem. The rub comes 
when dealing with the appearance of private property. Control of the design 
of private property, exercised abroad, was formerly denied in America, and is 
only now coming, but is coming. Realization is growing of the public element in 
the appearance of private property, not only the public’s pleasure or annoyance 
in looking at it, but the fact that its appearance has an effect in neighborhood 
values and community culture, and that practically all private structures are 
erected with some idea of the appearance of their exterior when viewed from 
the public street or other public places, and that this is in a sense a use of the 
public street, at least a relation to the public street that includes a public 
element. 

There is an extended and interesting development of this point of the public 
interest in private property visible from the highway by Miss Ruth I. Wilson in 
the June 1942 issue of the Georgetown Law Journal. That discussion deals with 
structures erected for the sole purpose of being seen from the highway (bill- 
boards) and they are thus different from structures whose primary purpose and 
function are not an invasion or use of the highway, but relate to their own site. 
Concededly this difference in the degree of the public factor involved might be 
held to create a difference in the power of public control. 

But how, when the above concept of some public interest in the looks of pri- 
vate property is accepted and this public element is to be respected, can private 
design be controlled and that public factor be implemented? Of course the 
assignment of various uses to land, and other zoning regulations, building con- 
trols, and the like establish certain main lines and characters within which the 
designer must work. A house must be a house, and an office building an office 
building. But beyond these fundamental limitations or controls lies a whole 
world of what we eall design, and under our hypothesis this design-world is now 
to be subject to public government, at least within reasonable limits. Even the 
German regulations concerning heights, cornice lines, fenestration, and other 
details leave an infinite scope to design. 

It is inconceivable that this world of design can be subjected in its details 
to legislative or prescribed rules. Control can only be exercised by persons 


qualified by the possession of taste—censors, if you like—whose decisions will’ 


inevitably reflect some personal quality. The efforts to create rules have neces- 
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sarily resulted only in the formulation of generalizations like those of “appro- 
priateness” to the neighborhood, “similarity,” “dissimilarity,” and the like, 
plus the delegation to selected persons of the power to apply such generaliza- 
tions. Thus Nantucket has an “Historic Districts Commission” to apply to 
private property the limitations formulated to preserve the quaintness and 
ancient character of Nantucket,” and the creation of an “Architectural Com- 
mission” in the building department of Boston ‘‘to promote the educational, 
cultural, economic, and general welfare of the public through the preservation 
of the historic Beacon Hill district, and to maintain said district as a landmark 
in the history of architecture and as a tangible reminder of Old Boston as it 
existed in the early days of the Commonwealth.” * 

In the opinion of the justices of the Massachusetts Supreme Court, both acts 
are constitutional, and govern the preservation, demolition, or exterior changes 
in private structures in the districts to which such powers apply: and the 
delegation of power to apply such controls over private property to the com- 
missions thus established is also legal. Both such statutes are the application 
of esthetic control over private property (preservation, exterior change, and 
demolition) without compensation, under the police power. 


THE CONCEPT OF COMMUNITY BEAUTY 


Another general concept of esthetic control is that new structures must not 
be either “too similar” or “too dissimilar” to their setting. Design must have 
some individuality, but must be harmonious. This is the regulation set up in 
the village of Fox Point, Wis., and approved by the Supreme Court of Wisconsin 
in the case of State v. Wieland™ (March 1955). You may be allowed to be a 
little queer perhaps, but look out. It is a question of degree. 

This Fox Point case is perhaps, at this writing, the latest litigated case di- 
rectly involving the application of a rule of good taste to private property. Here 
an ordinance required exterior architectural appeal and functional plan not 
to be so at variance with those of other structures in the immediate neighbor- 
hood as to cause substantial depreciation in property values. (Here is a legisla- 
tive recognition of the connection between appearance and value.) The defend- 
ant building inspector denied a building permit and a real-estate corporation 
sought a mandamus to compel its issue. The court below directed the issue of 
the permit, but was reversed by the Supreme Court of Wisconsin, which held 
the ordinance to be valid and refused to interfere with the building inspector’s 
judgment. 

All this sort of thing is simply a harnessing of private taste and talent in 
the service of the public, just as private brains are applied to the creation of 
engineering works and architectural effects in public work, but within limits— 
that is, this side of a taking of property for which compensation must be made. 
It is a recognition of the common neighborhood interest in itself, which is no 
highfalutin notion of artists but a sober fact frequently utilized even by real- 
estate developers. It is an application of the art-commission idea, with which 
we are familiar, to the whole community instead of to a few particular struc- 
tures. This extension of the application of taste to community development, 
long current abroad, is already in effect in at least eight other American com- 
munities besides Nantucket and Boston—Annapolis, Md., Alexandria and Wil- 
liamsburg, Va., Charleston, S. C., Georgetown, D. C., Natchez, Miss., New Or- 
leans, La., and Winston-Salem, N. C. 

And so elsewhere in America as well as in Massachusetts the revolution in 
community and judicial thinking concerning the police power in its applica- 
tion to private property in the public interest has been quietly going on. In 
the last analysis the revolution is simply a recognition of the distinction between 
public aesthetics and private aesthetics and an according to each of its due. 
At least the Swayze doctrine that private differences of taste impose a general 
paralysis upon public planning for community beauty is now in the judicial 
garbage pail. 

Not until courts recognize community beauty as a ground fo rthe exer- 
cise of police power by the State or community upon the same basis and as 


15 Mass. Acts, 1955, ch. 601; Opinion of the Justices (Mass.) July 7, 1955 ( 
pamphlet No, 789). s $e 

146 Mass. Acts. 1955, ch. 616: Opinion of the Justices (Mass.) July 7, 1955 (Senate 
pamphlet No. 790). 

17 269 Wis. 262; 69 NW. 2d, 217. 
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fully as they recognize health, safety, morality, and good order as grounds for 
such exercise, and as an equal partner with these factors in the term “com- 
munity welfare,” will planning and the law of planning come full circle. That 
is not quite yet; but the law is on its way and the recent case of Berman vy. 
Parker,* decided by the United States Supreme Court on November 22, 1954, 
helps close the gap. 

Students of this subject should study the fine article by Clinton Rodda, Ksq., 
entitled “The Accomplishment of Aesthetic Purposes Under the Police Power,” ” 
with copious citations of cases; and a similar discriminating article, entitled 
“Zoning for Aesthetic Objectives; A Reappraisal” by Prof. J. J. Dukeminier, Jr., 
of the University of Minnesota Law School.” Both these masterly studies con- 
tain a mine of information and cases and an extensive discussion of the subject. 
Their existence and availability in published form makes more extended citation 
of authorities unnecessary in the present study. Both of these authors emphasize 
the revolution in judicial thinking that has taken place in recent years. 
oe finally everybody should recall and observe the injunction of Theodore 

oosevelt : 

“Here is your country. Do not let anyone take it or its glory away from you. 
Do not let selfish men or greedy interests skin your country of its beauty, its 
riches, or its romance. The world and the future and your Very children shall 
judge you according as you deal with this sacred trust.” 


{Reprinted from Planning and Civic Comment, December 1956, official publication of the 
American Planning and Civic Association and National Conference on State Parks, 901 
Union Trust Building, Washington 5, D. C.] 


SieNs: BUSINESS AND ADVERTISING DISTINGUISHED 
(By Albert S. Bard, New York City) 


A Los Angeles, Calif., case adds another to the list of those recognizing that 
business signs and advertising signs are two different things to be dealt with in 
different ways. People v. Southern Outdoor Advertising, Inc., Criminal Appeal 
3408: (Appellate department of superior court, March 26, 1956, Judges Bishop, 
Petresso, and Swain, affirming Municipal Court Judge Ernestine Stahihut). 
Few of these cases appear in the reports; but this note will provide a record of 
it for the attention of planners, legislators, and others interested. 

The Los Angeles municipal code prohibits outdoor advertising signs adjacent to 
freeways if maintained primarly to be viewed from the freeway or if tending to 
constitute a hazard to vehicular traffic on the freeway. Existing nonconforming 
advertising signs were accorded a 3-year limit. Business signs on the premises 
were excepted, and land-division signs were permitted for a year. The outdoor 
advertising defendant claimed that these differences in treatment made the 
ordinance discriminatory and it was therefore unconstitutional; also that the 
3-year limit made the ordinance confiscatory. 

In a brief decision the appellate department upheld the decision below, hold- 
ing both the difference in treatment accorded the different kinds of signs and 
the 3-year limit on advertising signs to be legal. 

While the decision is obviously correct, it may be commented that neither 
the draftsmen of the Los Angeles ordinance nor the court seem to realize very 
clearly that business signs are a part of the business on whose premises they 
appear, and as such have a constitutional right to exist (subject to appropriate 
public control), if the business itself has the right to exist. The business-sign 
tail goes with the business hide. It is a part of it. (United Advertising Corp. 
v. Borough of Raritan, 11 N. J., p. 144.) But advertising of off-premises goods 
or services is an entirely different and separate land use. The ordinance and 
the court in the Los Angeles case treat business signs and advertising signs 
as if they were all just signs, although of slightly different kinds. It is this 
confusion of their essential difference in land use that encourages the outdoor 
advertisers to litigate, claiming that all signs, whether business or advertising, 
must be treated alike. They hope the courts will fall for this confusion, as 
once upon a time some courts did ; but none recently, we believe. 


18 848 U, S. 26. 
1%” Southern California Law Review 27 (1954), pp. 149-179. 
* Law and Contemporary Problems 20 (spring 1955), pp. 218-237. 
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Another point to be noted in this case is the emphasis the ordinance puts upon 
visibility. To come within the prohibition of the ordinance a sign must be 
erected in order to be seen and read from a certain class of highway, viz, a 
freeway. 

Senator Gore. Mrs. Pickett, the committee wishes to thank you 
for your patience. You have been here several days in anticipation 
of testifying. The committee has enjoyed your presence and is now 
prepared to enjoy your presentation. 


STATEMENT OF MRS. CHARLES PICKETT, OF THE VIRGINIA 
CITIZENS’ PLANNING ASSOCIATION, FAIRFAX, VA. 


Mrs. Prcxerr. Thank you, Mr. Chairman. I appreciate the 
privilege. 

My name is Mrs. Charles Pickett, of Fairfax, Va. I represent the 
Virginia Citizens’ Planning Association. This is a voluntary state- 
wide organization composed of approximately 500 dues-paying 
members who are professional planners, members of planning com- 
missions, and interested citizens concerned with the orderly develop- 
ment and progress of the Commonwealth of Virginia. I am also 
a member of the Northern Virginia Regional Planning & Economic 
Development Commission appointed by the board of supervisors of 
Fairfax County as the citizen member. I am also president of the 
Garden Club of Fairfax. 

I appear before you to urge the passage of Senate Bill S. 963, 
introduced by Senator Neuberger. The Virginia Citizens’ Planning 
Association has endorsed the policy embodied in this bill. 

It has been my pleasure to travel upon the beautiful Shenandoah 
Parkway established and maintained by the Federal Government 
in the Blue Ridge Mountains of Virginia, and not a commercial sign 
was permitted to mar the landscape. 

The matter of highways has always been the concern of the Govern- 
ment. The Roman Emperors recognized this responsibility and estab- 
lished roads that exist to this day. In England it was the Kings 
Highway and was called the Kings Highway, and our Government 
has been invested by our Constitution with the powers of the King, 
to regulate and control interstate highways and is under a duty to 
enact proper legislation for the protection of travelers upon our 
interstate highways. 

This would seem to be a sufficient answer to a question which might 
be propounded as to the right of the Federal Government to keep 
advertising signs off the private properties of abutting landowners on 
interstate highways. 

Being a citizen of the Commonwealth of Virginia I adhere to the 
traditional viewpoint—that pores not delegated to the Federal Gov- 
ernment are reserved to the States by the 10th amendment but in this 
instance the power to regulate and control interstate commerce has 
been expressly delegated to the Congress and, furthermore, the Con- 
gress, in the exercise of its police power, has the inherent right to 
prohibit the erection of billboards signs, and other devices which 
might tend to distract the attention of the drivers of motor vehicles 
upon interstate highways to the danger of other travelers upon said 
highways. 
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Article 1, section 8, clause 3 of the Constitution provides that the 
Congress shall have power— 


* * * to regulate commerce with foreign nations, and among the several 
States, and with the Indian tribes * * *. 

These are interstate highways and the Congress has been specifi- 
cally granted the power to regulate and control these highways. 

In a publication of the Public Roads Administration, Federal 
Works Agency, entitled “Public Control of Highway Access and 
Roadside Development,” published by the Government Printing Office 
in 1947, it is stated on page 73 : 

One of the greatest obstacles to the effective regulation of outdoor advertising 
has been the legal dogma that the police power could not interfere with the use 
of private property on purely esthetic grounds. This taboo is being resolved in 
favor of the public. A decided trend is discernible in favor of justifying bill- 
board control on esthetic considerations, particularly if it promotes the eco- 
nomic well-being of the community. 

The citations in support are contained in a footnote which of course 
are available to the committee. 

Another question may be raised—about the safety aspect of bill- 
boards and signs. 

A study has been made in Minnesota—and I think this has already 
come before the committee but I would like to put it in anyway, if 
I may 

Senator Gore. You may. 

Mrs. Pickett. This study is called the Minnesota Rural Trunk 
Highway—aAccident, Access Point, and Advertising Signs Study, and 
is published by the Minnesota Department of Highways, 1246 Uni- 
versity Avenue, St. Paul 4, Minn. In view of the limited time I 
have not had the opportunity to read it but I understand that it pur- 
ports to show that a definite relationship exists between accidents 
and highway advertising signs. I would like to ask the committee 
for leave to obtain and file with the committee this document. But I 
think you already have it. 

Senator Gore. Yes, we do have. 

Mrs. Pickett. Therefore, Mr. Chairman, in conclusion, I ask leave 
of the committee to present a resolution adopted March 4th, 1957, 
by the executive board of the Virginia Citizens’ Planning Associa- 
tion, of which I am a member, endorsing legislation to prevent high- 
way advertising along the new interstate highway. 

I thank the committee for granting me the privilege of appearing. 
I have enjoyed the hearings very much. 

Shall I read the resolution, Mr. Chairman? 

Senator Gore. I believe not. We will publish it in the record. 

(The resolution referred to follows :) 





RESOLUTION ON Britt To AMEND THE FeperRAt-Alip HIGHWAY AcT oF 1956 


Whereas the Congress of the United States is considering an amendment to 
the Federal-Aid Highway Act of 1956, affecting highway advertisement along 
the interstate highways, and 

Whereas the Virginia Citizens Planning Association is interested in the 
prevention of commercial billboards from marring the scenic views and land- 
scape beauty of the interstate highways in Virginia: Now, therefore, be it 

Resolved by the Executive Board of the Virginia Citizens Planning Associa- 
tion, That we urge the passage of congressional legislation to prevent highway 
advertising along the new interstate highways. 

Tested copy : GARLAND A. Woop, Secretary. 
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‘Senator Gore. Senator Neuberger ? 

Senator Neupercer. No questions. 

I want to thank Mrs. Pickett for being here. 

Mrs. Picxerr. Thank you very much. I appreciate it. 

Senator Gore. Thank you, Mrs. Pickett. 

The next witness is Mr. Richard W. Westwood, president, American 
Nature Association. 


STATEMENT OF RICHARD W. WESTWOOD, PRESIDENT OF THE 
AMERICAN NATURE ASSOCIATION 


Mr. Werstwoop. My name is Richard W. Westwood. I am pres- 
ident of the American Nature Association, located at 1214 16th 
Street NW., Washington, D. C. The association was founded in 
1922 to stimulate public interest in every phase of nature and the 
out-of-doors and to further the practical conservation of the great 
natural resources of America. 

As a part of our conservation program we have, for 30 years, been 
actively concerned with the environment of the rural highways of 
America. We have largely financed and published the results of 
intensive and factual surveys of roadside conditions in 21 States. 
We have also assembled and published material bearing on legal 
decisions relating to roadside control and other phases of this sub- 
ject. We have thus acquired a considerable acquaintanceship with 
the relationship between highways and what has happened to the 
areas lying immediately on either side of such highways. In the 
course of our preoccupation with this subject, we have encountered 
the outdoor advertising industry, with its natural desire for con- 
tinued parasitism of the public investment in highways. We have 
also had experience with the industry’s attempts to avoid regulations 
by self-policing, through gentlemen’s agreements, through volun- 
tary cooperation, and through insistence upon regulation only at 
the State or local level. None of these has been successful in solving 
the problem. Control can be more easily defeated at a local level, 
4s witness recent success in Maryland, hence this attitude by the 
industry. 

Most of the assertions of the organized outdoor advertising indus- 
try, to which we listened yesterday and this morning, differ only in 
the arrangement of the words from those of a good many years 
ago, when the late Senator George Wharton Pepper was its special 
pleader. The standards, or code, of self-regulation are virtually 
identical with those of a quarter-century ago. Then, as now, repre- 
sentatives of OAA state that they are for the erection only of 
“standard panels, properly placed,’ and use of sites only “where 
business is appropriate.” But they are the ones who decide what 
“properly placed” may be, and a farmer’s roadside vegetable stand may 
be a business enterprise. The donation of $1,700,000 of space to 
worthy causes is a laudable gesture, but let us not overlook the fact 
that civic leaders who head such causes are thus placed in the debt 
of the advertising company donating the space, and such individuals 
find themselves in the position of vabendibe and influential allies when 
regulation at the local level is proposed. 

t was stated yesterday that the OAA represents 80 percent of 
the outdoor advertising industry, and thus presumed to abide by 
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the voluntary code of ethics. It was not clear whether this means: 


80 percent of those using standardized poster panels, or 80 percent 
of all the signs, large and small, erected with some degree of per- 
manence on the landscape. I don’t believe anyone knows the rela- 


tive square footage of the standardized panels in proportion of the 


millions of signs of all sorts, for which the O rightly says it 
is frequently blamed. During the past 3 years I have traveled by 


automobile over 25,000 miles of highways from north to south and 


coast to coast. The multitude of these smaller signs, many done 
with luminous paint, that jump out at you on curves and from 
other strategic spots are littering the American countryside offen- 


sively and dangerously. Such should not be permitted to litter the 


new highway system. 


Outdoor advertisers sneer at the claim that signs endanger safe: 


travel at high speeds over the highways. Let’s not kid ourselves. 
There is not today a sufficient body of evidence to prove conclusively 


that such signs are a hazard, or to prove that they are not a hazard. 


Commonsense and driving experience certainly indicate that a sign 
intended to attract attention must distract attention. But who is 
going to climb out of a wreck, if he is lucky, and admit that he was 
Jooking at a curvaceous beauty in a Jantzen bathing suit when he 
piled into the car ahead ? 

Senator Gore. You are not objecting to curvaceous beauty, are you? 

Mr. Westwoop. No, not atall. But I am objecting to its position in 
certain places. 

Senator Gore. I can object to some things, but I haven’t seen that. 
quite out of place anywhere. 

Mr. Westwoop. That is a matter of opinion, Senator. 

Mr. Lucas painted a sad picture of what will happen to businesses 
depending upon travel over the new highway system if they can- 
not adorn the landscape with signs advertising the food, fuel, or 
habitation that they offer. In my opinion these business people are 
the victims, not the beneficiaries, or endlessly competitive advertising. 
Senator Neuberger has suggested tasteful and properly placed signs 
indicating that food, fuel, or habitation is available “X” miles ahead. 
Why not? 

oday a large percentage of highway travelers use motel accom- 


modations approved by the three A’s, or patronize Quality Courts,. 


Superior Courts, Best Westerns, or similar accommodations that live 
up to high standards of service. For all the varied slogans, gasoline 
is gasoline, and the highway traveler is going to stop when he is 
hungry. What benefit is there when Joe’s Motel puts up 10 signs, 
Mike’s Filling Station 15, and Molly’s Waffle Shop 20, and so on to 
the confusion of the traveler and the damnation of the roadside? 

The bulk of the sneers are for those who urge the esthetic view- 

int. There are, indeed, some who tend to be apologetic about. urg- 
ing this view; to feel that we have bowed so low to the gods of ex- 
ploitation, development, business enterprise, and the dollar—even 
the 50-cent dollar—that we should not genuflect to anything so un- 
translatable into cash as the esthetic. 

Certainly people who have preserved, for their beauty and inspir- 
ation, a great system of national parks and monuments, a 1nultitude 
of lesser park areas, national forests for their recreational value as 
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well as their timber value, need not apologize for asking for the 
esthetic protection of the highway environment. 

But going even beyond the esthetic, I should like to refer to a 
significant article, copies of which I would like to leave for the com- 
mittee, not for the record because it is too long, because of its legal 
citations. It is entitled “Billboard and Zoning,” and was published 
in Traffic Quarterly. This article is by a Pittsburgh attorney, Ar- 
thur H. Thompson, and merits reading in its entirety. However, 
may I quote two significant paragraphs from this article in com- 
ment on the court decision upholding the Vermont billboard law, 
I quote: 


Every owner of land upon a public highway is said to have two classes of 
rights in the highway; namely, those he has in common with the general public, 
and those he has by virtue of owning land contiguous to the highway. These 
latter rights are termed easements, and include the rights of ingress, egress, 
light, air, and view. These easements arise by operation of law because of the 
public policy of the development of land, They are essentially easements appur- 
tenant, for they exist solely for the benefit of each particular plot of land. The 
highway is said to be the servient land, burdened with easements for the benefit 
of the dominant abutting land. It is a principle of real property law that ease- 
ments appurtenant cannot be separated from the land, cannot be used for the 
benefit of the land, or for the profit of others, and the burden of such easements 
cannot be increased. So it follows that the owner of this land cannot sell his 
right to be seen from the highway to an advertising company, and any attempt 
to advertise anything other than that land or products sold on such land is an 
excess user of the easement. 

Thus, a law that regulates or restricts billboards. does not deprive either the 
owner of the land or the advertising company of property without due process 
of law because the claimed property rights do not exist. You cannot deprive a 
person of that which he does not have. In effect, the advertising companies are 
making a eommercial use of the highways and are not asserting any natural 
right. The State in its absolute control of the public highway may extend the 
privilege of advertising or completely deny such privilege. There is no inherent 
right to use the highways for commercial purposes. It was the position of the 
Vermont court (by unanimous decision) that considerations of the esthetic did 
not enter into the question, as this was simply a use of the highway analogous 
to the use of it by common carriers, and this use may be controlled by the State. 


It seems to me that there is no need to labor the question further at 
the expense of your valuable time. But may I express the fervent 
hope that this committee will take the lead in providing the great 
System of Interstate Highways that are to come with complete pro- 
tection of their environment that it is legally, logically, economically, 
and esthetically within your power to provide. 

Senator Gore. Thank you very much for your statement. 

The committee will next hear Mr. Michael Nadel, assistant execu- 
tive secretary of The Wilderness Society. 


STATEMENT OF MICHAEL NADEL, ASSISTANT EXECUTIVE 
SECRETARY OF THE WILDERNESS SOCIETY 


Mr. Naver. I wish to thank you, Mr. Chairman, for the privilege 
of appearing. 

The Wilderness Society is a national, nonprofit, conservation organ- 
ization, founded in 1935, with headquarters here in Washington. 

Mr. Chairman, we entrust ourselves daily to the road for our several 
purposes. If we were to study this closely we would have to admit 
that the road is very much a part of the burden we bring to our 
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destination. It is integral to the experience of our journey, whether 


for economic, social, or recreational needs. 
Now we have extended our highway linkage. The line between 
neighbor and neighbor, facility and home, between distance and near- 


ness, has pulled us together and it has drawn us apart. For we are 


in our neighbor's lap, for better or worse, for richer or poorer. With 
contraction of time and space, we come together early enough to enjoy 


the fullness of time, or we come together too soon for forbearance, over’ 


a road whose character has contributed either to an involuntary 
epirit of grace, or to involuntary tension and irritation. The psychol- 
ogist who studies the fibers of our society understands the impact 
of the road. 


Since mobility has become a part of our leisure as well as of our 


economic need, the master roadbuilder uses the materials of his envi- 
ronment with a conscious skill to modulate surface, grade, pace, and 
vista not only to protect the traveler and ease his burden, but to 
enrich his travel experience and subdue his ferments. 


The roadbuilder has a perception that the traveler enters the leg of 
his journey preconditioned, by imperceptibly cumulative crusts of 


physical and psychic intrusion. This may be expressed in impulsive 
drive, compulsive speed, or convulsive action—in accident tolls, mind 
destruction, or heartsickness. The roadbuilder, with the help of his 


skill and a cooperative environment, can erase the tensions, restore the 


equanimities, and make the road a source of refreshment. 
The amenity which the roadbuilder has planned and the traveler 
accepted, is often defeated by an offense which the bill before this 


honorable committee—Mr. Neubergeér’s' S. 963—is intended to: efface.. 


S. 963 would protect our scenic beauty through regulation of billboard 
displays on our National System of Interstate and Defense High- 
ways. In this bill is an implicit recognition of the impact of the road. 


Tf an exhibit were needed, we would display the ruinous disgrace of 


billboard stretches on United States Route 1 beside an outstanding 
model of eye-ease like the New York Thruway. 

Our unwillingness to be hawked at insistently along the highway is 
not a slur upon the billboard industry. But we do not need to defend 
our right to be free of commercial messages in forms which obscure 
and defile our scene. These are the more insidious in that they cannot 
be controlled with the turn of a switch. 

Mr. Chairman, we of the Wilderness Society have a profound re- 
spect for the road, although our purpose has to do with the preserva- 
tion of wilderness areas on federally owned lands, and these can re- 
main wilderness only as they remain roadless. 

When Mr. Howard Zahniser, executive secretary of the Wilderness 


Society and editor of the Living Wilderness, testified before the House: 


Committee on Public Works nearly 2 years ago on “Protecting Our 
Wild Places at the End of the Road,” he suggested that it be “declared 
to be the policy of Congress to respect the roadless character of duly 
designated public areas that are being preserved in a primeval, primi- 


tive, or natural condition as a matter of public policy.” At the same 


time he said of the then proposed National System of Interstate and 
Defense Highways that he shared the enthusiasm for the program 
which had so stirred the imagination of the American people. 

We strongly support Senator Neuberger and his colleagues in seek- 
ing to prevent a blight upon the highways through control of billboard 





di 
G 


In 
3 


VW 
e 


m’,h 


heed “> 





— +” 3 Se oe oo ‘ -_ 


yu eagw ey"? = eg ee 


mn 


wats 


ee 


Je 


CONTROL OF ADVERTISING ON INTERSTATE HIGHWAYS 345 


displays, by means of such cooperation between Federal and State 
Governments as will serve the public interest. 

Senator Gorr. Thank you very much for your testimony. 

The committee will next hear Adm. Neill Phillips, National Parks 
Association. 


STATEMENT OF REAR ADM. NEILL PHILLIPS, REPRESENTING THE 
AUDUBON SOCIETY OF THE DISTRICT OF COLUMBIA 


Mr. Puiuures. Thank you, Mr. Chairman, for all the patience that 
you have shown in these hearings. I have listened to it with a great 
interest. 

Mr. Chairman and members, my name is Neill Phillips. I live at 
3053 P Street, Northwest, in Washington. 

I am representing the Audubon Society of the District of Columbia. 
We have approximately 1,400 members, including citizens from nearly 
every State in the Union. 

I have also been asked to speak for— 

The National Parks Association, founded in 1919, with several 
thousand members all over the country ; 

The Nature Conservancy, a nationwide organization of some 
2,500 members representing leading educators, scientists, conser- 
vationists, and philanthropists; and for 

The Georgetown Citizens Association. 

Mr. Chairman, the aim of the new superhighways is to benefit both 
traffic and’ national defense. First off; as one who before retirement 
has spent the greater part of his life in continuous military service, let 
me touch on the national defense angle—now how would restriction 
of billboards and advertising signs along the superhighways further 
our national defense ? 

It would do so: 

(1) Because billboards and advertising signs would impede, and 
in places prohibit, the movement and scattering of our troops and 
refugees off the sides of the roads which at times might be vital—that 
scattering. 

(2) Because billboards, et cetera, compete and interfere with di- 
rectional signs. In case of enemy attack these directional signs would 
be of greatly heightened importance. © 

(3) Because billboards, et cetera, distract the driver’s eye. If this 
is undesirable in peacetime it is infinitely more so under enemy attack. 

(4) Because the fire hazard and splinter hazard from those thou- 
sands of tons of inflammable and splinterable billboard and advertis- 
ing material close to defense arteries is absolutely appalling. I might 
interpolate to say that no other country in the world—and I have seen 
a good many of them—permits such things along their defense high- 
ways. 

With the last war’s awful demonstration of the dangers from fires 
and splinters it would be a monumental folly to create defense super- 
highways and then permit them to become tunnels lined with mili- 
tarily dangerous materials. The very nature of the unrestricted bill- 
board would cause it to be concentrated in the very places along the 
superhighways where traffic is most dense and defense hazard great- 
est. Think back to the mass movements along the highways of 
France in May and June 1940, when the Nazis struck. Imagine how 
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the horrors of those days would have been compounded if, at their 
most important points, the French highways had been corridors lined 
with the highly inflammable sheeting of wood, paper, and paint, and 
flimsy, splinterable metal that billboards and roadside signs are made 
of. 

Mr. Chairman, if provisions do not go into the Federal Highway 
Act of 1956 to keep billboards away from the new superhighways, 
then certainly in all fairness and truth there should be removed from 
the title of the act the term “national defense.” If a substitute be 
needed, I suggest the term “billboards-profit defense.” 

Now, Mr. eee I would like to touch on some of the aspects 
other than national defense. 

The Federal Highway Act of 1956 calls for the American people 
to invest $33 billion in 41,000 miles of superhighways. The creation 
of these highways will in turn create advertising space along the right- 
of-way. A great deal of money could be made out of this new space 
by the billboard interests, and they will naturally try to cash in on 
the opportunity by opposing every form of control of roadside adver- 
tising. On the other hand, Mr. Chairman, the groups for which I am 
speaking contend that : 

1. This new advertising space will exist and will have value solely 
because the people’s money will be spent to create the superhighways. 
It is therefore the right and duty of Congress and the State legislatures 
to protect the people’s interest by setting up stringent billboard and 
advertising control alongside the new superhighways. 

2. There is ample legal precedent. The courts have ruled that the 
property owner has no inherent right to lease out the view from the 
highway, since the right to be seen from the highway is not one of the 
easements enjoyed by the property owner. This is based on an old 
principle of real property law as brought out in the Vermont courts in 
Kelbro v. Myrick (113 Vt. 64, 30 Atl., 2d 537 (1943) ), to which Mr. 
Westwood «ulluded. 

There is also abundant legal precedent based on the nuisance charac- 
teristics of billboards and on esthetic values. Among them are: 
Preferred Tires v. Village of Hempstead (19 N. Y. 52d 374 (194 )); 
Monterey County v. Bassett (No. 16909, Superior Court, Monterey, 
Calif.) ; Commonwealth v. Trimmer (53 Dauphin 91 (Penna. 1942) ). 
And numerous others that are in the pamphlet which Mr. Westwood 
put into the record. 

This billboard restriction does not deprive the owner of an inherent 
right, since he cannot be deprived of what he does not have. There 
is also ample precedent for a Federal-State partnership as proposed 
in S. 963; such as the Pittman-Robertson Act for wildlife protection 
and the Dingell-Johnson Act for fisheries. 

Therefore, Mr. Chairman, the groups I represent ask that you imple- 
ment billboard and advertising control by amending the Federal-Aid 
Highway Act of 1956 as set forth in S. 963. But we also urge that 
you modify S. 963 so as to provide: 

(a) That prevention exist within 750 feet on either side of the outer 
right-of-way boundary, rather than 500 feet. This additional dis- 
tance is needed to give adequate protection. 

(5) That funds allocated to a State may be used by the State to pay 
for acquiring necessary easements. 
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(c) That 10 percent of funds allocated to a State be withheld unless 
the State agrees to take specified preventive action against billboards. 
oe believe that this is a very necessary insertion of teeth into the 
aw. 

Mr. Chairman, I have heard arguments by the billboard industry 
that run about as follows: 

1. Billboards are handsome and dress up a highway. I'can only 
ask you and all the other persons present in this room to recall your 
last trip from Washington to Baltimore through the screaming 
hideousness of the billboard jungle along U. S. Route 1, and to con- 
trast it with the peace, beauty, and efficiency of the trip now possible 
along the Washington-Baltimore Freeway with its blessed freedom 
from advertising signs. 

2. Billboards are a safety device. They keep the motorist interested 
and alert. Mr. Chairman, in the first place it is the duty of public 
authority, and not of the billboard industry, to take care of highway 
safety. In the second place, no advertiser in his right mind is going 
to put up money for billboard space unless he expects to intrude on 
the motorist’s attention. The very existence of the billboard de- 
pends on its ability to shock the motorist into giving his attention. 
Any distraction of this sort is a menace to safe driving at the high 
speeds—and they are going to go higher—permitted on superhigh- 
ways, and the genius of an Einstein could not reconcile this fact with 
the contention that billboards promote safety. 

3. Billboards are good for business. I would like to ask, good for 
what business besides, of course, the billboard business? Why do in- 
vestment bankers—who certainly know what’s good for business— 
insist that land along a turnpike right-of-way be given protection 
against billboards when they are arranging to market the turnpike 
bonds? Why would it be good for business for the Government to 
discriminate along the superhighways in favor of a segment of the 
advertising industry, while the very nature of a limited-access high- 
way precludes access of other businesses to this area ? 

would like to interpolate to say, why would it be good for the 
tourist business to allow billboards when such places as Hawaii or 
Switzerland prohibit them, and their whole economy is booming. 

Why does the rise of economic values go hand in hand with bill- 
board control, as is exemplified in the New York Thruway? This 
longest stretch of expressway, billboard-free, in the Nation has had 
new industries built in adjacent areas, with payrolls of more than 
$100 million for 30,000 people. Similar examples of rise in economic 
values can be cited where protection against billboards has been set 
up along superhighway developments in Golden Gate and Marin 
County highways in California, in the Maine Turnpike, and in the 
Redwood Highway of Oregon and the highways of the Hawaiian 
Islands. 

Mr. Chairman, I just don’t believe that the voters of America can 
be made to believe that it is good for the national economy to squander 
millions of dollars, and thereby contribute to inflation, in order to 
deface our wonderful country with a hideous rash of billboards along 
the great network of our new superhighways. Mr. Chairman, I be- 
lieve that right here in this room during the present hearings we are 
going to take a step backward, a step that will lead our country into 
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41,000 miles of billboard nightmare-land; or we are going to take a 
step forward that will lead to civilized order, beauty, peace and effi- 
ciency along the superhighways. Which shall we choose? I pray 
God it will be a step forward. ’ ’ 

Senator Gore. Suppose the committee does nothing? Which step 
is that going to be? 

Mr. Purvis. That would be a step backward, because nothing 
would be not having billboard control, as I see it. 

Senator Gore. In other words, this is not a situation in which we 
can sit still and do nothing and preserve the status quo? 

Mr. Putuirs. Absolutely not, sir. 

Senator Gore. It is an area, in your opinion, that requires action. 

Mr. Puitures. Action, and dynamic action; yes, sir. 

Senator Gore. What do you mean by dynamic? That is a bad 
word around here. 

Mr. Putuies. Let’s say constructive. That is a good word. 

Senator Gore. How about bipartisan ? 

Mr, Puutiies. I will go for that, too. 

Senator Gore. Thank you. 

The committee will next hear Mr. Fred W. Tuemmler, city planning 
conservationist and chairman of the Suburban Maryland Advisory 
Board. 

(No response.) 

Senator Gore. The committee will next hear Mr. Frank Blake, 
testifying in behalf of Dr. Lauer. 


STATEMENT OF FRANK BLAKE 


Mr. Brake. Thank you, Mr. Chairman. I wish to make this state- 
ment in behalf of Dr. Lauer. I regret very much that it is necessary 
to state that Dr. Lauer is ill and confined to his bed in his hotel room 
here in Washington. He was here yesterday prepared to offer his 
testimony and he has asked me to re to this committee his regrets 


that his doctor will not permit him to leave the hotel for a period of 
several days. 


I have a 1-page statement here. I cannot answer any question 
pertaining to it. I will read it with your permission. 
(The statement is as follows:) 


STATEMENT OF Dr. A. R. LAUER, PROFESSOR OF PSYCHOLOGY AT IOWA STATE COLLEGE, 
AS READ BY FRANK BLAKE 


My name is A. R. Lauer. I am professor of psychology at Iowa State College 
and have been engaged in research studies of traffic-accident causation from 
the standpoint of psychology since 1928. I have spent most of my time on 
research in this area since 1950. We have completed some 250 problems in this 
area, the results of which have mostly been published. 

Our studies have ranged from the legibility of license-plate numbers to atti 
tude tests for drivers, driver-license examinations, and driver efficiency and 
fatigue. In these investigations and in the literature we find a great deal of evt1- 
dence that the monotony of some limited-access highways:tends to lower alert- 
ness, attention, and to produce drowsiness which laymen often refer to as high- 
way hypnosis. 

In one laboratory study realistic roadside stimuli were introduced as possible 
distraction stimuli, i. e., farm structures, school buildings, road signs, advertising 
signs, radio towers, animals, railroad tracks, etc. These stimuli tended to pro- 
duce a beneficial effect on simulated driving in a laboratory situation. 
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We were able to check our results against a very thorough study of highway 
installations made by the Michigan Highway Department and the Bureau of 
Public Roads. By a mathematical process commonly used for such purposes we 
found almost a perfect parallel in results obtained by the two methods. The 
conclusions were that stationary roadside installations which are close eneugh 
to permit a normal scanning of the field of view within 15° to each side tended 
to act in a beneficial way to driving efficiency by keeping the driver at a higher 
state of alertness. 

In other words, our findings do not show anything but a beneficial effect’ from 
advertising signs. 


Mr. Brake. Thank you very much. 


Senator Gore. Thank you, Mr. Blake. I am sorry Dr. Lauer is ill 
and I hope he soon recovers. 

Mr. Buaxe. I will convey that message. 

Mr. Chairman, Dr. Lauer wanted to comment on the Minnesota sur- 
vey. He asked that if he may have permission, he would like to send 
a letter at a later date to the committee on that subject. 

Senator Gore. The committee will be pleased to receive it; and if it 
is of reasonable length, it will be printed in the record at this point. 

‘Mr. Brake. Thank you very much. 

(The information referred to is as follows :) 

Marcu 30, 1957. 

I, A. R. Lauer, have carefully reviewed the revised (1952) report of the 
Minnesota Department of Highways entitled “Minnesota Rural Trunk Highway 
Accident, Access Point, and Advertising Sign Study,” and wish to call attention 
to the following features of the study as they pertain to advertising signs. 

1. It is stated that the study was made (p. 3) “to determine the relationship 
that exists between accidents and design features,” Somehow the problem of 
signs seems to have been tacked on later. 

A very good first-order analysis (relationship in which semeral features 
may, jdintly contribute) was made between the relationship of accidents to the 
foRewing variables, taken separately: (1) Number of lanes, (2) tangents and 
curves, (3) width of pavement, (4) speed and traffic volume, (5) percent of 
grade, (6) degree of curvature, (7) type of intersection, (8) type of access 
point, (9) number of access points a mile, and (10) signs. Some rather marked 
relationships are shown between accidents and some of the variables. The report 
is quite comprehensive and is useful in many respects. The Minnesota Depart- 
ment of Highways is to be commended for its work. 

2. The introductory statement (on p. 30 referring to signs) ignores the nul 
hypothesis and the psychological principle, well established, that some distraction 
tends to increase efficiency in many types of activities. The report seems pre- 
sumptive in stating (p. 30): “The basic concept of advertising conflicts with 
one of the fundamental principles of safe driving * * *. Because this competition 
for the attention of the motorist is successful, it seems axiomatic that accidents 
should be related to frequency of these signs.” 

3. Only 20.3 percent of the signs considered (p. 31) classify as belonging to 
billboards or painted bulletins of OAAA members. 

4. Correlational analysis is reported for only 3 of the 10 variables studied. 
No relationships are shown between various roadside, business enterprises. and 
advertising signs, accidents, or road design. The Michigan study is more nearly 
complete in this respect. Each of these was parceled out separately in the latter 
study. This is the acceptable way of treating a number of overlapping relation- 
ships. When this was done in the Michigan study the effect of advertising signs 
dropped out. In the Minnesota study the reader is led to accept the assumption 
that there is no relationship between the seven variables studied and not treated 
in the correlational analysis of signs. The Michigan study showed that there 
were such relationships. 

5. It is difficult for one with a reasonable amount of training in statistical 
methods to accept the “determinations” given (on p. 36) of the report at their 
fave value. Further analysis might very well change these radically. About 
all we can be sure of is that where there are more signs there is more traffic 
and there are more accidents. Correlation between two or more variables 
is never to be interpreted as a cause and effect relationship.* Softness of asphalt 
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has been found to correlate with infant mortality since both are associated with 
higher temperatures and rate of bacterial growth. One does not cause the other. 


Senator Gore. Are there other witnesses whom the chairman has 


overlooked ? 


(No response. ) 

Senator Gore. There will be incorporated into the record at this 
point statements submitted by the following: 

Representative Lee Metcalf, of the First District of Montana. 

Mr. C. E. Cunningham, secretary, Montana State Highway 
Commission. 
one: Robert Hamel, president, Montana Federation of Garden 
JiUDS. 

Mr. C. L. Williams, recording secretary, Painters Local Union 260, 
Great Falls, Mont. 

Mr. John Evanko, secretary, Cascade County Trades and Labor 
Assembly, Great Falls, Mont. 

Representative Iris Blitch, of the Eighth District of Georgia. 

Mr. W. A. Bugge, president, American Association of State High- 
way Officials. 

Mr. George J. Richards, deputy secretary of highways, Common- 
wealth of Pennsylvania. 

Mrs. Maude S. Morrow, executive secretary, North Carolina Motel 
Association. 
_ Mr. Leon Chatelain, Jr., president of the American Institute of 
Architects. 

Mr. Stewart M. Brandborg, assistant conservation director of the 
National Wildlife Federation. 

Mr. C. R. Gutermuth, vice president of the Wildlife Management 
Institute. 

(The statements are as follows :) 


CONGRESS OF THE UNITED STATES, 
HOUSE OF REPRESENTATIVES, 
Washington, D. C., March 5, 1957. 
Hon. ALBERT GORE, 
Chairman, Subcommittee on Public Roads, 
Senate Public Works Committee, Washington, D. C. 


Dear SENATOR GORE: On behalf of the 21,000 or more members of the Garden 
Club of Georgia, Inc., may I offer this statement in support of S. 963, the bill 
providing for control of outdoor advertising on lands adjacent to the National 
System of Interstate and Defense Highways. 

I am hopeful the 85th Congress will enact this legislation designed to promote 
a national policy of scenic beauty and travel safety on the national system. 

Accordingly, I would deeply appreciate having my statement favoring passage 
of S. 963 placed in the record. 

With kindest regards, I am 

Sincerely, 
Ignis BuitcH, Member of Congress. 


CONGRESS OF THE UNITED STATES, 
HOUSE oF REPRESENTATIVES, 
Washington, D. C., March 15, 1957. 


Senator ALBERT GorRE, 
Chairman, Subcommittee on Public Works, Washington, D. C. 

DEaR SENATOR GoRE: I am in favor of S. 963, to provide for the control of 
certain advertising on federally owned or controlled lands adjacent to the 
National System of Interstate and Defense Highways, which is before your sub- 
committee. 
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I will appreciate it if this letter and copies of the enclosed correspondence 
can be made a part of the hearing record, 
Sincerely, 


(Signed) Lee METCALF. 


State oF MONTANA, 
HieHway COMMISSION, 
Helena, February 25, 1957. 
Hon. Lee METCALF, 
Representative, House of Representatives, Washington, D. 0. 


Dear Sir: We are advised that legislation has been proposed in the Congress 
banning billboards and other outdoor advertising along the Interstate System 
highways. 

I am instructed by this commission to advise you that it favors legislation 
along the line proposed. It looks upon the matter as one having to do both 
with highway safety and highway scenic consideration. 

We will appreciate your support of legislation that will accomplish this 
proposal. 

Yours very truly, 


C. E. CUNNINGHAM, Secretary. 


MONTANA FEDERATION OF GARDEN CLUBS, 


March 4, 1957. 
Representative LEE METCALF, 


United States House of Representatives, Washington, D. C. 


Dear Sire: I have been informed by our National Council of State Garden 
Clubs’ president that Senator Gore is having a hearing of bill 963 in room 412 
Senate Office Building, March 4, 5, 6. 

The Montana Federation of Garden Clubs are in favor of legislation to pre- 
vent the erection of billboards along the highways already built and those being 
proposed in the great roadbuilding program. We, along with other natives of 
Montana and people all over the Nation, feel advertisements near the roads 
should be controlled to preserve the beauty of the landscape. We are also in 
favor of legislation to prohibit the throwing of refuse along these same roads. 

I presume these matters will be discussed at this hearing by the Subcommit- 
tee on Roadsides and as our voice in Washington, I hope you will personally 
inform the committee of our feelings on this. I speak for myself and for the 
2,500 Montana members of our organization. 

Sincerely, 


Mrs. Rosert HAMEL, 
President, Montana Federation of Garden Clubs, 
Chalimar Farm, St. Ignatius, Mont. 


[Western Union telegram] 
Hon LEE METCALF, 


House of Representatives, Washington, D.C. 


Dear Str: We request you to vote and work for the defeat of Senate bill S. 963 
and House bill H. R. 3977. If passed these bills would result in loss of employ- 
ment for thousands of painters, carpenters, sheetmetal workers, electricians, 
and other skilled tradesmen of the sign industries. 

C. L. WILLIAMS, 
Recording Secretary, Painters Local Union 260, Great Falls, Mont. 


CASCADE CounTy TRADES AND LABOR ASSEMBLY, 


Great Falls, Mont., February 16, 1957. 
Hon. Lee METcALr, 


House of Representatives, Washington, D. C. 

Dear Mr. Metcatr: The Cascade County Trades and Labor Assembly urges 
that you vote against Senate bill 963 and House Resolution 3977. If enacted into 
law these bills would result in loss of employment for thousands of painters, 
carpenters, sheet metal workers, electricians and other skilled tradesmen of the 
sign. industry. 


Very truly yours, JOHN Evanko, Secretary. 
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STATEMENT oF C. R. GUTERMUTH, VICE PRESIDENT OF THE WILDLIFE MANAGEMENT 
INSTITUTE 


Mr. Chairman, I am C. R. Gutermuth, vice president of the Wildlife Manage- 
ment Institute, one of the older national conservation organizations that is 
dedicated to the restoration and improved management of natural resources in 
the public interest. 

Conservationists across the country are in hearty accord with the objectives 
of S. 963. There is a real need for the kind of regulation proposed in this 
measure. The cluttered rights-of-way of many of the Nation’s highways already 
bear testimony to the lack of a uniform and realistic code relating to outdoor 
advertising. It is clear that the majority of outdoor advertisers are either un- 
able or unwilling to impose any successful measure of self-restraint in this 
regard. 

Billboards are competing with nature for the motorist’s eye. -In too matry 
areas the outdoor advertisers have won, and billboards effectively screen’ off 
all but a hasty view of the countryside. This is not because the signs are more 
appealing than a natural scene or bear messages of public importance, but simply 
because the signs are tall and broad and occupy an unfortunate and command- 
ing position alongside the highway. 

Billboards are placed to obstruct and intrude; the personal experience of many 
motorists will bear this out. In many instances, those more distracting or eye- 
catching signs are a safety hazard. The sweeping vista, the rising hill, the 
looping curve and any other site along the motorist’s natural path of vision often 
are occupied by a prominent advertisement of some sort. 

In many areas the saturation point has been reached and even exceeded. 
While my statement is not meant to condemn all outdoor advertising, Mr. Chair- 
man, it should be recognized that in the absence of positive regulation, the out- 
door ad men have permitted their efforts to exceed their expectations. This 
pertains to signs in the rural areas which provide an irritant rather than a 
service. Signs erected near the urban centers, however, and which pertain 
particularly to lodging, restaurants, and similar matters can and often do provide 
a real service. 

Although I have driven for many years and should be considered an autoist 
of more than average experience, I must acknowledge that the roadside back- 
ground of billboards, their varied shapes, colors, lights, and reflectors make the 
movement and flow of road traffic difficult to observe and to follow at times. 

Conservationists are hopeful, Mr. Chairman, that when the public takes to the 
wheel, it can be spared the necessity of having to peer under and around a cordon 
of billboards in order to obtain a glimpse of the natural beauty of the country- 
side. Without doubt, Americans look upon motoring as a relaxing experience, 
an opportunity to refresh one’s mind and spirit away from the day-to-day routine. 
This relaxation is not to be obtained if the driver and his passengers are forced 
to proceed through a tedious channel of billboards. Advertising can be read at 
home in the newspapers or over the television, or even heard on the auto radio as 
one proceeds along his way. 

Billboards are not in good repute. I have read many editorials, articles, and 
letters that decry the misuse of the Ameriean roadside for that purpose. Many 
of those statements support the control of outdoor advertising along the thou- 
sands of miles of roads that are contemplated under the new national program. 

It is hoped that outdoor advertisers will not remain oblivious or unwilling 
to recognize that as billboards become less popular with the public the advertising 
agency can damage the goodwill that it may have built or hopes to build for its 
clients. I assure you again, Mr. Chairman, that conservationists are hopeful 
that Congress will give early and favorable consideration to this proposal. 


AMERICAN ASSOCIATION OF STATE HIGHWAY OFFICIALS, 
March 21, 1957. 
Hon. ALBERT GORE, 
Chairman of the Senate Roads Subcommittee, 
Senate Office Building, Washington, D. C. 

My Dear Senaror Gore: Mr. W. A. Bugge, president of the American Asso- 
ciation of State Highway Officials, has asked that I file the enclosed statement 
on the subject of roadside advertising with your committee for the record. 

Yours very truly, 
A. E. Jounson, Executive Secretary. 
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STATEMENT OF W. A. BuGGrE, PRESIDENT, AMERICAN ASSOCIATION OF STATE 
HIGHWAY OFFICIALS 


Gentlemen of the committee, my name is W. A. Bugge and I am director of 
highways for the State of Washington. In presenting this statement, I do so 
as president of the American Association of State Highway Officials. 

In other words, I speak for those agencies to whom you look to build this 
desperately needed highway program, the several State highway departments. 

It is the policy of the association to officially speak to Congress through our 
officers and due to the press of advancing the big highway program, it is impos- 
sible for me to come East to testify at this time, so therefore, we are filing this 
statement for the record and for the advice of your committee. 

When I appeared before you on January 8 of this year regarding progress being 
made by the States under the Federal-Aid Highway Act of 1956, the subject of 
roadside advertising was raised and I answered that the States had no policy on 
the matter. In fact the several highway departments in convention at Atlantic 
‘City this past November did not develop a legislative policy for 1957. They did 
not wish to press for any changes in Federal road legislation until a little experi- 
ence had been gained under the act of 1956 and determine if changes were needed. 

Since that time the matter of roadside advertising has become of increasing 
importance with the introduction of proposed legislation S. 963 and with the 
recommendation of Secretary of Commerce Weeks. 

In the past 40 years the Bureau of Public Roads and the highway departments 
have had few if any secrets that they held from the other and this historic part- 
nership has resulted in the finest example of Federal-State relationship that 
exists. 

It has also created the world’s best highway-building team. We wish to say, 
however, the State part of this “partnership” was not consulted by the Commerce 
Department regarding the recommended legislation presented to your committee 
on March 18, 1957, by Secretary Weeks. 

We fail to concur in any philosophy that the States are putting very little in 
the interstate program, so therefore, should have little consideration. 

It is true the States expected to put up only 10 percent of the matching on the 
Interstate System, but that 10 percent is a very real and major item in State 
finances. Also one must not lose sight of the fact that the States are having to 
increase the highway departments forces drastically to handle the accelerated 
program and are assuming the total cost of maintenance and operation of the 
roads constructed. Maintenance lasts a long time and on the interstate type of 
highway is exceedingly expensive. The States definitely are full partners in an 
overall highway program and deserve a partner’s consideration. 

Since your current hearings started we have made a telegraphic poll of the 
State highway departments and they were supplied with all proposed Federal 
legislation on the subject of roadside advertising. 

At this time we have received replies from 38 of the States. Twenty-nine 
advise they favor the regulation and control of outdoor advertising along the 
interstate network. They vary as to degree and as to the physical width of 
such control along the highway, but the returns indicate the State people who 
build and operate the Nation’s major roads favor regulation. 

Thirty-two of the thirty-eight indicate they have no existing authority to 
regulate to the extent specified in proposals before your committee. 

Many of the States have authority to regulate signs off the highway rights- 
of-way in the vicinity of railroad crossings, curves, and intersections where 
they might constitute a traffic hazard by obstructing sight distance or detract 
from the drivers attention. 

Many also have the right to exclude signs off the right-of-way that by legend 
or location confuse the motorist or conflict with official traffic control devices. 

All highway departments have the right to limit signs on the rights-of-way 
to official highway signs. In that connection, the association is currently devel- 
oping standard signing for the Interstate System. Experience has taught us 
that high-speed, high-capacity, divided-roadway, controlled-access highways re- 
quire a different concept in signing than for conventional highways. The 
modern interstate controlled-access facility needs a minimum of caution and 
warning signs since there will be no rail crossings at grade, no traffic lights on 
the traffic thruways and curves and grades will be easy. 

It is important, however, that informational and guide signs be properly 
placed and of sufficient letter size to be legible at great distances. It is impor- 
tant that the motorist who is driving long distances at relatively high speeds 
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be sufficiently advised in advance of his exit point and be in the proper lane 
when he wants to leave the highway. 

In developing standard signing for the interstate, we are also developing those 
signs needed to apprise the motorist of the existence and location of essential 
services so he need not rely on commercial roadside signs for his information. 

We know that certain commercial and civic signs are of considerable service 
to the motorist. We refer to hotel or motel signs, restaurants, motor repair 
service, chamber of commerce signs, civic organizations giving time and place 
of periodic meetings, historical sites, recreational areas, public institutions, etc. 

We realize that certain other signs such as property for sale, lease, or rent, 
or industrial plant names and product manufactured at the plant, and services 
or products for sale at a business establishment, have the right to be erected. 

The whole picture is complicated and is one that deserves uniformity of 
treatment on the whole Interstate System if the full esthetic value of this fine 
road network is to be developed and maintained. 

It is doubted if sign regulation can be justified to a great extent from 
the traffic safety aspect alone, especially when States have the right to regulate 
them at points where they might create a traffic hazard. The main justification 
therefore is from the angle of preserving the natural beauty of the area tra- 
versed by the highway, and that would appear to be of sufficient justification 
for some regulatory legislation to be enacted. 

It would not appear that a roadside billboard would detract the attention 
of the driver of a vehicle as much as would a beautiful mountain peak, a 
thrilling waterfall, or a panoramic view of a beautiful valley spreading out 
below a high vantage point on the highway. However, at these sites of natural 
scenic vistas, roadside rest areas will be developed where the motorist may 
stop and enjoy the wonders of nature at his leisure. 

It is known that to construct the Interstate System to standards that will 
safely carry traffic, approximately three-fourths of the system will be on new 
locations. 

In all cases where possible, the new routes will be close enough to the old 
road that the existing road may serve as a distributing and collecting traffic 
facility for the new modern highway. 

We know that some existing commercial investments will be left on the 
old road, but the controlled-access feature of the new interstate facility will 
eliminate the possibility happening to new businesses that will spring up 
along the new routes. 

The highway official does not rejoice in misfortune befalling anyone, but this 
thing of relocating because of obsolescence and inadequacy of a road and leav- 
ing existing business on old roads has been occurring for many years, and now 
we must place the welfare of the many over the interests of the few and all 
motels, restaurants, and service stations are not on the interstate, but are 
pretty generally distributed over the entire primary system of highways. 

New and modern facilities will develop along the new interstate routes and 
will create many times the assessed evaluation and business that will be lost 
by these commercial establishments that rely on highway travel for business and 
will be left on old roads. In fact, it would appear sufficient additional traffic 
will be generated by the new highways to warrant new motels and service 
stations being built. Most of this development will occur at the interchange 
locations. 

We have been admonishing the States on the need for planning these inter- 
change areas to where they will not be crowded and operate to create traffic 
accidents and impede the flow of traffic to and from the traffic throughways of 
the interstate route. 

Signing in these areas also presents a problem if they are not to create such 
a “blaze of neon” as to confuse the motorist and contribute to traffic accidents. 
Planning must also recognize such things as ample parking space and traffic 
channelization and maneuvering space. 

Any costs connected with control or regulation of outdoor advertising along 
the highways that might be enacted at the Federal level, should be as much the 
part of the cost of the project as the right-of-way. In many instances, not all 
right-of-way taken is required for the physical construction, but is needed for 
the operation, drainage, etc., of the highway. Roadside-advertising control would 
be in this same category. 

The act of 1956 makes the statement that it is the intent of Congress to con- 
struct the Interstate System, and the authorization is for the full program of 
13 years, and the basic matching is 90 percent Federal and 10 percent State, and 
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the Secretary of Commerce is charged with administering the program, and the 
State highway departments are given the job of constructing the roads, then 
maintaining them at State expense. 

We assumed these elements were outlined to give the necessary assurances to 
transportation, materials manufacturers, road-equipment producers, highway 
contractors, and the States to plan finances and gear up to handle the program. 
We considered the assurances and specified matching as a commitment from 
Congress to the States. 

The 5 percent penalty as proposed by the Commerce Department which has 
been left-handedly referred to as an incentive, is introducing a new condition 
and changing the basic matching ratio if it be a bona fide incentive proposition. 
If the condition of regulating outdoor advertising would have been in the 
Highway Act of 1956 and it was understood that the 90-percent Federal con- 
tribution was contingent upon States’ compliance, that would have been some- 
thing else. 

To amend existing interstate matching requirements not to invoke a 5-percent 
penalty for a new condition would be a breach of good faith and would definitely 
impair the States’ confidence in the whole program. The next time it might be 
a 10-percent penalty for still another item or condition. 

If there is any cost connected with controlling and regulating roadside adver- 
tising, and a majority of the States seem to agree it is desirable, it should be 
paid for as part of the overall program and on the same basis of participation. 
To add the cost of this item entirely at the State level would add to an already 
serious problem in many States of meeting the increased Federal-aid matching 
requirements and still supply State funds to construct the many other roads in 
the State that are of prime importance at the local level. To absorb a 5-percent 
penalty, even on a project-by-project basis, would create an impossible situation 
in some States. 


STATEMENT OF GEORGE J. RICHARDS, DEPUTY SECRETARY OF HIGHWAYS, 
COMMONWEALTH OF PENNSYLVANIA 


My name is George J. Richards. I am deputy secretary of highways of the 
Pennsylvania State Highway Department, and my purpose in appearing before 
you today is to present the views of the Honorable George M. Leader, Governor 
of the Commonwealth of Pennsylvania, with respect to the subject being consid- 
ered by your committee at this time. 

Governor Leader views with much dismay the increasing amount of adver- 
tising along the major scenic highways of Pennsylvania. He believes that these 
major scenic highways should be kept scenic, and strongly supports legislation 
which will achieve this objective. 

It is Governor Leader’s understanding that the Secretary of Commerce re- 
quested consideration of a bill which he has submitted to this committee. In 
view of this, the Governor would like to study this bill in conjunction with the 
favorable provisions of the other bills and submit his recommendations at the 
time the committee formally considers the bill which has been submitted by the 
Secretary of Commerce. The Governor’s viewpoint is, on behalf of the Com- 
monwealth of Pennsylvania, that our people will be best served by strong and 
effective Federal legislation, as well as by legislation which his administration 
will shortly present to the General Assembly of Pennsylvania. 


STATEMENT OF MAuDE S. Morrow, EXECUTIVE SECRETARY, NORTH CAROLINA MOTEL 
ASSOCIATION 


RALEIGH, N. C., February 28, 1957. 
Hon. W. Kerr Scort, 
Senate Office Building, 
Washington, D.C. 


Deak SENATOR Scott: We were informed by your office this morning that the 
public hearings on Senate bill 963, introduced by Senator Neuberger, will be held 
on Tuesday and Wednesday, March 5 and 6. Since we cannot be present at this 
hearing, the purpose of this letter is to inform you of our objections to this bill. 

As the trade association for the more than 750 motels in our State, we have 
given Senate bill 963 serious study, and we are unalterably opposed to this 
measure. 
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The expanded Federal highway program during the next 13 years will cer- 
tainly have a tremendous impact on the motel and motor-court industry in North 
Carolina. It has been estimated that on a national scale more than 50 percent 
of the present mileage will be moved to new rights-of-way. It is logical to assume 
that in North Carolina most of this relocation is likely to occur in areas where 
there is the greatest concentration of motor courts and motels. Many motels and 
motor courts will suffer drastically as a result of being bypassed, and, without a 
question of a doubt, if roadside advertising is prohibited on private property 
contiguous to the Interstate Highway System, the entire roadside business indus- 
try will suffer serious, unwarranted, and unnecessary economic loss. 

To put it bluntly, the only hope a bypassed motel has to attract business is 
roadside signs—they are the lifeline. Take away the signs, the traveler has no 
way to find the motel, and the owner of the business faces financial ruin. Motels 
and motor courts in North Carolina are, for the most part, small businesses in 
which people have their life’s earnings. And at the present time they are facing 
problems from all directions. 

Also, there is the matter of service to the traveling public. People cannot 
travel 24 hours a day; they have to stop to eat, sleep, and buy gasoline. Take 
away the roadside signs and they do not know where to ge, and good tourist 
dollars are lost to North Carolina. We need that outside money, unless we 
want to earn our living taking in each other’s washing. 

Senate bill 963 states the purpose of the measure is to protect scenic beauty 
and safety of travel. There is no justification for the inclusion of safety in the 
bill. The National Safety Council has repeatedly stated that advertising signs 
help overcome highway hypnosis due to landscape monotony. Studies by Dr. 
A. R. Lauer, director of the driving research laboratory at lowa State College, 
support the benefits of roadside advertising. 

Studies on the New Jersey Turnpike by Chief Engineer Charles M. Noble 
show an increase of traffic accidents due to monotony. 

Safety, therefore, cannot be justified for the proposed invasion of property 
rights. 

On the esthetic side there is also serious question of the benefits to be obtained 
when weighed against the economic loss to manufacturing industries, labor, and 
roadside business. 

Beauty is a relative term. One man’s beauty is another man’s bane. Forests 
of telephone, electric utility, and telegraph poles cannot be said to enhance the 
beauty of the landscape. Yet, they are not included in this bill. 

North Carolina has many, many beautiful scenic attractions, and we want 
the traveling public to see these sights. However, the motel operators do not 
want to go bankrupt in the process for the lack of roadside signs. 

Last year when the highway bill was finally passed there was some doubt 
whether the program could be accomplished with the money proposed. Increas- 
ing costs have increased the doubt. Now we propose to purchase the advertising 
rights on 1,000 feet of land 41,000 miles long. Such a program will completely 
dislocate the economics of the highway program. 

The Interstate Highway System has wisely been designated limited access. 
The North Carolina Motel Association has strongly endorsed this program, know- 
ing that many motel operators will be sacrificed to progress. 

Surveys reveal that the motel industry contacts from 12 to 30 percent of 
its business through the mediums of roadside signs... With the construction of 
limited-access highways, the program of establishing contact between the motorist 
and the service industry becomes more acute. Bypasses and relocations will 
place the majority of motels at locations with more difficult access. Highway 
signs will, therefore, be of increasing importance in establishing contact between 
the motorist and the service industry. 

There are innumerable implications that question the wisdom of prohibiting 
roadside advertising besides those of economic impact. 

The exercise of the police powers of government solely for esthetic purposes 
is not a well-established principle and can be seriously questioned if invoked 
at the expense of the economic well-being of large segments of the economy. 

No systematic survey has been undertaken to determine the attitude of the 
public at large toward roadside advertising. The spot checks that have been 
made show those who object to road signs are a very small minority. 

It is unrealistic to assume that highway departments must employ vast num- 
bers of signs to make the highways safe, convenient, and usable for the motorist 
but that necessary services upon which the motorist depends can operate in a 
vacuum of oblivion. 
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According to the testimony given before the Senate subcommittee, 75 percent 
of the interstate routes approved so far will be on new locations. This means 
that many motels and other service industries will be removed a considerable 
distance from the highway. Most of the facilities can remain competitive with 
the new facilities that mushroom around the interchanges if they can establish 
contact with motorists through road signs. Without this contact they will become 
unnecessary casualties of ill-advised regulations. 

You have always protected the interests of the little people of North Caro- 
lina. You have been a friend and supporter of the North Carolina Motel Asso- 
ciation. We can depend on you, and for this we are very grateful. We are now 
asking that you defeat Senate bill 968. It is very shrewdly written, but it would 
cut the throats of the motel owners and operators in North Carolina. 

In case you have never seen one, we are enclosing a brochure which we sent 
out to all motel operators in North Carolina during the month of October. 

With kindest personal regards and all good wishes, I am 

Sincerely yours, 


Mrs. MAUDE S. Morrow, 
Executive Secretary. 


STATEMENT OF LEON CHATELAIN, JR., F. A. I. A., PRESIDENT OF THE AMERICAN 
INSTITUTE OF ARCHITECTS 


My name is Leon Chatelain, Jr. I am the president of the American Institute 
of Architects, the professional society representing the registered architects of 
the United States. Our organization comprises some 12,000 members and has, 
for a century now, actively concerned itself not only with improving our archl- 
tectural standards but with improving the general environment in which we all 
live. 

The board of directors of the A. I. A., on February 25, 1957, adopted the fol- 
lowing resolution of policy upon the recommendation of the AIA committee on 
community planning: 

“The American Institute of Architects is firmly opposed to any outdoor adver- 
tising whatsover, adjacent to Federal, State, or local highways.” 

Our entire membership is deeply interested in protecting the public interest 
along our highways. The 12,000 members of the American Institute of Architects 
are periodically advised through our bulletin on the progress of legislation in 
this respect. 

The American Institute of Architects strongly favors the bill introduced by 
Senator Neuberger pertaining to the control of billboards on federally controlled 
lands adjacent to the National System of Interstate and Defense Highways, 
and to encourage such control on other lands adjacent to such National System. 
It is an important step toward providing the wholesome, beautiful environment 
to which our people are entitled. 

We wholeheartedly welcome the new Federal highway law as evidence that 
we may at last catch up with the automobile age—at least in the open country. 
However, unless we strictly control indiscriminate mushrooming growth of signs 
and billboards we will cancel out many of the benefits of this expensive public 
roads program. Instead of contributing to a better, more wholesome environ- 
ment for this and future generations of Americans, we would expose our land 
to vast new belts of uncontrolled, unesthetic commercialism. 

We architects look on a well-designed, efficient highway much as we would 
on a building. Primarily, of course, both the highway and the building serve 
a distince function—the one to provide transportation, the other to provide 
shelter. But true function of everything we build must also include esthetic 
considerations—proportion, design, and appearance. For the buildings and roads 
we erect are by themselves an expression of our culture. They are, whether 
we desire it or not, monuments by which future generations will judge us and 
which may inspire them as we are inspired by the Greek temples or the Napo- 
leonie highways which grace the European countryside. 

We have full confidence that the engineers entrusted with building our new 
Interstate Highway System will create roads which we will admire not only 
for their efficiency but for their beauty. It would be nothing short of criminal 
irresponsibility to allow the esthetic destruction of 1 more acre of our, land at 
a time when virtually every major community in the United State is seeking 
ways to control the spreading blight of housing deterioration. 
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I think I am speaking not only for the architects but for all citizens when I 


“say we do nov want billboards along our highway any more than we want them 


in our backyards. The great American countryside is and must be considered 
the backyard of all Americans, not merely the commercial highroad of com- 
mercial interests seeking a captive audience. 

The Supreme Court acknowledged this concept when it held, in sustaining 
the District of Columbia Redevelopment Act of 1945, that the concept of the 
public welfare is broad and inclusive. The values it represents are spiritual as 
well as physical, esthetic-as well as monetary. It is within the power of the 
legislature to determine that the community should be beautiful as well as 
healthy, spacious as well as clean, well balanced as well as carefully patrolled. 

The American Institute of Architects has always held with this concept. It 
is striving constantly to create architectural values which are spiritual os well 
as physical esthetic as well as monetary. Thus we feel that only by doing 
this do we fulfill our obligation to society. 

There can be no compromise with this concept. The rationalization that beauty 
must be tainted with a little bit of ugliness to express highway function is 
already being heard. We are told that we must have billboards and similar 
examples of commercial roadside architecture along our new roads so that we 
will not be hypnotized by monotony. This is solemn nonsense. It is interest- 
ing to note that Mr. Bertram D. Tallamy, the Administrator of the Federal 
roads program and former chairman of the New York State Throughway Au- 
thority, barred billboards from the throughway and built carefully designed, 
sweeping curves into the giant toll road to eliminate any such danger. It is 
less than convincing to hear now that the best solution to such problems of 
design is to provide commercial distractions in the form of soap, beer, and 
popcorn advertisements. 

The Bureau of Public Roads tells us that the ratio of accidents on limited- 
access roads compared to other roads with the same traffic voluine is 1 to 5. 
Most of these limited-access roads—expressways and parkways—control or bar 
advertising billboards. There is no substantiation whatsoever that advertising 
signs keep the driver awake and therefore help prevent accidents or do anything 
else, for that matter, than blight our countryside. 

We urge the Congress to adopt S. 963 as it stands without modification or 
aimendment by those who will tell you that their advertising signs are diverting 
and educational improvements on the panorama which God had provided. We 
toust have effective control of outdoor advertising along our highways to maintain 
not only the beauty of our land, but our national pride and self-respect. 

Thank you. 





STATEMENT OF STEWART M. BRANDBORG, ASSISTANT CONSERVATION DIRECTOR, 
NATIONAL WILDLIFE FEDERATION 


I am Stewart M. Brandborg, assistant conservation director of the National 
Wildlife Federation. 

I wish to endorse the purposes of S, 963, and other measures to restrict bill- 
boards and advertising displays along the National System of Interstate and 
Defense Highways. 

Our landscapes offer much of beauty and interest to the highway user, whether 
he be local traveler or tourist en route from one corner of the Nation to another. 
We are a traveling people and our travels afford a real opportunity to enjoy the 
rich and varied scenery of a continent that is diversified in its land formations, its 
animal and plan communities. The new highway system will provide great road- 
ways from which those can be viewed and appreciated. From Maine to Florida 
and from Texas to Tennessee, Americans will be given a greater opportunity to 
gain firsthand acquaintance with people and landscapes of other States and 
regions. In business, as well as in our pleasure, we shall be able to enjoy 
unequaled opportunities for growing better acquainted with this land of ours. 

The superhighways of this new system must not be disfigured by the billboard 
scourage. 

Promotional advertisements confront the average American nearly every hour 
of theday. In addition to the invasion of the privacy of his home through nearly 
every medium of communication, these brain children of the modern advertising 
experts have been allowed to overrun the natural beauty of our outdoor land- 
scapes. On a Sunday drive, we are confronted with every imaginable form and 
mixture of paint and stylized design. We are forced to view artificial scenic 
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creations through the mind’s eye of the advertiser when the simple, unadorned, 
and natural landscape would do a much better job of inspiring appreciation of 
our country. It seems almost unnecessary to enumerate the many objections 
offered by the outdoor-loving public against the gaudy billboard creations of the 
high-pressure advertising industry. Suffice it to say, the roadways of our new 
highway system are the one place where we should not be forced to put up with 
this blight of the countryside. 

Automation and jet-age technocracy have done much to speed up our daily 
living and to increase the pressures which are felt by the American people. These 
tensions are undoubtedly responsible to a large extent for the increasing popu- 
larity of recreation that takes people into our fields and forests and onto our 
mountains and seashores to enjoy hiking, picture taking, nature study, hunting, 
fishing, and many other relaxations. 

In 1956 over 200 million visits were made to our great State and Federal 
parks and forests. A recent study reveals that 25 million people over 12 years 
of age hunt and fish. This further attests to the strong attraction that takes 
the American people into the outdoors. 

Legislation before this committee is the first step in implementing a set of 
standards that will afford the needed protection of irreplaceable scenic values 
in the development of the new national highway system. The National Wildlife 
Federation, on behalf of the more than 2 million sportsmen and lay conserva- 
tionists with whom it is associated through State affiliates and local organi- 
zations, urges enactment of this measure. We feel that it is sound business 
to write off the limited loss of revenue to the outdoor advertising industry in 
favor of the scenic and safety benefits that can be enjoyed by millions of 
Americans. 

We favor the proposals to exclude all advertising displays from the area 
750 feet on either side of the outer right-of-way boundaries. 

The measures before this committee seek protection and enhancement of 
scenic views made accessible by the public moneys which will be invested in 
this badly needed highway program. Being made accessible through expenditure 
of public funds, these values must be considered public property, and encroach- 
ments upon them for the benefits of the outdoor advertising industry cannot be 
justified. 

I respectfully urge that amendments to the Federal-Aid Highway Act of 1956 
be passed in a form that will allow the fullest protection and improvement of 
the scenic resources of our roadsides. 


Senator Gore. This will close the public hearing on the subject at 
this point, with the exception of the appearance of Mr. Tallamy, the 
new Administrator of the road program, whose appearance was can- 
celed this morning in order to allow the completion of testimony of 
the public witnesses who have appeared. 

The committee thanks all of the witnesses and the spectators for 
their patience and understanding of the difficulties under which we 
have operated, and the complexity of the subject matter and the limi- 
tation of comprehension or excess of discernment, as such may have 
appeared. 

The committee stands adjourned. 

(Thereupon, at 11:22 a. m., the subcommittee was adjourned.) 
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TUESDAY, APRIL 2, 1957 


Unrrep States SENATE, 
CoMMITTEE ON PusLic Works, 
SUBCOMMITTEE ON Pustic Roaps, 
Washington, D. C. 
The subcommittee met, at 10:10 a. m., in room 412, Senate Office 
Building, Hon. Albert Gore presiding. 
Present : Senators Gore (chairman of the subcommittee) , Neuberger, 
Case, and Cotton. 
Also present: Senators Martin (Pennsylvania) and Hruska. 
Senator Gore. The committee will come to order. 
Mr. Tallamy, the committee welcomes you back to summarize and 
complete the review of the road program to date. 
Off the record. 
(Discussion off the record.) 
Senator Gore. On the record. 


‘STATEMENT OF BERTRAM D. TALLAMY, FEDERAL HIGHWAY AD- 
MINISTRATOR: ACCOMPANIED BY J. C. ALLEN, ASSISTANT 
COMMISSIONER FOR ADMINISTRATION 


Mr. Tatriamy. It is a pleasure for me to meet again with this com- 
mittee and discuss our mutual problems in connection with the ad- 
vancement of the Interstate System. 

I thought it would be interesting to the committee if, in relation to 
-outdoor advertising, the members had before them examples of the 
type of signs which would probably be constructed on the Interstate 
System in order to inform traffic as to how to operate on that system, 
because there is a relationship I believe between the official signs and 
potential outdoor advertising. I am not informed to the effect that 
the committee has had presented to it yet any information regarding 
the repetition of official signs or their size or character, and I thought 
you would like to have it. 

In that regard, we now have two committees appointed by the 
American Association of State Highway Officials, composed of the 
administrative ‘officials of the various State highway departments, 
studying this problem. One has to do with the size and shape and 
route numbering, or the other type. of numbering of the Interstate 
System which we may develop. 

The other committee has to do with the physical characteristics of 
‘the signs go that they will be legible. 
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Senator Martin. Mr. Chairman? 

Senator Gore. Senator Martin. 

Senator Martrn. In the Interstate System do you plan giving the 
roads numbers? How are they to be designated ? 

Mr. Tatiamy. That is one of the things which we are now studying, 
whether they should be designated by number, by letter or name or 
some other characteristic. 

Senator Martin. What I am getting at is that there will be places 
where we will keep the old road sey we will have an entirely new 
road. I wonder i it wouldn’t be confusing to the public unless 
we had a special designation for the Interstate System. I have given 
a lot of thought to this, and I wonder whether you had developed it 
any. 

Mr. Tattamy. We have no definite conclusions at the moment. 

Senator Martin. Thank you very much. 

Mr. Tattamy. We are studying the problem and recognize that it is 
one, and we are thinking in terms of a special designation for the 
Interstate System, one which will be significant, one which will be 
recognized by shape, color, character, as well as written designation. 

That is one committee. The other committee is studying the physi- 
cal characteristics of the signs, and their location to inform traffic. 
So we have not at the moment completed our studies, and consequent! 
are not in a position to tell you definitely what the sign system will 
be. But I am quite sure it will be along the general lines of the 
system that we used on the New York State Thruway, which has been 
very successful, and I might say very popular. There may be devia- 
tions, of course, but this would give you a general idea of the type 
and character of sign. For instance, this is an illustration of the 
first sign that would appear as one would approach an interchange, in- 
structing the traffic that the next interchange has to do with Wash- 
ington Avenue, the city of Albany, and is 1 mile away. 

Then underneath it is another sign indicating that if you desire 
to take the State highway to the west, this is the place to do it, indi- 
cating Route 20. 

I think this is important: that sign is 9 feet 6 inches high, and.26 
feet long. The top line has 18-inch letters, the’ middle line, which 
of course is'the most important of them all, has 24-inch capital letters 
and 18-irich lowercase letters; very legible, reflectorized background, 
and reflectorized letters. 
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Senator Gorn. How far from the pavement will that sign be? 

Mr. Tatiamy. That sign is about 5 feet from the edge of the 
shoulder, which in turn is 10 feet from the edge of the pavement. 
So it is about 15 feet, the edge of the sign. The post is another 5 or 6 
feet beyond that. So the post would be at least 20 feet from the edge 
of the pavement. 

The position of a sign of this nature in relation to the edge of the 
pavement is very important because of the angle of headlight reflection 
from the sign to the driver’s eye, and if the sign gets too far off the 
edge of the pavement then it will not reflectorize properly. But with 
a large sign of this nature it can be at least that far from the edge of 
- pavement, which is considered reasonable from the traffic point 
of view. 

The next sign which would appear is one similar to this, which 
indicates that you are now approaching the interchange and advises 
you to keep to the right and it also informs you if you are debating 
whether or not you have enough gas, that the next interchange is 6 
miles away. You will know that you shouldn’t pass this up if for 
some reason you should not be on the road for 6 miles. 

This particular sign is 7 feet high and 18 feet long. You will 
notice that all of these signs I will show you, with the exception of 
1, have only 3 lines. A great deal of study and research went into 
the development of these signs, and it was found that more than three 
lines are quite less effective. So if there is an important message to 
get across, we should not have more than three lines to a sign. 
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Then as one is practically on the interchange, this type of smaller 
sign, which is normal on the State highways, is indicated, and ‘it is 
only 4 feet by 8 feet. Generally speaking, though, a sign of this 


nature on a highway system, which is not an express highway, would 
be about 3 feet square. 
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After one leaves the interchange,in other words, the first sign that 
traffic would see upon entering this highway, would be an instruction 
sign as to how to drive. This particular sign is 8 feet by 12 feet in 
— and has very large letters, 18-inch numerals with 12-inch capital 

tters. 
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I pointed out that occasionally we have signs with more than three 
lines. They are of lesser importance than the others. These are 
signs which are also located on the approach to the interchange. 
They show the location of communities not immediately adjacent 
to the Interstate System but which can be reached by leaving the 
Interstate System at this particular interchange. By this means 
people who live, operate businesses or commercial establishments be- 


yond the immediate vicinity of the Interstate System will also have 
recognition on the system. 
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Cooperstown 


Oneonta 


Another thing that we found very important, particularly in recrea- 
tional areas, is our signs which show the general characteristic of the 
region through which the Interstate System may go. That general 
characteristic may extend back 150 miles, maybe more. If one were 
in the vicinity of Yellowstone Park, obviously it would be much 
more than 150 miles. In New York I would judge that it would ex- 
tend about 150 to 200. 

A difficult problem is posed in relation to regions which have a 
special attraction to tourists, especially long distance travelers, be- 
cause it is perfectly evident that signs indicating all of the commu- 
nities in a recreational area of magnitude could not be placed on an 
interstate system. There would just be not room enough for them. 

In New York we established a plan, which I think is good. It is 
well received indeed, and probably will be a guide for inclusion on the 
Interstate System. It is a sign like this, composed of 1314-inch let- 
ters, 22 feet long, indicating that if you desire to go to the Finger 
Lakes region in the State of New York—which is a great recreational 
area—you should use any of the interchanges from 40 to 43. 
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Senator Corron. Of course, Mr. Chairman, this evidence of neces- 
sity is a great advertisement for the State of New York. I would 
like to put in the record that New Hampshire has much more beauti- 
ful regions. 

Mr. Tatxamy. I am going to lead up to a point, Mr. Chairman, 
which won’t be the advertising of New York. 

Senator Gore. I wonder if, as an official of New York, the gentle- 
man appearing was diligent in advising the people of New York and 
of other States of the beauties and advantages of New Hampshire. 

Mr. Tatnamy. Yes; we were. We recommended that the people 
in the Middle West come through New York via our expressway to see 
not only New York but all of New England. 

I understand, and I know that you understand, that we have 
another problem on the Interstate Sy stem other than merely direct- 
ing traffic to communities, or to regions, and it is the one of direct- 
ing them to service stations or service facilities. 

Senator Marri. Mr. Chairman, might I interject there. It might 
help us some. On our Pennsylvania Turnpike, the original 161 miles, 
we never had any signs except signs very similar to what you de- 
scribed on the New York Thruwa ay. In the New York Thruway. 
for your interchanges, what kind of names do you use? For example, 
in Pennsylvania we had one that we called the Blue Mountain. 
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That was at the foot of the Blue Mountain. I notice by the papers 
that they are changing that now to the name of the nearest town. 

Have you used that system of nearest town ? 

Mr. Tattamy. Yes; we use two things. We use the name of the 
nearest town always because of the difficulty that one would naturally 
get into if he chose a town which was 5 miles away in one instance 
and a town which was immediately adjacent to the Interstate System 
in the next instance. 

The problems which would be created by such a laissez faire meth- 
od of selecting names would be terrific. So we have established a 
hard and fast rule to name the interchange for the nearest town, 
but to take care of the other towns we had to go into, and decided it 
was desirable to go into, signs which would inform the traveler of 
other cities and larger areas that could be served by that interchange. 

Senator Martin. It seems to me that that is a thing we ought to 
take into consideration. Naming the interchanges in our original 
Pennsylvania Tunpike we used a lot of the early historic names. 
Unless a person was familiar with forks, roads, or trails they were 
just lost. The original idea, I think, was very nice, but now I notice 
they are starting to change those, and sometimes the town is quite 
a number of miles off the road in our mountainous section. 

I think the idea of using the nearest town is probably a sounder 
method than the historical markers. 

Mr. Tattamy. May I add that in addition to the nearest town we 
show the State highway number. So that people who are interested 
not in going to the nearest town but in taking a trip beyond the Inter- 
state System, would know the highway number and check it with the 
State map. 

Now, as far as services are concerned, we happen to have service 
areas directly on the thruway, whereas they will be located off the 
highway of the Interstate System. But regardless of their location, it 
it ‘apparent that we will have to have informational signs indicating 
at which interchange service facilities may be secured. 

So I have here illustrations of the type of signs which will inform 
the Interstate System traveler of the service ahead which will be 
available. For instance, here is a sign saying “Service area.” It may 
be another name in the Interstate System, but it will be something 
indicating service at the next interchange. 

Senator Neupercer. How large is that sign ? 

Mr. Tatitamy. Eight feet by 12 feet, with 16-inch letters, and it is 
placed 2 miles before the “area.” Then the next one, 1 mile away, 
indicating the type of service. This one is 7 feet by 14 feet in size. 
It indicates that there is a gas station and coffeeshop available. It 
also shows the type of coffeeshop and gas station, but that probably 
would not be on the Interstate System sign. 
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Then as you are half a mile away from the interchange, there is 
another sign saying “Service area ahead, one-half mile.” This sign is 
6 feet by 18 feet. We find it very imp ortant to emphasize time and 
time again that service areas are ahead, because it seems people just will 
not check their gas tanks unless there is a constant repetition that they 
ought to do so. If that repetition isn’t there, a breakdown on the 
highway which creates a most serious accident hazard will result. 





I just can’t describe to you the seriousness of having people who are 
unfamiliar with maintenance work on an expressway break down on 
these expressways. I have seen people leave a car right on the driving 
lane, right out in the middle of a concrete pavement. I have seen a 
young man get out in front of his car, start to jack up the front end, 
with two young ladies standing right alongside of him, with cars roll- 
ing at 60 miles an hour behind him, and coming up and ‘dodging i in this 
fashion [indicating]. 

If one of the drivers had not been paying attention and bumped into 
the rear end of that car, all three of them would have been killed. And 
we have had serious accidents where people have been changing a tire 
on the edge of the road and have completely forgotten that they were 
on an express highway, and have walked out into the road. 

It is a great hazard. Express highway driving is utterly different 
from any other kind. We have felt it necessary to keep punching 
the fact that there are service facilities at the next interchan 
Right at the interchange is another sign, and this last one is 6 feet a 
18 feet in size. 
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You may be wondering why these signs are so big. They are big 
because the size is governed by the length of the word or words that 
are on the signs and the size of the letters. The letters are the con- 
stant factor. Naturally if you have a sign with a word on it that 
has twice as many letters i in it as a sign which has a short word on 
it, then the area of that sign is much greater. 

We cannot have, I am certain, a constant size sign, because the 
letters would squeeze down and not be legible enough. This means 
that if our standards on the Interstate Sy stem are equal to the stand- 
ards of most turnpikes, we will have 20 signs at each interchange. 
They will be spaced about 3 miles from the start, on either side ‘of 
the interchange, making 20 signs in a stretch of about 6 miles. 

The interchanges themselves will be located, I would judge, at an 
average of about 8 milés apart. They may be even closed in many 
areas. Of course in the Far West they will be much farther apart. 
Kyut I would say that they would come pretty close to averaging 
about 8 miles. That would mean that we have 6 of the 8 miles taken 
up with instructional signs which are very important for the direction 
and information of traffic, and other signs should not be, in my opin- 
ion, mixed in with these instructional signs because of the importance 
of getting a message across to a driver traveling at high speed. 


New York # Albany 
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Senator Neusercer. Mr. Tallamy, may I ask a question at that point, 
which bears on what you have been saying ? 

Let me get it straight, on the Thruway the only signs that you have 
are gener al informational signs about the facilities available—so many 
signs to a service area, to garage facilities, or eating facilities, what- 
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ever descriptive term you use for them. The signs state that the 


neral facilities are available at so great a distance or so short a 
istance, is that correct ? 


Mr. Tatuamy. That is correct. 

Senator Neussrcer. In other words, there is no specific advertis- 
ing for the Easy Rest Motel, or the Greasy Spoon Restaurant, or 
anything likethat. Is that correct ? 

r. Tattamy. Yes, sir. 

Senator Neusercer. In other words, there is no specific advertising 
permitted ? 

Mr. Tattamy. You are substantially correct. I must qualify it to 
this extent only, that on the Thruway, which is different from the 
Interstate System, we have concessions, and we do permit the conces- 
sionnaire to have a small sign below—one of all these signs—a small 
sign indicating the type of gasoline available at that particular 
station. 

Senator Nrvsercer. But it is part of the general information sign. 
It is the same lettering, the same style? 

Mr. Tattamy. That’s right. 

Senator Nevusercer. It is not, in other words, a display billboard 
that is separate and apart from the general iatecantisne!: sign ? 

Mr. Tatiamy. It is not. 

Senator Neusercer. This is the question that I want to ask, after ob- 
taining that information. As you probably know, a great deal of the 
testimony given to this committee in opposition both to the adminis- 
tration billboard control bill, and my particular billboard control 
bill, was the claim that roadside business would suffer, whether they 
were motels, hotels, restaurants, coffee shops, and so on. By roadside, 
I mean those accessible to the Interstate Highway. 

Have you in your experience in the State of New York had com- 

laints from commercial establishments and facilities near the New 

ork Thruway that their business and income have suffered as a 
result of the restriction of advertising on the Thruway ¢ 

Mr. Tattamy. Not as a result of the lack of advertising on the 
Thruway. I have had complaints from some that they have lost busi- 
ness because of the fact that traffic was taken to the Thruway from 
the existing highway. But I have had a great many more state that 
their increase in business has been very great because of the Thruway. 

It has also been our experience that after the first period of diver- 
sion, and there was certainly a period of diversion in many instances 
at the outset which may have lasted a year or maybe two, depending 
on the local characteristics, the business that had been lost was re- 
gained, and that it increased beyond what it was before; that this 
is the result of a change in the pattern of traffic on the old road. 

The old road before handled through traffic, and local traffic which 
should have been on the old road was diverted to other roads. When 
the principal traffic was moved over to a new route, the traffic which 
had been pushed off onto another secondary road came back to the road 
that it should have been on, and for which the road had been designed, 
and took the place of the diverted traffic. In addition to that, this 
new facility created traffic, what we call induced traffic, and that 
induced traffic also filtered out to the other highways and added 


business to them in greater proportion than normal traffic increases 
would have developed. 
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Senator Neusercer. Thank you very much, Mr. Tallamy. 

I want to again repeat one question because there was a little con- 
fusion at the start, and I think your answer to this is certainly one of 
no most important pieces of information that the subcommittee could 

ave. 

Again let me ask: You have had no complaints that business has 
been lost as a result of advertising restrictions along the throughway ¢ 

Mr. Tattamy. I have not. 

Senator Neusercer. Thank you very much. 

Senator Martin. Mr. Chairman, might I ask a question? 

Senator Gore. Certainly. 

Senator Martin. I am surprised at the number of boards that you 
feel it is necessary to have for the information to be published for 
traffic. Will you explain that again, briefly? I didn’t think there 
would be that number. You said I think 20 for an interchange. 

Mr. Tatutamy. That’s right. 

Senator Martin. That seems to me to be a very large number. 

Mr. Tattamy. Maybe it would help clarify it if we first of all 
recognized that traffic is divided and that. we have to have 10 on one 
side of an interchange, and 10 on the other side. So that you have 
10 signs approaching the interchange, 6 of which are for traffic con- 
trol, and 4 of which are for service information—restaurant, gas, 
motels, whatever facilities are necessary to service the traveling 
public. 

Senator Gore. So 8 of the 20 signs will be free Government adver- 
tisement of the availability of services? 

Mr. Tattamy. That is what they are on the thruway, and I imagine 
the standards for the Interstate System, when we finally drag them all 
together and develop them, will be equal to those on the thruway. I 
can’t say there will be 20 because we haven’t reached any final decision 
at this time. 

Senator Martin. Did you have a monopoly of service stations and 
food on the New York Thruway? Does one concern have it? For ex- 
ample, on the original 161 miles of the Pennsylvania Turnpike, How- 
ard Johnson had a monopoly for food and an oil company had the 
monopoly for the service stations. 

Mr. Tatnamy. No. We felt competition was highly desirable in 
order to maintain efficiency of operation and divided the thruway into 
three sections for concession purposes. Hot Shoppes has one conces- 
sion from New York to Albany ; Union News has another from Albany 
to Syracuse; and Holiday House has the third, from Syracuse to 
Buffalo. 

We have nine different gasoline operators. No single operator may 
have two adjacent stations. So that there are 9 competing gasoline 
companies, and 3 competing restaurants. 

Senator Gore. Before going into that, I would like to express appre- 
ciation for giving the committee the benefit of the knowledge and ex- 
perience that you have developed in New York. I want to warn you, 
however, that in some areas there may be an understandable resistance 
to the imposition of this “Yankee” experience upon all areas of the 
United States. 

Mr. Tattamy. That is why, Mr. Chairman, I qualified slightly one 
answer to you, that we hadn’t finally determined our standards. 
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Senator Gore. I welcome the qualification. 

Mr. Tattamy. I think we must have pretty close to thruway stand- 
ards to have safe operations. 

Senator Corron. May IL ask one question before you wind up / 

Mr. Tatuamy. Yes. 

Senator Corron. I can’t. seem to recall. Are most of these thruways 
in New York State freeways or toll roads ? 

Mr. Tatiamy. By far the majority of the mileage is toll-road mile- 
age. There are some free sections. 

Senator Corron. Your observation about the traffic, after the thru- 
way newness was over, after a certain time had elapsed, that the travel 
on the old road would resume, come back to it, so that those who had 
business on the old road would not find a loss of patronage, would that 
be true in a system of freeways? 

In other words, the fact that people who travel 30 or 40 miles have to 
pay a toll, would that have an impact on the thruway which would not 

- applicable to the Interstate System ? 

Mr. Tatitamy. The answer to that is that the Intertsate System 
would not have the detrimental impact that a toll road would have. 
There is a great resistance in traveling a toll road for a driver to go 
through atoll barrier. It isa nuisance to him. He resists the opening 
up the window and searching around in his pockets for the change. He 
doesn’t like the inconvenience so he keeps on going. This would not 
prevail on the Interstate System where he has freedom of movement 
on and off the Interstate System to a much greater extent than on the 
toll system. 

Furthermore, I am inclined to believe that the frequency of inter- 
changes will be greater .on the free system than on a toll system, 
because of the economics involved in operating a toll station, which 
would not exist on the free system. This would make for greater 
circulation onto the other highways. So I am very sure that the 
effect of diversion would be much less on free highways than on toll 
roads. 

Senator Corron. There is one thing about your answer that I don’t 
quite understand, and perhaps it was because I didn’t make my 
question clear or I didn’t understand your answer. I am not talking 
about the traffic that is on the thruway and comes off. I am talking 
about your very interesting statement that when the thruways were 
opened, the traffic that had been on the secondary lines moved into the 
old thruway, if you call it that, the old general route, so that in a 
short time the volume of traffic on the old road was restored. That 
presupposes that traffic that went on the old road moved on the 
thruway, so there was not so much congestion that it was attractive 
for those who had been fighting their way along secondary roads. 

If you have a freeway, will more of those people who have a toll 
road choose to go on the old road or go on the freeway ? 

Mr. Tatiamy. The resistance to payment of tolls is far jess than one 
would imagine, that is why they are so successful. I think that the 
initial diversion from a parallel road would be a little more on a 
free road than on a toll road. Not substantially, however, because 
of the fact there seems to be practically no resistance to paying a toll 
if the existing road is congested or in poor condition. Traffic is so 
willing to pay a cent a mile, or a cent and a quarter a mile, that I 
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don’t believe it will have much effect, if any. But there might be a 
slightly increased effect. 

Senator Corron. In other words, people who were only traveling 
20, 30, or 40 miles, perhaps after traveling once or twice on the 
thruway, just to see what it was like, and to look at it, would be just 
as reluctant to go to the trouble of driving into that traffic and out 
of that traffic without tolls as they would with tolls and would natu- 
rally goalong the old roads? Isthata fair statement ? 

Mr. Tatiamy. I don’t believe that is quite the fact, put the way 
you put it. Actually, the average trip for passenger cars on 427 miles 
of expressway, toll expressway, for all classes of passenger cars, is 
only 56 miles. So you see they do get on and off on a short trip. 

An interesting way of explaining the effect of diversion is to de- 
scribe what happens in a city, because I think we have all had this 
experience. We travel from our home to our work in the city traffic 
and, find that the road is terribly congested; we are stopped by fre- 
quent red lights, and therefore search for other routes to get down- 
town. The first thing we know we are going far out of our way and 
probably through residential districts, creating a hazard to children 
and pedestrians. Yet we continue to do so because we can make 
better time with less strain on our nerves by taking the longer trip. 
Then we build an expressway, which takes this through traffic off 
the main route, and we find that we can drive from our home to work 
along the main street, which we have been avoiding for a year. So 
that is the type of shift in tratlic which takes place. 

Senator Corron. That makes it very clear. Thank you. 

Mr. Tattamy. Mr. Chairman, in drawing to a conclusion on these 
signs, I thought first you would be interested in the experience we 
had, and not only we but other turnpikes have had, in signing, and 
our strong feeling about the importance of signing. 

Second, that it would be interesting to see that these signs are 
spread over about 6 miles on either side of an interchange. 


Senator Gore. Do you mean the 20 will be spread over about 6 
miles ¢ 


Mr. Tatiamy. Yes. 
Senator Gore. Three miles either way ? 
Mr. Tatitamy. Three miles either way. 
Senator Corron. You actually mean the 10? 
Mr. Tatitamy. Ten are spread over 3 miles, and 20 are spread over 
6 miles. 
Senator Corron. But 10 one way and 10 the other. So one is on 
one side of the road, one on the other side ? 
Mr. Tatiamy. That’s right. The first sign starts about 3 miles 
from the interchange, going in one direction. 
Senator Corron. And the other signs, of course, are-—— 
Mr. Tattamy. Three miles the other side. 
Senator Corron. But it is not the same area? 
Mr. Tatiamy. That’s right. So you see, we have used up, then, 
} miles. 
Senator Martin. Might I ask a question ? 
Senator Gore. Senator Martin. 
Senator Martin. Have you gone into it to the extent of putting 
miles on either side of the interchange? We have only used two 
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in our original Pensylvania Turnpike, and we have never had any 
complaints as far as I know that there wasn’t time enough for the 
man to determine whether or not he wanted to turn off of the turnpike 
and go on one of the roads. We have never, as far as I know, had 
any complaint, and we used 2 miles. 

r. Tattamy. We have another sign which is not directly related 
to the community immediately adjacent to the interchange, which I 
don’t believe Pennsylvania has, but which I feel quite sure the various 
States will want. It is the regional sign, which shows that if you want 
to go to a particular recreational area in the State that you should use 
this interchange or this combination of interchanges. We have found 
that the recreational areas of a State, particularly the motel and the 
hotel people in these recreational areas, are very anxious that the 
traveler on an express-highway know what interchange to use to go to 
some area that is 150 miles away. 

Senator Casr. Mr. Tallam , 

Mr. Tatitamy. May I just finish? That means that we have to shoot 
out another mile. 

Senator Martin. Excuse me, Senator Case. I think there ought to 
be an indication of certain things of that kind, like recreational areas 
and probably historic areas, so of course I have wondered whether or 
not we couldn’t work it out some way that we could also use an adver- 
tisement for a town to have its board, to advertise its community. I 
think the direction as to recreational areas is really very poor and 
probably a lot of places along the line with indications of historic areas 
or historic things. And third, whether or not we should get anything 
of a commercial order is of course very debatable, I realize. But it is 
what this committee has to give consideration to. 

Senator Case. Mr. Chairman? 

Senator Gore. Senator Case. 

Senator Casz. Mr. Tallamy, when you get to speaking of this re- 
gional sign, to what budget would that be charged ¢ 

Mr. Tatitamy. We have charged New York for the construction of 
all of these signs, to the construction of the highway. 

Senator Casg. I recognize that you would. But when you come to 
doing this between the Federal Government and the State, would 
your answer mean that you would accept as part of the cost of the high- 
way for matching purposes signs of this nature ? 

Mr. Tatiamy. ¢ certuiay would, as far as I am concerned. Yes. 
That is just as important to safe operation of a highway as easy curves 
are. 

Senator Casr. Would that mean a uniform system of markings 
throughout the States ? 

Mr. Tatiamy. Yes, sir. I think that is important, too. 

Senator Casz. Color as well as design ? 

Mr. Tatitamy. Yes, sir. That is my present thinking. Of course I 
pointed out that final decisions have not been made. We have to 
and should do it in cooperation with the States. They are working 
on it now. 

Senator Cass. Are these signs of the reflector type? 

Mr. Tattamy. The entire background is blue, reflectorized blue, 
with reflectorized white letters. 

Senator Casg. That is all, Mr. Chairman. 

Senator Gore. Will you continue, Mr. Tallamy? 
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Mr. Tautiamy. I wanted to point out that with ‘this large mileage 
of official signs, that the area available for outdoor advertising of a 
general nature is practically nil. It seems to me some plan should 
be worked out whereby we control outdoor advertising signs adjacent 
to the Interstate System because of the confusion it would create in 
the interpretation and ready understanding and recognition of the 
importance of the traffic-control signs, in addition to other factors 
that have been brought up here. 

That is all that I have, Mr. Chairman, on that oné subject. 

Senator Gorn. Do you mean on the subject of the official signs? 

Mr. Tattamy. And I have no other statement on the other signs. 

Senator Gore, Members of the committee may wish to interrogate 
you with respect to either the official signs or outdoor advertising. 

Senator Neuberger ? 

Senator Neusercer. Is Mr. Tallamy going to have a separate dis- 
cussion now of outdoor advertising? Or has he concluded ? 

Mr. Tatiamy. I have concluded. 

Senator Neupercer. There are several things I would like to ask 
about, Mr. Tallamy, and I will try to make it just as brief as possible 
because I know others may want to question you. 

Have you made any estimate in your own mind, or for the com- 
mittee—and I am trying to recall what Secretary Weeks said when 
he was here a short time ago to propose the administration bill— 
with respect to what it might cost per mile to buy up so-called adver- 
tising rights along the Interstate System based on your experiences 
in the State of New York? 

Mr. Tatiamy. In the State of New York we had a peculiar circum- 
stance which enabled us to do two things: Control outdoor advertising 
by buying the easement for outdoor advertising, without its costing 
us anything in many instances. 

Senator Neupercer. Why was that? 

Mr. Tatnamy. When we bought property from a landowner for 
the right-of-way, and when the remnant property extended beyond 
the edge of the expressway, we obtained the right to control outdoor 
advertising for a distance back 500 feet or as far back as the man still 
owned the property if it were less than 500 feet. We pointed out 
to him that the outdoor advertising value was nothing because there 
was no highway there at the time we bought the right-of-way and 
outdoor advertising values depend upon a highway being present. So 
we completed our negotiations for the purchase of the property, then 
discussed outdoor advertising and pointed out that there was no value 
to it, and the property owner agreed and we were able to do it. 

But.a great many of the property owners did not own land back 
far enough from the edge of the expressway for us to accomplish 
any effective control on their remnant parcels. Maybe they only 
owned back 50 feet or a hundred feet, and that wasn’t sufficient for 
us to control it. In addition to that we went through many, many 
areas where the properties were subdivided into lots, and of course 
we could not deal with property owners beyond the right-of-way 
itself. 

So we had to go to another method of control in those areas, and 
in going to that other method of control we made it all inclusive 
and covered the whole length of the expressway. We requested the 
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State of New York to pass legislation permitting the authority to 
regulate outdoor advertising 500 feet from the edge of the express- 
way, and this was done under the police powers of the State. We 
are now regulating it, and successfully so. 

There isn’t any outdoor advertising except on plants on which 
the advertising indicates the product that is manufactured or devel- 
oped on the site. Those particular signs were carefully reviewed 
to make sure that they did not interfere with the safety of the trav- 
eling public; signs indicating property for sale; and commercial 
signs in industrial areas. All of which, incidentally, we approved 
for erection and which we studied to make sure that the lighting 
effects, the coloring effects, the message, other factors of design, were 
not such to create a hazard to the traveling public. 

Outside of those, which I have described, we have no signs within 
500 feet of the edge of the pavement. 

Bena Nevupercer. Let me ask you several quick questions about 
the cost. 

Has there been any successful legal challenge to the use of your 
police eta 

Mr. Tatitamy. We have not had any challenge. 

Senator Neusercer. No challenge whatsoever ? 

Mr. Tatiamy. Right. 

Senator Neusercer. So if the State of New York could do that, 
another State, if its sovereign authorities desired, could also do that, 
in your opinion ? 

Mr. Tauxiamy. I am not a lawyer but I would say they could find 
a way of doing it somehow. 

Senator Nreupercer. Let’s suppose a State desires not to do it 
through the police power but decides to buy advertising easements. 
What would your estimate be that those easements would cost per 
mile on the average? I recognize that some miles are different than 
other miles. I want to put into this the fact that I think we have 
had testimony from either you or your associates that about 75 per- 
cent of the interstate highway will be totally new locations. Is that 
about right? 

Mr. Tatiamy. That is correct; 75 percent. 

Senator Nevpercer. I think you testified to that earlier. So bear- 
ing all that in mind, what do you think, just as a very general esti- 
mate, this might cost ? 

Mr. Tatitamy. Some time ago Senator Case asked us to obtain fig- 
ures from the States which would indicate what they thought the 
cost of acquiring right-of-way easements would be. 

Senator Martin. That is easements in addition to the right-of-way ? 

Mr. Tatiamy. That’s right. For the control of advertising. The 
preliminary figures which are coming in from the States indicate for 
a 750-foot depth from the edge of the pavement, $345 million; for a 
660-foot depth from the pavement, $320 million. 

Senator Casr. What was the last depth? 

Mr. Tatitamy. $320 million. 

Senator Neurencer. That is a 660-foot depth ? 

Senator Martin. Is that from the edge of the pavement or is it the 
edge of the right-of-way ? 

Mr. Tatiamy. From the edge of the pavement. 
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Senator Martin. For 750 feet it should be $345 million, and for 
660 feet it would be $320 million? 

Mr. Tatitamy. That is correct. 

Senator Neusercer. Now may I ask you a couple of questions about 
that, Mr. Tallamy. 

This is for the entire Interstate System, according to your com- 
pilation figures ¢ 

Mr. Tattamy. This was for the control of advertising in all areas 
excepting those zoned commercial or industrial and excepting signs 
which will be permitted on properties indicating the use to which 
the properties are put, and signs which are on properties indicating 
that they are for sale and for lease. 

Senator Neuserger. But this would be for the control of commer- 
cial advertising in a very general sense, on the Interstate System: 
$345 million for the 750-foot protective zone and $320 million tor the 
660-foot zone? 

Mr, Tatxamy. That is correct. 

Senator Neusercer. Does this compilation take into consideration 
the fact that a very substantial proportion of the mileage in the Wes- 
tern States will be on Federal public lands where no such purchases 
will be necessary ? 

Mr. Tatnamy. Yes. I think that was taken into consideration. 

Senator Neusercer. If I am not mistaken, these sums are approx- 
imately 1 percent of the total investment which will take place in the 
Interstate System, according to present estimates. Is that right or 
wrong? 

eee It is about 114 percent. 

Senator Neusercer. In other words, it would cost, according to 
your present estimates—and everything is according to present esti- 
mates, including the road itself—it would cost approximately 114 
percent to eliminate or control billboards, whatever verb you want to 
use, if the advertising easement method of purchase were used along 
the whole Interstate System. That would be about 114 percent of the 
total cost ¢ 

Mr. Tatiamy. Yes. 

Senator Neusercer. Those are all the questions that I have at the 
moment, Mr. Chairman. 

Senator Gore. Senator Martin? 

Senator Martin. Mr. Tallamy, what experience have you had in 
New York of very large advertising boards being put up beyond your 
easement? The reason I am asking this, somebody the other day in 
testifying before this committee stated that they were putting up very 
large billboards, some of them as high as 100 feet. Have you had any 
experience of that kind ? 

fr. Tatuamy. Not that high, but we have had some I would guess 
there are probably maybe 6 signs from one end of the State to the 
other that have been constructed beyond the 500-foot right-of-way. 
One of the signs is 111 feet long and 16 feet high, and has letters on it 
ee are 6 feet high. And it is illuminated by 13 overhead bracket 
amps. 

Others I would judge are about the same characteristic. That was 
one of the reasons why I suggested to the Secretary of Commerce that 
we use 750 feet rather than 500 feet. Obviously the economic factor 
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is the only thing that can control outdoor advertising beyond the 
limit which might be established, whether it is 500 or 600 feet or 
anything else. 

Senator Martin, Your experience is that there hasn’t been very 
much use of an easement beyond your 500 feet that you have in New 
York? There hasn’t been much use of it? 

Mr. Tatiamy. Not yet. 

Senator Martin. That is all that I have. 

Senator Gore. Senator Hruska? 

Senator Hruska. Mr. Tallamy, I am interested in the fashion in 
which on the New York Thruway you acquired these advertising 
rights. You spoke of control of advertising in these 500 feet. What 
you really had in mind, I presume from what you have been telling 
us, is prohibition of advertising, isn’t it? 

. Mr. Tatnamy. Actually, it wasn’t that. It was control of advertis- 
ing. We did not prohibit it. We obtained the right to control it. And 
we are controlling it. 

Senator HrusKka. Have you allowed any advertising of commercial 
nature within that 500 feet ? 

Mr. Tatutamy. Yes, but as I indicated before, when it indicates the 
use to which the property is put—for instance, General Electric is 
right adjacent to the expressway and they have a sign on their plant, 
and Ford has signs—whenever a sign indicates the activity conducted 
on the premises, and when the design of the sign is such that it does 
not create a traffic hazard in our opinion, we automatically give them a 
permit to erect. 

Senator Hruska. But apart from that, it is prohibition? It is out- 

right prohibition ? 
Mr. Tattamy Apart from that, and apart from signs indicating 
the sale or lease of the property, and apart from signs in commercial 
and industrial areas, we have not granted any permits. I won’t say it 
is a prohibition but we have not granted any permits. 

Senator Hruska. Of course in both of the bills before us, S. 963 
as well as the bill which was submitted to us by Secretary Weeks, 
there wouldn’t be any control whatsoever over signs which advertise 
activities being conducted on the premises. Isn’t that correct ? 

Mr. Tatiamy. That is correct. 

Senator Hruska. They are complete exceptions? 

Mr. Tatuamy., That is right. 

Senator Hruska. But as to the rest of the distance on the Interstate 
System, except these exceptions which are listed in each instance, 
there would be prohibition ? 

Mr. TatiAmy. That is right. 

Senator Hruska. In acquiring these advertising rights in New 
York you said that you were able to get most of them on rather eco- 
nomical terms because you pointed out there was nothing there at the 
time, and therefore they really had nothing to sell. And on a nego- 
tiated basis I can see where that might be true, probably. However, 
were there some instances where you had to condemn Jand, where vou 
were not able to effect a purchase by negotiation ? 

Mr. Tatiamy. Oh, yes, a great many. And there we missed our 
eRe ty 

Senator Hruska. You were not able to condemn for the purpose of 
controlling advertising, as you see it ? 
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Mr. Tatiamy. I don’t say we didn’t have the power to, but thought 
it safer to assume we didn’t have the right. So we did not condemn 
for advertising. 

Senator Hruska. There was some question whether the right of 
condemnation included the legal right to condemn for the purpose 
of controlling advertising ? 

Mr. Tatiamy. Yes, sir. 

Senator Hruska. Might that be a factor in the present legislation 
which is being proposed here ¢ 

Mr. Tattamy. Would you repeat the question ? 

Senator Hruska. Might the lack of legal competence to condemn 
for the purpose of controlling advertising, be a factor in effectuating 
either of the bills which we are considering here? 

Mr. Tatutamy. I think so. It could be, yes. But I would say that 
T think if a State wanted to do itt, it could do it. At least they could 
make a good effort to do it. y 

Senator Hruska. This is a legal question, of course. But isn’t there 
some question in your discussions of the subject? Didn’t you come 
across some question as to constitutional limitations? 

Mr. Tautamy. Yes. 

Senator Hruska. Even for a State? 

Mr. Tattamy. That is right. 

Senator Hruska. To confer that power on the legislature? 

Mr. Tattamy. Our attorneys said that there was a question about 
the constitutionality of such an act in some States, but I say why don’t 
they change the constitution? We changed the constitution in New 
York in order to build the thruway. It just took a little work to ex- 
plain and to describe to the people of the State our objective, and 
gave the people an opportunity to vote on it; so we changed the 
constitution. Why don’t other States do it, too, if they want to change 
it in order to control outdoor advertising ? 

Senator Hruska. Maybe one reason is that they don’t want to 
change it. 

Mr. Tattamy. That is right. If they don’t want to then they don’t 
want to. But they have the opportunity to find out. 

Senator Hruska. That leads to my second question. By what 
means would you effect the States’ cooperation with reference to 
getting this job done? 

Mr. Tattamy. Under the Department bill the plan was to give them 
90 percent of the cost of constructing the project in the event the State 
agreed to control outdoor advertising. If the State did not agree to it, 
the proposal was that 85 percent of the cost of the project would be 
granted. If such Federal legislation were adopted, I very definitely 
believe most of the States would find ways of changing their consti- 
tution or doing something in order to pass legislation enabling them 
to control outdoor advertising in the State the way they desire to have 
it controlled. 

A State could obtain the right, if it doesn’t now have it, to control 
outdoor advertising adjacent to the Interstate System, and then it 
could control it the way it desires. According to the proposed Federal 
bill, that will be all right with the Federal administration. 

The Secretary of Commerce would give them to 90 percent and 
would not question the way the State desired to control this advertis- 
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ing. All that is wanted is a statement that outdoor advertising 
would be controlled. 

Senator Hruska. Would that presume then that they could depart 
from the four exceptions which are contained in the proposed bill as 
handed us here by the Department and still be qualified for the 90 
percent ? 

Mr. Tatitamy. They could control it by extending their zoned areas 
and put them any place they desire, so that actually they could reduce, 
if they so desired, all of the residential and rural areas to commercial 
sections for 500 feet adjacent to the Interstate System, and that would 
automatically then permit outdoor advertising if that is what the 
State desired to have happen. 

Senator Hruska. Could they extend it 2 miles? 

Mr. Tatzamy. Two miles from the interchange? We said 750 feet. 

Senator Hruska. I mean parallel with the highway ? 

Mr. Tatuamy. Yes; any length they want it. 

Senator Hruska. Ten miles? 

Mr. Tatiamy. Ten miles. 

Senator Hruska. Fifty? 

Mr. Tattamy. All across the State. 

Senator Hruska. Do you mean the exceptions would be extended 
that much ? 

Mr. Tauiamy. I say that if a State desired to zone adjacent to the 
Interstate System for commercial purposes, the entire length of the 
Interstate System in the State, under the Department of Commerce 
bill, outdoor advertising would be permitted in that zoned commercial 
area. And they would have done so because that is what the State 
wanted to do, and that is how this bill protects States rights. It is 
my opinion that no State would do that. 

Senator Hruska. Mr. Tallamy, I can’t quite follow you. Do you 
mean to tell us that a State would agree to control advertising and then 
it could zone the entire State into an area that would permit advert is- 
ing? Is that what you are trying to tell us? I can’t quite follow you. 
Is it that simple? Is that what you are trying to tell us, that a State 
could say, “We will agree to control advertising, pay us the 90 percent 
rather than the 85,” and then that selfsame State would say, “We will 
zone all of our 840 miles on this Interstate System in a commercial 
area where advertising will be permitted.” Is it that simple? 

Mr. Tatxiamy. It is that simple. 

Senator Hruska. Then we are not buying anything for that 5 per- 
cent on a business basis from the funds of the so-called Federal money, 
which comes from individual taxpayers’ pockets. 

Mr. Tatxiamy. I personally have great confidence that no State 
would do a thing like that. I think that a State would possibly zone 
certain sections adjacent to the Interstate System, permitting outdoor 
advertising. I think other States would probably not zone any por- 
tion adjacent to the Interstate System for outdoor advertising. I 
would be amazed if any State, in carrying out the national policy 
indicated in the Department of Commerce bill, would deliberately zone 
the entire Interstate System for commerce and thereby permit adver- 
tising. 

Senator Hruska. I think that is a fair statement to make. I think 
one could expect that they would not zone the entire State for com- 
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mercial advertising. But suppose they zone half of it. Would not 
the real objective of the bill, which is esthetic in nature apparently— 
it is based on esthetic considerations, and that is all it is based on 
that I can see—wouldn’t that destroy the primary function of this 
bill, if the States were permitted to do that, or if they took a third, 
and those thirds were properly placed, a third of that mileage, say, out 
of 600 miles within a State system, and 200 could be devoted to com- 
mercial advertising, wouldn’t that destroy the purpose of this bill? 

Mr. Tatuamy. If a State would zone areas for commerce in a man- 
ner and in locations which would seriously impair the beauty of the 
adjacent areas or seriously interfere with the safety of the traveling 
public, then it would. But I don’t believe that a State would do those 
things. I have confidence in the States. I don’t think they would. 

Senator Hruska. Of course, there hasn’t been much, apparently, 
from the testimony we have heard here, there hasn’t been too much 
activity on the part of the legislature or of those who can amend the 
vonstitution even to achieve the objective, which is the primary objec- 
tive of this bill. What leads you to believe they would act differently 
from now on? From what fullness of their heart would they suffer a 
change of spirit and a change of motivation ? 

Mr. Tattamy. Five percent of the cost of the job. 

Senator Hruska. But they have already qualified for that. They 
will say we will agree, so they: get their 5 percent, and that is in the 
form of concrete, bridges, culverts, and right-of-way. Now, from 
there on they can say, “We will zone every fifth mile or every third 
mile,” and it would be competent for them to do so? 

Mr. Tarttamy. That is right. They could do it all right. 

Senator Hruska. They could label any place commercial area. 

Mr. Tartamy. They could do it under the bill. 

Senator Hruska. That is enlightening. I hadn’t quite had that 
idea until T heard your testimony. 

Senator Nevpercer. I think Secretary Weeks brought out that same 
point when he was here some weeks ago, in answer to some questions, 
about the effect of zoning. 

Senator Gore. Secretary Weeks likewise indicated that he assumed 
good-faith compliance with respect to zoning on the part of all the 
States. 

Senator Neupercer. That is correct, Mr. Chairman. 

Senator Gore. I believe Secretary Weeks also acknowledged the 
possibility of widespread avoidance, if I may use that word, which 
Mr. Tallamy has just now acknowledged to Senator Hruska. 

Senator Hrusxa. Of course, any compulsion which the Federal 
Government could bring up the States or upon the local] authorities 
would have been lost upon payment of the 5 percent. The penalty 
would have been either exacted or it would have been waived, wouldn't 
it? 

Mr. Tattamy. That is right. But I don’t think a State would act 
that way. TI have never seen a State agree to do a thing and then turn 
right around, after having accomplished an objective, and completely 
reverse its policy. 

Senator Hruska. It depends on the objective. What is the ob- 
jective? What is the objective? They are free to zone. If in the 
acceptance of that 5 percent they agreed to do a certain thing, and not 
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go beyond it, then I would go along with you. But where the bars 
are down and they can do anything, and there isn’t an agreement not 
to do anything, what is there to prevent the legislature of the local 
zoning board to say, “This is different, we will allow a sign here,” or 
there are some place else? 

Mr. Tatuamy. The only thing I say is that if a State entered into 
an agreement with the Secretary of Commerce to control advertising 
in accordance with the national policy, and had the ulterior motive 
that after the system was built that they would then circumvent the 
intent of the Federal policy by deliberately zoning for commercial 
purposes areas which should not be zoned for commercial purposes, 
a would be a great surprise to me. I don’t think any State would 

o that. 

Senator Hruska. It would to me, too, as to those who are in charge 
of the Government at the time that legislation was passed. But you 
know and I know that the personnel of the legislatures and of the 
zoning boards and the county authorities and so on, that is a highly 
fluid personnel. Ten years from now there will be principally in 
charge people who had no contact with that problem whatsoever. 
If there are any inhibitions in the spirit of the original agreement, 
they certainly will not have had original contact with them or any 
effective contact. 

And so we will be buying a pig in the poke. We don’t know what 
we will have at the end of 10 years or 15 years or 20 years. 

Mr. Tarttamy. I guess I am going to have to disagree with that be- 
cause I again say that I don’t think a State, even a new legislature 10 
years from now, is going to deliberately violate an agreement to carry 
out such an active policy. I will say this: that a little flexibility to 
permit a State to zone for commerce and industry adjacent to the 
Interstate System is a healthy thing. I would think that it is better 
to permit a State to zone for industry and for commerce in areas 
adjacent to the Interstate System in the future, when it should be 
zoned for that purpose. And when that takes place it should be 


possible to erect signs in that area. 
But I think there is a big difference between establishing a com- 
mercial or an industrial area for a legitimate growth and expansion 
of the community than deliberately zoning it to circumvent an original 
agreement to carry out the Federal intent. I think there are two 
widely separated views there and I can’t imagine a State doing that. 

Senator Hruska. I hope you are right. I hope that you are war- 
ranted in your conclusion and that things work out that way. 

Mr. Tartamy. Maybe I am too naive. 

Senator Hrusxa. I hope it will, but we won’t belabor the point 
here. This isn’t the place to do it. What is the real basis of this 
proposed legislation, Mr. Tallamy? What is its real objective? 

Mr. Tatiamy. I would say the real objective is actually several ob- 
jectives—one objective is to make it possible to preserve the invest- , 
ment that we are putting into the Interstate System. If you build « | 
house, a very fine place, in a residential area, and have no zoning to 
protect it, and a lot of undesirable land uses are created immediately : 
adjacent to it, the investment that you have put into your place will 
have been decreased abnormally. ‘ 
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Senator Hruska. In that extent it has decreased not from the stand- 
point of utility but from the standpoint of resale and perhaps en- 
—- ? 

r. Tatinamy. That’s right. 

Senator Hruska. You say preserve the investment put into this 
Interstate System. Isn’t the Interstate System being built for the 
purpose of providing throughways for traffic? 1 didn’t find anything 
in there, in the interstate legislation, which said that we will build it 
for beauty or for lack of billboards. So we are superimposing on. it. 
But why are we seeking to leave out billboards in this legislation ? 

Mr. Tattamy. I gave you one point. Now I want to try to indi- 
cate why I think that is important. 

The amount of traffic that will go to the Interstate System, particu- 
larly in passegner car traffic, is proportionate to a great extent, in my 
opinion, to the esthetic character of the Interstate System itself and 
the lands adjacent to it. 

If the Interstate System is not properly designed or built, from an 
esthetic point of view, if the lands adjacent to it become ugly and 
are unattractive, you will find, I am certain, a lot of traffic which 
should be using the Interstate System on holidays and Sundays and 
weekends, cluttering up the old highways. And once that happens, 
then we are going to be called upon to expend more money widening 
and improving the old highways to take care of these peak traffies for 
passenger cars and pleasure seekers unnecessarily. 

Senator Hruska. Of course, on these old highways, inasmuch as 
there is no abolition of billboards, we presume that if they become 
heavily traveled there will be billboards there. What bearing has 
that on a choice between the old highway and the throughway if bill- 
boards make the difference? Presumably the traffic will be big on 
these other highways where there is no restriction of advertising. 

Mr. Tattamy. I see what you are saying. But the other highways 
are a large classification, you are not confined to one highway or one 
route when you go to the other highway. And the other highw ay 
nay be an important primary State Toute which will allow billboards, 
and it is unattractive from that point of view. But you don’t have 
to take that one. There are many, many secondary routes which are 
reasonably good, probably more comfortable than some of the main 
routes today. 

So that if they are taking an afternoon drive they don’t have to 
go to a road that is cluttered up with signs. The billboard people 
erect signs where the traffic is uniform day after day, and year after 
year, and do not place them where there is only peak-hour traffic. 
Yet that peak-hour traffic can clutter up our roads. 

Senator Hruska. On the premise then that the basic consideration 
here is esthetic, and on the basis that billboards will destroy that 
beauty and so on, are there other factors which go toward esthetic 
considerations besides billboards? Would the construction of junk- 
yards, or the sufferance of dilapidated farm homes or factories, or 
would almost any other impairment of the landscape be affected by 
this bill which would militate against esthetic considerations ? 

Mr. Tatitamy. The answer obviously i is that in certain areas it would 
detrimentally affect it. There is no question of it. But you don’t 
usually get a lot of rural dilapidated barns, one attached to the other, 
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farm after farm. You may find one somewhere, and he is usually 
far off from the right-of-way. Besides, 500 feet would be a minimum 
distance for dilapidated farm buildings, it could be that they would be 
near, but the chances of them being so frequent as to create a nuisance 
are not very great. 

They build billboards, and they will build one right after another, 
but dilapidated farm buildings are created by years of time. I don’t 
think that there is a comparison there that 1s important. 

Senator Hruska. But there are forms of ugliness which will not be 
touched by this bill. 

Mr. Tartamy. That is correct. You could get a junkyard, and cer- 
tainly it would be very ugly. And the only recourse that I can see 
in that case is to point it out. We do it very frequently in the design 
of a highway of this nature, and if you can’t go through the junkyard 
and wipe it out, you will be alongside of it and your landscaping 
treatment will include a lot of lombardy poplars or something like 
that so that you block it out. 

Senator Hruska. In some of the testimony before this committee we 
had brought before us the subject of discrimination because by either 
of these bills there will not be a control of signs which indicate the 
activity conducted on the premises. So that where a motel is built 
right at the edge of the right-of-way they may put any kind of sign 
they want to there and as big and lurid and ugly as they want to, 
whereas a hotel situated 10 blocks from that interchange will not be 
able to advertise with reference to it, nor any other motel. What 
would vou say with reference to that ? 

Mr. Tattamy. Well, you just can’t provide, of course, for the adver- 
tising of every hotel and motel and other service facility in a metro- 
politan area, even if you had billboards 10 feet apart up and down 
the whole highway, because there just wouldn’t be room enough. 

Senator Hruska. And it is not being done now, is it, even on high- 
ways where advertising is not prohibited? Every hotel doesn’t have a 
billboard on the highway. 

Mr. Tatitamy. No. But the point as you indicated is that one of the 
fellows who will happen to be fortunate enough to own some property 
and be able to build a motel within sight of the Interstate System would 
have an unfair advantage over a hotel in the city 5 miles away, which 
wouldn’t have a sign on the Interstate System. 

I suppose that circumstance would develop. I don’t know of any 
way of preventing it, unless you want to deny a person the right to put 
a sign on their property indicating the use to which the property is 
put. Ifso, that would be a strong principle which would be brandnew 
anywhere. I have never heard of that. 

Let me point out that there seems to be a terrific amount of concern 
about motels and gas stations and hotels which would be denied the 
right of advertising on the Interstate System and thus lose potential 
customers. I think, and I am sure I am right, that new types of ad- 
vertising are going to develop along with the Interstate System which 
will create new methods of informing the traveling public where to 
obtain overnight lodging, where good restaurants are, gas stations, and 
that sort of thing. 

For instance, I have already noticed that where we have express 
highways of considerable length in the States, the gas companies are 
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now putting out maps indicating where you may obtain their type of 
service in the vicinity of an interchange. 

Senator Hruska. It would be pretty hard for hotels to do that; 
wouldn’t it? 

Mr. Tatiamy. No, it really wouldn’t, as I will describe in a minute. 

The motel people, at least a great many of them, are already aware 
of the advisibility of booklets and that sort of thing, indicating where 
their services may be secured. We have now had developed, by the 
Good Roads Association in New York, what is called a highway users 
guide. It is a booklet about this big [indicating] and very legible. 
As you leaf through it there will be a page with a map of the area 
between the interchanges, say between interchange 24 and 25, and it 
shows all the State highways. On the other side of the page there are 
all the important hotels and motels in the particular area to which the 
map refers. By looking at the ads you can pick the type of hotel and 
restaurant that you desire to go to, and by looking at the map on the 
next page it tells you how to get off the expressway and what high- 
ways to follow to get to this particular place. It is a very fine thing, 
and the hotel and motel people and the recreational people all over the 
State now are advertising in this type facility. 

I think this type of advertising is going to come into much greater 
use because it will do what you are concerned about, and I think that 
you have reason to be to some extent. These fine hotels may be 10 
miles away and they want the transient trade to know that they are 
there. And a booklet of this nature certainly would satisfy that need 
very well. 

Senator Hruska. I referred to hotels, but don’t want to limit my 
inquiry to hotels; restaurants or business establishments of any kind. 

Can you tell me how the Ohio Turnpike handled this question of 
advertising ? 

Mr. Tatitamy. No, I cannot. 

Senator Hruska. You are not familiar with that? 

Mr. Tatnamy. No, sir. 

Senator Hrtska. Would you have any confidence, Mr. Tallamy, in 
the declared desire of the advertising industry to abide by what they 
call their code of ethics or their regulations with reference to the con- 
struction of billboards and that sort of thing? We have had repre- 
resentatives of the industry here and they have indicated that they 
would be willing to accept a reasonable supervision and control, but 
they don’t want the type of prohibition which is implied in either of 
these bills. Would you have any comment on that aspect of it ? 

Mr. Tatiamy. Yes, sir. 

Senator Hruska. To get away from the extreme of prohibition, 
which seems to be rather repugnant to some. 

Mr. Tatiamy. I think that I would have a considerable amount of 
faith in an agreement made by an association—to go back to your 
argument now on the States—just so long as the men who made the 
agreement are in control of the association. But I would have much 
less faith in an agreement made by an association than I would in a 
commitment by a State. 

Let me point out though that with respect to association advertising, 
assuming it was 100 percent of all the advertising we could live with 
it and know that it would remain in accordance with the original 
agreement as established, as far as association members are concerned, 
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but there are a great many advertisers, who are members, and, as a 
matter of fact, I “would say that the most repugnant advertising gen- 
erally is done by these independents, therefore I think it is very 
important that we cover those as well as association members. 

Senator Hruska. That is all, Mr. Chairman. Thank you very 
much for giving me more than my share of the time. 

Senator Gore. Mr. Tallamy, I wonder if there isn’t some possible 
way to accomplish the desired end by using the carrot instead of the 
stick? I think I detect on the part of members of the committee a 
reluctance to penalize States, a particular reluctance to penalize States 
by reneging on the 90-10 matching relationship which the Congress 
has approved. 

I am not sure that I detect a majority will in the committee to 
accomplish something in this field. It is my opinion that a majority 
may support something reasonable in the field, not looking to pro- 
hibition but with the aim of regulation, to prevent the glaring of land- 
scapes unnecessarily and to prevent the erection of outdoor adver tising 
that might constitute safety hazards. 

It had occurred to me that if the committee felt that way about it, 
that it might be possible to provide incentives to accomplish this goal. 
Would you be willing to consider—and give to us the benefit of your 
thoughts—the possibility of Federal participation in erection of his- 
torical markers, in the construction of roadside parks, rest facilities, 
outlooks at points of scenic beauty, in those States which in turn would 
bring outdoor advertising under adequate regulation, State regu- 
lation ? 

You need not reply now. If you will take it under advisement, you 
can give your reply later. 

Mr. Tatamy. Thank you very much. 

Senator Gore. That is a new suggestion. 

Mr. Tatuamy. It is quite a big order. 

Senator Gore. Yes; I realize it is. 

Off the record. 

( Discussion off the record.) 

Senator Gore. On the record. 

This is going back to this subject on which we are completing hear- 
ings, but would you comment again on the safety factor involved in 
billboards along the highway rights-of-way ? 

Mr. Taunamy. As I indicated this morning, because of the large 
number of official signs, and of their large dimensions, to mix up out- 
door advertising signs with those signs I think would be highly detri- 
mental to safe traffic movements. 

The matter of safety, resulting from billboards in other instances, 
actual safety, I think depends upon a number of factors. First, the 
characteristic of the sign. Ifthe sign has so much wording on it and 
is of such an interesting nature that the driver tries to read it, while 
going &8 feet a second or faster, he is unable to do it until he follows his 
line of vision for quite a way. If this takes place he is liable to run 
into a serious accident, especially on a heavily traveled expressway. 
The difference in safety between an effect of that nature on an express 
highway and ona normal highway is tremendous. 

Safety is always affected by the lighting of the signs. Frequently 
signs are brilliantly lighted, and they confuse motorists. Trav eling 
at an expressway rate of speed, a confused motorist could jerk the 
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wheel into a car traveling alongside of him at 70 miles an hour and 
a very bad situation would result. 

The same thing would apply to colored signs. The matter of nest- 
ing of signs—and that doesn’t necessarily mean a large number of 
small signs but it could be 3 or 4 very large signs—would create the 
diversion of attention of the driver from his job to the sign just long 
enough on a heavily traveled expressway to get him into trouble. 

In spite of the fact I recognize there is a lack of statistics indicating 
the increased safety afforded by regulating signs. I am convinced 
that it is a very important factor nevertheless. 

Senator Gore. Thank you. 

Senator Hruska ? 

Senator Hruska. Mr. Tallamy, as a matter of fact the findings of 
reports of surveys and studies in that field have shown exactly the 
contrary to be true. They have shown no casual relationship between 
the two, have they not? 

The one in Michigan, for example. The studied conclusion of that 
survey team was that there was no indication whatsoever of any cause 
and effect on safety. Thatwas the way I read the report. Maybe you 
have a different inidgoeietion of it. 

Mr. Tattamy. I don’t know of any survey that has been made of 
outdoor advertising effects on express highways, and I am talking of 
express highways. 

J think there is a vast difference between a diversionary effect of the 
attention of a driver on an express highway as compared to another 
one where the average rate of speed may be 40 to 50 miles an hour, as 
compared to 60 to 70 miles an hour. 

Senator Hruska. Except in degree, would there be any difference? 

Mr. Tattamy. Degree would mean a great deal on an expressway. 
If a man’s attention is diverted for a half second on an expressway, 
he travels 44 feet. On the other highway he travels 22. 

Furthermore, on an expressway his braking distance is very much 
more than on the other highway. The control of his car is utterly 
different. So degree, in this instance, I think is a very important 
item. 

Senator Hruska. Your statement is interesting and I am sure you 
are an expert in your field or you wouldn’t be where you are, but it 
just seems to me that this is the first time we have had any intimation 
on that subject, to my hearing—maybe there have been other witnesses 
when I wasn’t here—but I had no idea until this time, when you testi- 
fied, that there was any factor of safety involved in this billboard 
business. 

Mr. Tattamy. I did admit that I know of no statistics, I know of 
no survey of the effect on safety of outdoor advertising on express- 
ways, but I am giving you my sincere opinion on it, and I have trav- 
eled many, many, many thousands of miles under all conditions on ex- 
press highways. 

Senator Hruska. I respect that opinion because, as I say, I re- 
gard you as one of the authorities in the field, but after all we some- 
times like to get away from opinion evidence where we can get sta- 
tistical or scientific determination. 

Senator Gore. Mr. Tallamy, is it not axiomatic that the very pur- 
pose of advertising along a highway is to attract the attention of the 
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traveling public, whether it be a driver or an occupant of a vehicle? 
Mr. Tatitamy. That is corect. 
Senator Gore. You testified this morning that at each turnoff, each 
pase of ogress and ingress from the highways, to and from the 
ignwey there would be a total of 20 official directional signs. 
r. Tatuamy. Yes, sir. 
Senator Gore. And I believe you testified that as one approaches 
a turnoff, on his right within the last 3 miles before reaching that 
turnoff there would be 10 official signs approximately 4 of which would 
notify the driver of service facilities—filling stations, restaurants, 
domiciliary accommodations, garages, et cetera. 
How would a clustering or intensification of outdoor advertising 
within that last 3 miles affect the efficiency and service of the official 


signs ¢ 

~ Tatxamy. I think it would seriously impair the efficiency of the 
official signs. If the outdoor advertising sign was good at all, it would 
certainly attract the driver’s attention and could very will be at- 
tracting it when an official sign ought to be making an impact on his 
mind and failing to do so would get him into trouble or beyond his 
turnoff point. 

I am convinced that a mixing of outdoor advertising signs and of 
official signs would be very detrimental. 

Senator Hruska. And yet, Mr. Tallamy, at those interchanges 
there will be motels, there will be restaurants, there will be a clustering, 
a natural clustering of commercial enterprises, and under the bill 
as we have it, either of these bills that are proposed, the State or local 
authority can zone that as commercial and therefore except it from the 
nonconstruction of billboard signs, can it not? 

Mr. Tatiamay. It can. 

Senator Hruska. And very likely would, because if it is a commer- 
cial area it would very likely happen. 

Mr. TatiaAmy. It can, sail it may, and that is one of the problems of 
zoning at interchanges, which is one of the things I intend to take 
up informally and formally with the State highway people because 
I would like to do whatever possible to make sure that they use their 
technical experience in pointing out to the governing officials of local 
communities the great importance of proper land-use zoning in these 
areas which are certain to spring up into commercial enterprises of all 
nature, including industry, in a very short period of time. 

If that is permitted to take place in a laissez faire manner it will be 
much less beneficial to the community than it could otherwise be. You 
have touched on a very important thing, but certainly it is a local 
matter and one that will have to be handled, in my opinion, at the 
State level at least, and probably at a community level. But I do 
think that we should point out, as I have indicated, to the State and 
through them to the local people’s attention, the real need for some 
constructive planning and zoning in our interchanges at once. 

Senator Hruska. I raise that point because I wouldn’t want my line 
of questioning either to be interpreted along the line that I am opposed 
to the objectives which the introducers of this legislation have. I am 
just as interested in it as they are. But it seems when the limitations 
of cost and the limitations of legality and practicality thrust them- 
selves into the picture, one of them being this interchange problem, 
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then one has the right to seriously question whether the methods 
proposed in these bills - the proper way to achieve that result. And 
certainly there is a big loophole in that interchange situation along 
the lines that we have = discussing. 

Mr. Tatiamy. There is certainly a big loophole if we are ready to 
believe that a State would pass legislation arbitrarily zoning residen- 
tial and rural areas for commercial purposes merely for outdoor 
advertising. I think that, as I indicated this morning, and as I have 
just indicated now, there should be very carefully planned and de- 
veloped zoning for now and for the future in the areas of our inter- 
changes, and possibly other areas, too. I think that is progress and 
that it is legitimate, there isn’t any conflict of our intent and adver- 
— control legislation if a State would proceed in that manner. 

I don’t think a State would just arbitrarily pass legislation sweep- 
ingly encompassing all land in commercial areas just to provide out- 
door advertising. I don’t think it is possible. 

Senator Hruska. I would think that is probably right. But at in- 
terchanges of course it would not be an arbitrary zoning. 

Mr. Tattasry. No. 

Senator Hruska. That it would be an entirely legitimate zoning 
on a commercial basis? 

Mr. Tatiamy. That is right. 

Senator Hruska. If there are restaurants, filling stations, or motels. 
Therefore, at a reasonable distance either way they could completely, 
with justification, zone that for advertising purposes ? 

Mr. Tatiamy. That is right. But I don’t know of any way to 
control it. 

Senator Gorr. Mr. Tallamy, is it not a fact that at the points of 
interchange the right-of-way acquired may be much more extensive 
than would be the case on a straightaway section somewhere in be- 
tween exchange points ? 

Mr. TatiAmy. That is true. It is more extensive, and it does have 
a beneficial effect on the point. Actually, I know that industrial and 
commercial development in many thousands of areas is going to take 
ylace near these interchanges, and will extend back along the State 
Rien ay, and to some extent along the Interstate System. “And unless 
they are properly zoned and planned, and some method of control takes 
place, they will be objectionable. 

Senator Gore. I am sure all of us hope that this highway program 
will bring about enormous commercial growth and development, vital 
growth and de velopment. But I take it that you will agree with me 
that with respect to the Interstate Highway program, all things, in- 
cluding commercial development near points of interchange and other- 
wise, must be secondary to the efficient and safe movement of traflic ’ 

Mr. TatiAmy. I do agree with that. If we don’t have a safe high- 
way, then we are defeating the very reason for the development of 
industry and commerce e along the highway. It is the safe, convenient, 
fast, smooth-flowing traffic condition which will ¢ ontinuously be avail- 
able on a controlled access highway which stimulates land develop- 
ment, and which protects property values. If we should design our 
road or operate our road or maintain our road in such a fashion as to 
cause it to become congested or hazardous, then I am certain that these 
beneficial effects to abutting property would soon be reduced. 
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Senator Gore. I assure you that it was upon that basis that I con- 
cluded to support and did support the limited access characteristic of 
this system of highways. And it is in that spirit that I approach 
this problem, and i hope it will be in that spirit that I shall approach 
other problems and support you so long as you take that attitude in 
the construction of this program. 


Mr. Tattamy. Thank you, sir. That will always be my attitude. 
Senator Gore. Then you and I will get along fine. 


Mr. Tallamy, if you can return at 2 o’clock, we will continue with 
the discussion. 


Mr. Tauuamy. Yes, sir. _ 
Senator Gorr. The committee will adjourn until 2 o’clock. 


(Thereupon, at 11:45 a. m., the committee adjourned, to reconvene 
at 2p. m., this day.) 


KENDALL REFINING Co., 
Bradford, Pa., April 18, 1957. 
Hon. DENNIS CHAVEZ, 
Senate Office Building, Washington, D. C. 


DeaR SENATOR CHAVEZ: Senate bill S. 965 is, in our opinion, unjust legislation 
that if passed will jeopardize the rights of many individuals and business con- 
cerns and have an adverse effect on our national economy. Now a compromise 
bill is being considered in the Senate Committee on Public Works offering a 
bonus of three-quarters of 1 percent to States which adopt restrictions on outdoor 
advertising along the Interstate Highway System. This would penalize States 
that de not set up restrictions, 

Legislation of this type is certainly against the public interest and we oppose 
it as a matter of principle. It will add a large and unnecessary cost to the 
highway program. Taxpayers would be forced to pay for a scheme that would 
deprive property owners of their rights and would prevent business from mer- 
chandising its products along highways. 

The growth and prosperity of our national economy is dependent on our 
ability to sell the products of agriculture and industry, and the services of indi- 
viduals. Over a period of years outdoor advertising has demonstrated its effec- 
tiveness in contributing to this tremendous task—and has done so economically. 
Surely our national economy will be seriously affected if this media is taken 
away from business firms. In addition, those firms and individuals directly 
engaged in outdoor advertising and roadside business doing a total of $25 billion 
a year will be adversely affected. Farmers and other property owners will lose 
hundreds of thousands of dollars in rental fees for sign locations. 

This legislation is tremendously important to thousands of people who will 
be directly affected and to the entire population that will be indirectly affected. 
We urge you to give this compromise bill and any other legislation on this 
subject very careful consideration. 

Very truly yours, 
C. T. GrirriTH. 


MENLO Park, CALiF., April 22, 1957. 
SENATE Pustic Roaps SuncoM MITTEE, 


United States Senate, Washington, D. C. 


GENTLEMEN: I read in one of our local newspapers that your committee is 
holding hearings on the subject of controlling billboards and public advertising 
on national highways. 

There is no question that the unrestrained use of billboard advertising has 
ruined the scenic value of our highways. A small, well-financed group is ruth- 
lessly determined to extract a personal profit from the public funds invested 
in the building and maintenance of highways, with a shameless disregard of 
the rights of the citizens who paid for the highways and who are entitled to 
enjoy their use. 

The entire profit from highway billboards is available to this small group, 
with an infinitesimal investment on their part, because of the expenditure of 
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public funds to build the highways. Besides the effects on the beauty of the 
landscape, billboards frequently obscure vision to the point where they become 
traffic hazards. 

I have never heard anyone who did not make a direct, cash profit from bill- 
boards, express the slightest interest in this form of advertising or any desire 
to have it continued. Can you possibly consider it fair to permit this greedy 
little group of people to depreciate the pleasure and safety of highways for the 
general public? Remember that every citizen helps to pay for highways. A very 
few thousand profit from billboards—the rest of us lose. 

Yours very truly 


LovuIse L. CHAMBERLAIN. 


OFFICE OF CITY CONSTRUCTION COORDINATOR, 
Randall's Island, New York, N. Y., April 19, 1957. 
Hon. ALBERT GORE, 

Committee on Public Works, 
United States Senate, Washington, D. C. 


Dear Senator: In a letter of March 25 I urged that it was wholly unrealistic 
to rely upon voluntary cooperation by each of the 48 States to control the bill- 
board menace which threatens the new Interstate Highway System. 

The enclosed news item from the New York World-Telegram of April 1, 1957, 
shows what happened when the matter came before the legislature in New York. 
The same result can be expected in every State in the Union if Congress re- 
linquishes its moral responsibility and legal right to promote safety of travel 
and protect the investment of billions of Federal funds by direct Federal 
regulation. 

Surely the commerce clause of the Federal Constitution is broad enough to 
cover reasonable measures to protect this national system of interstate and 
defense highways—instrumentalities of interstate commerce and national de- 
fense. The billboard interests seem to be making unwarranted progress with 
their misleading and specious argument that there is a question of States rights 
involved here. Remission of the matter to the individual States is exactly what 
these skillful operators are working for in Washington. It would insure the 
ultimate defeat of any effective billboard control on the new highways. 

The only practical and workable solution is Federal regulation along the 
lines of the bill which we presented to your committee. 

Cordially, 
Rorert Moses, Coordinator. 
[From the New York World-Telegram of April 1, 1957] 


U.S. CASH TO STATE FOR ROADS PERTLED—DEATH OF BILLBOARD MEASURI 
ALBANY $80 MILLION 


MAY Cost 


By Richard J. Roth, staff writer 


ALBANY, April 1.—Intensive lobbying in the closing hours of the legislative 
session against a billboard bill today threatened to cost the State $80 miillion 
in Federal highway funds. 

The measure, which would have curbed billboards within 750 feet of any 
interstate highway built in New York under proposed Federal aid, died in 
senate committee Saturday night. On Friday the assembly had approved it. 

Informed sources said that several members of the senate finance committee 
were adamant in refusing to let the bill come to a floor vote. 

The State public works department had pressed for passage of the measure 
because of the probability that Congress will penalize any State which does not 
take action on billboards. 

Assembly Majority Leader Joseph F. Carlino predicted the State would lose 
SSO million if the bill was not enacted. 

During the debate it was revealed Assembly Speaker Oswald D. Heck had 
ordered a billboard lobbyist off the floor of the assembly earlier that day. 

Reports in the Senate were that the lobbying activities were stepped up after 
the bill went to the upper house, and was responsible for its failing to come to 
the floor. 
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STATEMENT OF NATIONAL WOMAN’sS CHRISTIAN TEMPERANCE UNION 


I am Miss Elizabeth A. Smart, 144 Constitution Avenue NE., Washington, 
D. C. 

I am submitting this statement on behalf of the National Woman’s Christian 
Temperance Union. 

As a member group of the President’s Conference on Highway Safety, we 
desire to cooperate in any move that would appear to make for greater safety 
on our highways. 

We feel that one of the hazards to safe driving consists in the number and 
size of highway signs lining the roadway, hindering clear vision at intersec- 
tions, often confusing the driver with directions not related to route directions, 
slowing traffic unnecessarily at such points. 

As users of the highways ourselves we feel that the use of billboards destroys 
the attraction of scenic highways with consequent loss to States from tourist 
traffic, on which many of them depend to quite an extent, in addition to destroy- 
ing the pleasure of the motorist. 

I am personally a citizen of New York where the exercise of this type of con- 
trol by the State has preserved our scenery and helped to keep recreation areas 
for the benefit of the public as well as cutting down on hazards to safe driving. 

The best time to exercise such controls is in advance before billboard users 
have acquired property rights, or the owners of the adjacent land have become 
wedded to the income derived from leases for such purposes. 

With the increased speed of motoring the necessity for every precaution has 
greatly increased. This measure will help the States keep through highways 
attractive throughout their entire length and will, in our judgment, help in 
cutting down the terrific toll of crippling and fatal accidents about which we are 
all so concerned today. 


x 








